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Why Visibility Is Everything for Authors
Writing a great book is only half the work. The other half is making sure the right readers can find it. Visibility is not about being everywhere at once — it is about being in the right places, consistently, so that readers who would love your work can discover it.
This guide covers every major visibility channel available to authors today. Each section explains what the platform or service is, what it does, and where its value lies. Whether you are starting from zero or looking to expand an existing presence, every section applies to you at some level.
The channels covered in this guide fall into five categories: Social Media Platforms, Paid Advertising, Platform Expansion, Search Engine Visibility, and your Personal Website. Together they form a complete author visibility ecosystem.

PART ONE: SOCIAL MEDIA PLATFORMS
1. Facebook
Facebook is the world's largest social media network with over 3 billion monthly active users. Despite being older than most other platforms, it remains one of the most powerful visibility tools for authors because of its sophisticated targeting, its group communities, and its broad demographic reach — particularly with readers aged 30 and above.
Facebook Author Page
A Facebook Author Page is a public profile specifically for your author brand, separate from your personal Facebook account. It allows readers to follow you without being your friend, gives you access to Facebook analytics, and lets you run Facebook Ads.
1. Post updates about your books, writing process, and reading life: 
1. Share cover reveals, release dates, and promotional news: 
1. Go Live to connect directly with your readers in real time: 
1. Pin important posts to the top of your page so new visitors see them first: 
Facebook Groups
Facebook Groups are communities built around shared interests. For authors, groups are one of the most valuable features on the platform. You can join existing reader groups in your genre, or create your own reader group specifically for fans of your books.
1. Reader groups for your genre are where your target audience already gathers: 
1. Your own group gives you a direct, owned community of your most engaged readers: 
1. Groups have higher organic reach than Pages — posts in groups are more likely to be seen: 
Facebook Stories and Reels
Facebook Stories are short-lived posts (24 hours) that appear at the top of the feed. Reels are short videos that Facebook distributes widely to non-followers. Both formats get strong algorithmic reach and are worth using for behind-the-scenes content, quick book updates, and reader engagement.
Author Value: Facebook Groups give you direct access to concentrated communities of readers in your genre. An engaged group of 500 readers in your niche is worth more than 50,000 random page followers.

2. Instagram
Instagram is a visual platform owned by Meta (the same company as Facebook). It has over 2 billion monthly users and is particularly strong for authors because of BookTok's visual counterpart — Bookstagram. The Bookstagram community is an active, passionate network of readers who share book recommendations through photos and short videos.
Instagram Feed Posts
Feed posts are permanent posts on your profile. For authors, strong feed content includes book cover reveals, aesthetically styled photos of your books, quotes from your writing, behind-the-scenes glimpses of your writing space, and reading recommendations.
Instagram Stories
Stories are 24-hour posts that appear at the top of followers' feeds. They are ideal for more casual, real-time content — polls, question boxes, countdown timers to launch day, daily writing updates, and quick reader interactions.
Instagram Reels
Reels are short videos (up to 90 seconds) that Instagram distributes beyond your existing followers. They are currently the format with the highest organic reach on Instagram. Author Reels can include book trailers, reading recommendations, writing process videos, or participation in trending audio formats.
Bookstagram
Bookstagram is the informal name for Instagram's book community. Bookstagrammers create beautifully photographed book content and have large, engaged followings. Getting your book featured by a popular Bookstagrammer — through a gifted copy or ARC — can drive significant awareness and sales.
Author Value: Instagram Reels currently have the highest organic reach of any content format on the platform. Short, engaging video content about your books reaches readers who have never heard of you before.

3. TikTok and BookTok
TikTok is the fastest-growing social media platform in the world, with over 1 billion monthly active users. For authors, TikTok is significant because of BookTok — the book community on TikTok — which has become one of the most powerful forces in publishing. Books that go viral on BookTok have sold millions of copies and reversed the fortunes of backlist titles that had been forgotten for years.
How BookTok Works
BookTok creators make short videos (15 seconds to 10 minutes) about books they love — emotional reactions, recommendations, reviews, reading vlogs, and aesthetic book content. When a creator with a large following features your book, the resulting sales spike can be dramatic.
Authors on TikTok
Many authors have built substantial TikTok followings by sharing their writing life, discussing their books, and participating in book community trends. You do not need to go viral to benefit — a consistent presence of even a few thousand engaged followers creates meaningful book sales over time.
What Works on TikTok for Authors
1. Writing process videos — showing your workspace, daily word counts, plotting methods: 
1. Book aesthetic videos — visual content that captures the mood and world of your book: 
1. Reading recommendations — recommending other books in your genre builds credibility: 
1. Behind-the-scenes publishing content — readers are fascinated by the process: 
1. Responding to comments with video — TikTok's Stitch and Duet features allow engagement at scale: 
TikTok for Older Demographics
TikTok's audience has aged significantly since its early days. It is no longer just a platform for teenagers. Readers of all ages now use TikTok, and non-fiction, literary fiction, and genre fiction all have active communities there.
Watch Out: TikTok's algorithm is unpredictable. A video can get 100 views or 1 million views with no obvious difference in quality. Consistency over time matters more than chasing virality.

4. X (formerly Twitter)
X, formerly known as Twitter, has a smaller user base than Instagram or TikTok but remains valuable for authors because of its strong writing community. The community known as Writing Twitter (now Writing X) is one of the most active professional communities for authors, agents, editors, and publishers.
The Writing Community on X
X has long been the platform where the publishing industry converses publicly. Agents post about what they are looking for. Editors discuss industry trends. Authors share their craft. If you are looking for an agent, being active and professional on X increases your visibility within the industry itself.
Hashtags and Discoverability
X hashtags help readers and industry professionals find relevant content. Key hashtags for authors include #WritingCommunity, #AmWriting, #BookTwitter, and genre-specific tags. Participating in these conversations builds your profile within the community.
Pitching Events
X hosts regular pitching events where authors post one-tweet pitches for their manuscripts and agents browse for projects they want to request. Events like #PitMad (now discontinued but replaced by similar events) have launched publishing deals. These events are unique to X and have no equivalent on other platforms.
X for Readers vs Industry
X is better for connecting with the publishing industry than for reaching mass reader audiences. If your goal is industry visibility — agents, publishers, reviewers, literary media — X is valuable. If your goal is reaching everyday readers, Instagram and TikTok are stronger.
Author Value: X is the only platform where you can have a genuine public conversation with literary agents, editors, and publishers. If you are seeking traditional publishing, a professional X presence is worth maintaining.

5. Pinterest
Pinterest is a visual discovery platform with over 450 million monthly active users. It is fundamentally different from other social media platforms because it functions more like a search engine than a social network. Content on Pinterest has a long life — a pin posted years ago can still drive traffic today.
How Pinterest Works for Authors
Pinterest users create boards and save pins — images linked to external content. For authors, Pinterest is a source of consistent, long-term website traffic rather than immediate engagement. Readers use Pinterest to discover book recommendations, reading lists, writing advice, and book-related aesthetic content.
What to Pin
1. Book covers linked to your Amazon or website buy page: 
1. Quote graphics from your books: 
1. Reading list boards featuring your books alongside similar titles: 
1. Writing advice and craft tips linked back to your blog: 
1. Aesthetic mood boards for your books or series: 
Pinterest SEO
Because Pinterest works like a search engine, keyword-rich pin descriptions and board names significantly affect how discoverable your content is. Use the words readers would search for when looking for books like yours.
Author Value: A well-optimised Pinterest presence drives steady, compounding website traffic for years without ongoing effort. It is one of the most time-efficient long-term visibility tools available to authors.

6. YouTube
YouTube is the world's second largest search engine and the dominant platform for long-form video content. For authors, YouTube offers a way to build a deep, loyal audience through video content about books, writing, and the author life.
BookTube
BookTube is YouTube's book community — creators who make videos about books, reading, and literary culture. Getting your book reviewed or featured by a popular BookTuber can drive significant awareness, especially for literary fiction, fantasy, and young adult genres.
Author YouTube Channels
Some authors run their own YouTube channels covering their writing process, publishing journey, craft advice, and book recommendations. This is a higher-effort channel than most, but the audience built on YouTube tends to be deeply engaged and loyal.
What Authors Post on YouTube
1. Writing vlogs — a day or week in the life of a writing author: 
1. Publishing advice — sharing what you have learned about self-publishing or traditional publishing: 
1. Book recommendations — reviewing books in your genre builds authority and attracts readers: 
1. Book trailers — short cinematic videos that promote a specific book: 
1. Q&A videos — answering reader questions in long-form video format: 
YouTube Search
Because YouTube is a search engine, videos optimised with the right titles, descriptions, and tags can bring in new viewers for years after they are posted. A video titled 'Best Dark Fantasy Books 2024' that ranks well in YouTube search will continuously surface your channel to readers looking for exactly that.
Author Value: YouTube content has the longest lifespan of any social media format. A well-optimised video posted today can bring new readers to your work for five or more years.

7. LinkedIn
LinkedIn is a professional networking platform with over 900 million members. For most fiction authors it is less relevant, but for non-fiction authors — particularly those writing about business, leadership, personal development, finance, or career topics — LinkedIn is one of the most valuable platforms available.
Non-Fiction Authors on LinkedIn
Non-fiction authors whose books address professional topics have a natural audience on LinkedIn. Decision-makers, executives, entrepreneurs, and professionals use LinkedIn daily and actively seek books that improve their work and thinking.
LinkedIn Articles and Posts
LinkedIn allows long-form articles and shorter posts. Articles can position you as an expert in your field — the same expertise that informed your book. Posts that share insights, statistics, or provocative questions from your book attract professional readers who then discover the book itself.
LinkedIn for All Authors
Even fiction authors can use LinkedIn to connect with the publishing industry — literary agencies, publishers, book marketing professionals, and fellow authors. It is also useful for authors who speak publicly or run workshops, as event organisers use LinkedIn to find speakers.
Author Value: For non-fiction authors, LinkedIn is often the most direct path to the exact professional audience their book was written for. No other platform concentrates that audience so effectively.

8. Threads
Threads is Meta's text-based social platform launched in 2023 as a direct competitor to X. It is connected to Instagram, meaning your Instagram followers can follow you on Threads automatically. The platform is growing rapidly and has a large, active creator community.
How Threads Works
Threads functions similarly to X — short text posts, replies, reposts, and conversations. Because it is linked to Instagram, building an audience there is faster than starting from scratch on X. The tone tends to be more casual and positive than X.
Author Use of Threads
Threads works well for authors who are comfortable with conversational, text-based content — sharing thoughts on books, writing updates, opinions on publishing, and engaging with the writing community. It is still a relatively uncrowded space compared to more established platforms, which means early adopters benefit from higher organic reach.
Author Value: Threads is connected to your Instagram account, so your existing Instagram followers can find you immediately. If you are already on Instagram, setting up Threads takes minutes and gives you a second platform with the same audience.

9. Snapchat
Snapchat is a platform built around ephemeral content — photos and videos that disappear after being viewed. Its primary audience is under 35. For most authors it is not a priority platform, but it has a dedicated younger reader community and is worth understanding.
Snapchat Stories
Snapchat Stories are 24-hour content collections that followers can view. Authors in young adult and new adult genres occasionally use Snapchat Stories for behind-the-scenes content, cover reveals, and reader interactions targeted at younger audiences.
Snapchat Spotlight
Snapchat Spotlight is the platform's short video feature, similar to TikTok and Instagram Reels. It distributes content to non-followers and is an opportunity to reach Snapchat's younger audience with book-related video content.
Author Value: Snapchat is most relevant for authors writing young adult or new adult fiction whose primary readers are under 25. For other genres, the time investment is rarely justified relative to other platforms.

PART TWO: PAID ADVERTISING
10. Facebook and Instagram Ads (Meta Ads)
Meta Ads is the advertising platform that covers both Facebook and Instagram. It is one of the most powerful paid advertising tools available to authors because of its audience targeting capabilities. You can define exactly who sees your ad based on their interests, demographics, behaviours, and even their similarity to your existing readers.
Ad Formats
1. Image ads: a single image with text, appearing in feeds, stories, and sidebars
1. Video ads: short videos that autoplay in feeds — higher engagement than image ads
1. Carousel ads: multiple images or videos in a single swipeable ad — useful for showing multiple books or a series
1. Story ads: full-screen ads that appear between stories — high visibility format
1. Reel ads: ads that appear between Reels — reaches a highly engaged video audience
Audience Targeting
Meta's targeting is the most sophisticated of any advertising platform. For authors, the most useful targeting options are:
1. Interest targeting: target readers who follow specific authors, book genres, or reading-related pages
1. Lookalike audiences: upload your email list and Meta finds users with similar profiles
1. Retargeting: show ads to people who have visited your website or engaged with your content before
1. Demographic targeting: age, gender, location, language — narrow your audience to your ideal reader profile
The Facebook Pixel
The Facebook Pixel is a small piece of code you add to your author website. It tracks visitors to your site and allows you to retarget them with ads on Facebook and Instagram. It also helps Meta optimise your ads for the readers most likely to buy. Installing the Pixel before you run ads is one of the most important technical steps for any author doing paid advertising.
Budget
Meta Ads have no minimum budget. Authors can start with as little as $5 per day. The key is testing — running small-budget tests with different images, copy, and audiences before scaling up what works.
Author Value: Meta Ads allow you to put your book in front of readers who follow authors similar to you. No other platform lets you target 'readers who like [Author Name]' with this level of precision.

11. Amazon Ads
Amazon Ads are covered in full in the Amazon for Authors guide. In the context of overall author visibility, Amazon Ads sit at the bottom of the marketing funnel — they reach readers who are already on Amazon, already browsing books, and already ready to buy. They convert at a higher rate than social media ads because of this buying intent.
Where Amazon Ads Fit in Your Visibility Strategy
Amazon Ads work best when used alongside top-of-funnel awareness channels. Social media and Google Ads build awareness. Amazon Ads convert that awareness into sales. An author running both is covering the full reader journey from discovery to purchase.
Author Value: Amazon Ads and Meta Ads serve different moments. Meta Ads introduce your book to new readers. Amazon Ads close the sale with readers who are already looking to buy.

12. TikTok Ads
TikTok has its own advertising platform that allows authors to run paid promotions on the platform. TikTok Ads can amplify content that is already performing well organically, or introduce your book to readers who do not follow you yet.
TikTok Ad Formats
1. In-Feed Ads: appear in the For You Page between organic videos — the most common format for authors
1. TopView Ads: appear as the first video when a user opens TikTok — high impact but higher cost
1. Spark Ads: boost an existing organic video from your account — the most cost-effective option for authors
Spark Ads for Authors
Spark Ads are the most practical TikTok ad format for most authors. You take a video you have already posted that is performing reasonably well and put paid promotion behind it. This preserves the authentic look of organic content while extending its reach significantly.
TikTok Targeting
TikTok targeting is less precise than Meta targeting but improving. You can target by age, gender, location, interests, and behaviours. TikTok's algorithm is also very good at finding the right audience for content organically, which means even paid ads benefit from the platform's powerful recommendation engine.
Author Value: TikTok Spark Ads let you turn your best organic content into a paid campaign without it looking like an ad. This is particularly effective because the BookTok community responds better to authentic content than to obviously promotional material.

13. Pinterest Ads
Pinterest Ads allow you to promote your pins to users who are actively searching for content related to your book. Because Pinterest functions like a search engine, Pinterest Ads are shown to people who are already in discovery mode — looking for something specific.
Promoted Pins
Promoted Pins look identical to organic pins but are shown to a wider, targeted audience. For authors, a promoted pin linking a book cover image to a buy page or landing page can drive consistent, cost-effective traffic.
Pinterest Ad Targeting
1. Keyword targeting: appear when users search specific terms related to your book
1. Interest targeting: reach users who engage with content in related categories
1. Audience targeting: retarget website visitors or reach lookalike audiences
Author Value: Pinterest Ads are one of the most underused paid channels for authors. The cost per click tends to be lower than Meta or Google, and the audience is in an active discovery mindset.

14. YouTube Ads
YouTube Ads allow you to place video advertisements before, during, or alongside YouTube videos. For authors, the most common use is running a short book trailer or author introduction video as a pre-roll ad before videos that your target readers are likely to watch.
YouTube Ad Formats
1. Skippable in-stream ads: play before videos and can be skipped after 5 seconds — you only pay if the viewer watches at least 30 seconds
1. Non-skippable in-stream ads: 15 seconds or less, cannot be skipped — guaranteed viewing
1. Bumper ads: 6-second non-skippable ads — good for brand awareness
1. Discovery ads: appear in YouTube search results and alongside related videos
Targeting on YouTube
YouTube targeting uses Google's data, which is extremely rich. You can target by the type of content people watch, their search history, their demographics, and their interests. Targeting viewers of BookTube channels, writing channels, or channels related to your book's topics is particularly effective.
Author Value: YouTube Ads managed through Google Ads give you access to Google's full targeting data — not just YouTube behaviour but the entire Google ecosystem. This makes the targeting unusually precise.

PART THREE: PLATFORM EXPANSION
15. BookBub
BookBub is one of the most powerful book discovery platforms in the world. It has over 80 million readers who have signed up specifically to receive book recommendations in their favourite genres. A BookBub Featured Deal is considered the gold standard of book promotion in independent publishing.
BookBub Featured Deals
A BookBub Featured Deal is a paid promotion where your book — offered at a discounted or free price — is emailed to hundreds of thousands or even millions of subscribers who read your genre. The reach is enormous, the audience is highly targeted, and the results are typically a large spike in downloads and sales.
1. Deals are competitive — BookBub accepts only a small percentage of applications: 
1. Pricing varies by genre and discount level, ranging from a few hundred to several thousand dollars: 
1. A successful Featured Deal can push your book to the top of Amazon's bestseller charts: 
1. The residual effect — sustained sales after the promotion ends — is often as valuable as the promotion itself: 
BookBub Ads
Separate from Featured Deals, BookBub also has a self-serve advertising platform. You can run image ads targeted to BookBub subscribers who follow specific authors in your genre. These ads appear in BookBub's daily emails and on the BookBub website.
1. You target by author following — show ads to readers who follow authors similar to yours: 
1. Minimum daily budget is low — accessible to authors at all budget levels: 
1. BookBub Ads work best for books with strong covers and are priced competitively: 
BookBub Author Profile
Claiming your free BookBub Author Profile allows readers to follow you and receive notifications when you have a new book or a price promotion. It also allows you to recommend books, which builds your credibility within the BookBub community.
Author Value: A BookBub Featured Deal is the single most impactful promotional event most independent authors can run. Even one successful deal per year can significantly change the trajectory of a book's sales performance.

16. Substack
Substack is a newsletter and content platform that allows writers to publish directly to subscribers. Unlike social media, where your content competes in an algorithm, Substack delivers your writing directly to subscribers' email inboxes. It is one of the most valuable owned-audience tools available to authors.
How Substack Works
You write posts — newsletters, essays, serialised fiction, industry commentary, or any content relevant to your readers — and Substack delivers them by email to everyone who subscribes. Subscriptions can be free or paid.
Free vs Paid Subscriptions
1. Free newsletters: build your audience and keep readers engaged between book releases
1. Paid subscriptions: readers pay a monthly or annual fee for exclusive content — bonus chapters, early access, serialised stories
1. Hybrid model: offer free content to everyone and paid tiers for readers who want more
Why Substack Matters
Your Substack subscriber list is an asset you own. Unlike social media followers — who can disappear if a platform changes its algorithm or shuts down — an email subscriber list is yours permanently. It is the most reliable way to communicate directly with your readers.
Substack Discovery
Substack has its own discovery features — recommendations, a reader app, and a notes feature similar to social media. Readers browsing Substack for writing they enjoy can discover your publication without any paid promotion.
Author Value: Your Substack list is the only audience you truly own. Social media followings are rented — Substack subscribers are yours regardless of what any platform does.

17. Patreon
Patreon is a membership platform where creators offer exclusive content and benefits to paying supporters. For authors, Patreon is a way to build a community of dedicated readers who support your work directly, in exchange for behind-the-scenes content, early access, and exclusive material.
What Authors Offer on Patreon
1. Early access to new chapters or works in progress: 
1. Exclusive short stories or bonus content set in your book worlds: 
1. Behind-the-scenes content about your writing process: 
1. Q&A sessions and live chats with supporters: 
1. Physical rewards — signed books, bookmarks, postcards — for higher tier supporters: 
Patreon Tiers
Most authors structure Patreon with multiple tiers at different price points. A basic tier might offer early access to new posts for a few dollars per month. Higher tiers offer more personal engagement and physical rewards. The structure should reflect what your readers genuinely value.
Who Benefits Most
Patreon works best for authors who already have an engaged readership. It is not a discovery tool — readers need to find you elsewhere first. But for authors with an existing fanbase, Patreon creates a sustainable direct income stream that is independent of book sales.
Author Value: Patreon income is predictable and recurring — unlike book royalties, which fluctuate. For authors who build strong Patreon communities, it provides financial stability between book releases.

18. NetGalley
NetGalley is a platform used by publishers and authors to distribute digital advance review copies (ARCs) to professional readers — librarians, booksellers, book club organisers, educators, journalists, and bloggers — before a book's official release.
How NetGalley Works
You upload your book to NetGalley before its release date. Professional readers with NetGalley accounts can request a copy. You approve or auto-approve requests. Readers then post their reviews on Goodreads, Amazon, their blogs, and other platforms before or around your launch date.
The Value of Pre-Publication Reviews
Reviews that go live on launch day are far more powerful than reviews that trickle in weeks later. NetGalley gives you a structured way to generate these early reviews from credible reviewers.
Cost
NetGalley has a listing fee for self-published authors. There are also co-op programmes where you can list at a lower cost. The investment is typically worth it for authors launching a significant new release where early reviews are critical.
Author Value: Reviews posted on launch day give Amazon and Goodreads algorithms a signal that the book is gaining traction — which improves its organic visibility from day one.

19. StoryGraph
StoryGraph is a book tracking and recommendation platform that has grown significantly as an alternative to Goodreads. It is particularly popular with readers who prefer data-driven recommendations and more detailed reading analytics. While smaller than Goodreads, its user base is highly engaged and growing.
Author Presence on StoryGraph
Authors can claim their author profile on StoryGraph, ensure their books are listed correctly, and engage with the community. The platform is less developed than Goodreads in terms of author tools, but being present as the platform grows puts you in a strong position.
Why It Matters Now
StoryGraph users tend to be avid, data-conscious readers who read frequently and share recommendations actively. Getting your book onto StoryGraph with a clean listing and early reviews positions you well as the platform continues to grow.
Author Value: StoryGraph is where many of the most active readers are migrating. Establishing a presence now costs nothing and ensures you are visible on the platform as its audience expands.

20. Wattpad
Wattpad is a story-sharing platform with over 90 million users, the majority of whom are young readers aged 13 to 30. Authors publish serialised fiction on Wattpad for free, building large audiences that sometimes translate into traditional publishing deals and significant book sales.
How Authors Use Wattpad
Authors publish chapters of their stories on Wattpad, building audiences chapter by chapter. Some authors publish original work to build a readership. Others publish the first book of a series free on Wattpad and sell subsequent books on Amazon.
Wattpad WEBTOON Studios
Wattpad has a content studio arm that adapts popular Wattpad stories into films, TV shows, and other media. A number of Wattpad stories have been adapted for Netflix and other streaming platforms. While this is not guaranteed, it is a real outcome for authors who build large Wattpad audiences.
Who Wattpad Is For
Wattpad is most relevant for authors writing young adult, romance, fantasy, and fan fiction-adjacent genres. Its audience skews young and female. Literary fiction, non-fiction, and thriller genres have smaller communities there.
Author Value: Wattpad is a legitimate path to a large, loyal readership in youth-oriented genres. Authors who build substantial Wattpad followings have used that audience to launch successful Amazon publishing careers.

21. Medium
Medium is a publishing platform where writers share essays, articles, and stories with a broad audience of readers and professionals. For authors — particularly non-fiction authors, essayists, and writers with expertise to share — Medium is a valuable visibility and credibility-building platform.
How Medium Works for Authors
You publish articles on Medium that demonstrate your expertise, voice, or perspective. Medium has its own recommendation algorithm that distributes your content to readers who are likely to find it interesting. Strong articles can reach tens of thousands of readers organically.
Medium Partner Programme
Medium pays writers through its Partner Programme based on the reading time their articles receive from paying Medium subscribers. This is not significant income for most authors, but it provides a small return on content you are creating anyway.
Driving Book Sales from Medium
Articles that relate directly to your book's topic — sharing insights, stories, or expertise from your book — can drive readers from Medium to your Amazon listing or author website. A well-placed mention or link at the end of a popular article converts readers into book buyers.
Author Value: A single popular Medium article can introduce your name and expertise to thousands of readers who have never heard of you. For non-fiction authors especially, this kind of thought leadership content directly supports book sales.

22. Podcast Appearances
Podcasting has created millions of niche audio programmes with dedicated, loyal audiences. For authors, appearing as a guest on relevant podcasts is one of the most effective visibility strategies available — and it costs nothing but your time.
Why Podcasts Work for Authors
A podcast episode featuring you as a guest reaches a pre-qualified, engaged audience that has already chosen to listen. The host's endorsement carries significant weight with their listeners. And unlike a social media post, a podcast episode remains permanently available and continues to bring new listeners to your work for years after it is published.
Types of Podcasts to Target
1. Book and reading podcasts: shows dedicated to book recommendations and author interviews
1. Genre-specific podcasts: shows covering your specific genre — fantasy, romance, crime, non-fiction topics
1. Writing and publishing podcasts: shows about the craft and business of writing
1. Topic-relevant podcasts for non-fiction: if your book is about leadership, pitch yourself to leadership podcasts
How to Pitch Yourself
Research the podcast before pitching. Listen to a few episodes. Then send a concise pitch email explaining who you are, what your book is about, and what value you would bring to their listeners. Personalise each pitch — generic pitches are ignored. Podcast hosts receive many pitches and respond to those that show genuine familiarity with their show.
Author Value: Podcast appearances build authority and trust faster than almost any other format. A 45-minute conversation with a podcast host is the equivalent of a detailed, personal introduction to every member of their audience.

PART FOUR: GOOGLE AND SEARCH VISIBILITY
23. Google Ads
Google Ads is the world's largest paid advertising platform. It allows you to show ads to people who are actively searching Google for things related to your book, your genre, or your topic. Because searchers are already expressing intent, Google Ads can be highly effective at reaching readers at the moment they are looking for something to read.
Search Ads
Search ads appear at the top of Google search results when someone types a relevant query. For authors, relevant searches might include your book title, your name, genre-specific searches like 'best dark fantasy books', or topic searches relevant to a non-fiction book.
1. You bid on keywords that your target readers are searching for: 
1. Your ad appears at the top of the results page above organic listings: 
1. You pay only when someone clicks your ad (cost-per-click model): 
Display Ads
Google Display Ads are image or text ads that appear across millions of websites in Google's Display Network — news sites, blogs, forums, and other content websites. For authors, display ads can build awareness by placing your book cover in front of readers who visit book-related websites, literary blogs, or genre-specific forums.
YouTube Ads via Google
Google Ads also manages YouTube advertising. Through a single Google Ads account you can run video ads on YouTube alongside search and display ads, giving you coverage across the entire Google ecosystem from one dashboard.
Google Ads for Authors — What Works
1. Targeting your own name and book title: capture anyone already searching for you
1. Targeting similar author names: reach readers searching for authors in your genre
1. Targeting genre keywords: appear when readers search for books like yours
1. Non-fiction topic keywords: for non-fiction authors, targeting the topic of your book reaches readers with direct interest
Budget and Complexity
Google Ads is more complex than Meta Ads or Amazon Ads and requires more technical knowledge to run effectively. For authors just starting with paid advertising, Amazon Ads and Meta Ads are more accessible starting points. Google Ads rewards authors who invest time in learning the platform or who work with a professional.
Watch Out: Google Ads can spend your budget quickly if not set up correctly. Start with small daily budgets and review performance carefully before scaling. Use exact match and phrase match keywords rather than broad match to control where your ads appear.

24. Google Search — Organic SEO
Search Engine Optimisation (SEO) is the practice of making your content rank higher in Google search results without paying for ads. For authors, SEO means that when a reader searches for something related to your book, your website, your book listing, or your content appears in the results.
Why SEO Matters for Authors
Google processes over 8.5 billion searches per day. Readers search for book recommendations, author names, and genre keywords constantly. An author whose website ranks on page one of Google for relevant searches receives free, consistent traffic indefinitely — without paying for ads.
Author SEO Basics
1. Your author name: make sure your website ranks first for your own name — this is the baseline
1. Your book titles: your book pages should rank for your book title searches
1. Genre keywords: blog content optimised for genre-specific searches brings readers to your site
1. Topic keywords for non-fiction: rank for the topics your book covers and capture readers researching those subjects
How to Improve Your SEO
SEO is built through two main activities: creating high-quality, keyword-relevant content (blog posts, book pages, author bios) and building links — other websites linking to your content. A consistent author blog that covers topics your readers search for is the most practical SEO strategy for most authors.
Google My Business
If you run author events, workshops, or have a physical presence, setting up a Google My Business profile ensures your information appears in local Google searches and on Google Maps. It is free and takes under an hour to set up.
Author Value: SEO is a long game — results take months to build — but the traffic it generates is free and permanent. An author with good SEO continues to attract new readers years after a blog post is published.

25. Google Books and Google Play
Google Books is Google's digital book library, and Google Play Books is its digital storefront. Authors can make their books available on Google Play Books, giving them access to Google's vast user base through a distribution channel many authors overlook.
Publishing on Google Play Books
Authors can submit their books directly through the Google Play Books Partner Centre. You upload your eBook file and set your price. Google handles payment processing and distribution to readers who purchase through Google Play.
Google Books Search
Google Books allows Google to index and search the contents of books. When your book is indexed, it can appear in Google search results when someone searches for content that appears in your book. This is a passive, free form of discoverability that works over time.
Note on KDP Select
If your eBook is enrolled in KDP Select, you cannot publish it on Google Play Books due to the exclusivity requirement. Authors who are not in KDP Select should consider Google Play Books as part of a wide distribution strategy.
Author Value: Google Play Books is one of the largest digital book retailers that many independent authors never distribute to. If you are not in KDP Select, it is worth adding to your distribution.

PART FIVE: YOUR PERSONAL AUTHOR WEBSITE
26. Your Author Website — The Foundation of Everything
Your author website is the only online presence you own completely. Social media platforms can change their algorithms, reduce your reach, or shut down entirely. Your website is yours permanently. It is your professional home on the internet and the central hub that every other visibility channel should point toward.
What Your Author Website Must Have
1. Your name prominently displayed: readers searching for you need to confirm they have the right person immediately
1. A professional author photo: people connect with people — a clear, professional photo builds trust
1. Your biography: a well-written author bio in both short and long form
1. Your books: a dedicated page for every book with cover, description, and buy links to all retailers
1. A contact page: for media inquiries, event bookings, and reader messages
1. A newsletter sign-up: the most important feature on your website — covered in detail below
What Makes a Good Author Website
Good author websites are clean, fast, and easy to navigate. They clearly communicate who you are and what you write within the first few seconds of a visitor arriving. A reader who cannot immediately understand your genre and the type of books you write will leave.
Website Platforms
1. WordPress: the most flexible and widely used — powers over 40% of all websites on the internet
1. Squarespace: easier to use than WordPress, with strong design templates, popular with authors
1. Wix: simple drag-and-drop builder, good for authors who want something quick
1. Showit: popular with authors who want highly designed, visually distinctive sites
Watch Out: A free website with a platform subdomain (e.g. yourname.wordpress.com) looks unprofessional. Always use a custom domain (e.g. www.yourname.com). Domain registration costs under $20 per year.

27. Email Newsletter
Your email newsletter is the most valuable marketing asset you can build as an author. It is a direct line of communication to your readers that no algorithm controls and no platform can take away. Authors with large, engaged email lists consistently outsell authors with larger social media followings.
Why Email Outperforms Social Media
A social media post reaches 2 to 5 percent of your followers on a good day. An email reaches 100 percent of your subscribers' inboxes. The average email open rate for the publishing industry is around 25 to 30 percent. Even a modest email list of 2,000 subscribers with a 25 percent open rate means 500 readers see your message every time you send — far more reliable than social media.
Newsletter Platforms
1. Mailchimp: free up to 500 subscribers, widely used, good for beginners
1. ConvertKit: built specifically for creators, stronger automation, used by many professional authors
1. MailerLite: affordable, clean interface, good deliverability
1. Substack: newsletter platform with built-in discovery and optional paid subscriptions
What to Send
1. New book announcements: your list should always hear about new releases before anyone else
1. Cover reveals: exclusive early access makes subscribers feel valued
1. Behind-the-scenes updates: readers enjoy feeling connected to your writing process
1. Reading recommendations: sharing books you love builds trust and keeps readers engaged between your releases
1. Exclusive content: bonus chapters, deleted scenes, short stories for subscribers only
Building Your List
The most effective way to build an email list is to offer a compelling reader magnet — a free piece of content readers receive in exchange for their email address. For fiction authors this is typically a free short story or novella. For non-fiction authors it is typically a useful guide, checklist, or resource related to your book's topic.
Author Value: Your email list is the most important asset in your entire author platform. Prioritise building it above everything else. Every other channel should ultimately drive readers toward joining your list.

28. Author Blog
An author blog is a regularly updated section of your website where you publish content relevant to your readers. It serves two functions simultaneously: it gives your existing readers something to engage with between book releases, and it attracts new readers through search engine discovery.
What to Write About
1. Your writing process and creative journey: 
1. Books you are reading and recommending: 
1. Research you did for your books — readers love behind-the-scenes details: 
1. Topics related to your non-fiction book's subject area: 
1. Publishing and author life content — readers are curious about how books get made: 
SEO and Blog Posts
Blog posts optimised for keywords that readers search for bring organic traffic to your site for years. A post titled '10 Best Dark Fantasy Series to Read in 2025' that ranks on Google will bring new readers to your site daily without any ongoing effort after it is published.
Consistency Over Volume
One well-written blog post per month is more effective than four rushed ones. Consistency matters more than frequency. A blog that has been regularly updated for two years builds far more search credibility than one that posted daily for two months and stopped.
Author Value: Every blog post is a permanent gateway to your website. A library of 50 well-optimised posts creates 50 different paths through which new readers can find you.

29. Author Media Kit
A media kit is a professional document or page on your website that gives journalists, podcast hosts, bloggers, event organisers, and other media contacts everything they need to feature you or your book. Most authors do not have one. Having one makes you look professional and significantly increases the likelihood of media coverage.
What a Media Kit Includes
1. High-resolution author photo: downloadable, print-quality image
1. Short and long author biography: both in third person, ready to copy and paste
1. Book covers: high-resolution downloadable images for each book
1. Book descriptions: ready-to-use descriptions of different lengths
1. Sample interview questions: making the host's job easier increases the chance they book you
1. Contact information: a direct email for media inquiries
1. Previous media coverage: links to past interviews, reviews, and features
Where to Put It
Your media kit should be on a dedicated page on your website, easily accessible from your navigation or footer. You can also have a downloadable PDF version available for contacts who prefer it.
Author Value: A media kit removes every friction point for someone who wants to feature you. The easier you make it for a host or journalist to cover your book, the more coverage you will receive.

Putting the Full Picture Together
Author visibility is not about using every platform at once. It is about understanding what each channel does, choosing the ones that suit your genre, your audience, and your capacity, and being consistent over time.
The Visibility Hierarchy
1. Your website and email list: own these completely — they are your foundation
1. One or two social media platforms: choose where your readers actually are, not where you feel most comfortable
1. Amazon Ads: non-negotiable if you sell on Amazon — they convert browsers into buyers
1. BookBub: the most impactful promotional tool in independent publishing
1. Google organic search: build this through consistent blogging — it compounds over time
1. Podcast appearances: high-trust, high-reach, zero cost
1. Platform expansion: Substack, Patreon, NetGalley, and others add depth once your foundation is solid
For Authors Starting from Zero
Set up your author website first. Add a newsletter sign-up with a reader magnet. Claim your author profiles on Amazon, Goodreads, and BookBub. Choose one social media platform and be consistent on it for six months before adding another. Start a small Amazon Ads campaign when you have a book live.
For Authors Already Active
Audit your current presence. Are you capturing email addresses? Is your website complete and professional? Are you running Amazon Ads? Have you applied for a BookBub Featured Deal? Are you appearing on podcasts? Close the gaps systematically rather than adding new platforms to an incomplete foundation.

Visibility is built through consistent action over time. Every platform you appear on, every reader you engage with, every piece of content you publish is a brick in a structure that grows stronger with every addition. Start where you are, use what you have, and build from there.
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