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Infographic Foreword by Guy Kawasaki

In the beginning, pictures ruled as a way to
communicate ideas. They still do. 35,000 years
ago, people drew remarkable pictures on rocks
and walls to communicate with one another.

PSS T IO -

Fast-forward 1982. USA Today departed from the text-
centric, black-and-white newspaper format and used
color pictures and infographics to report the news. 1982

© o

their say.
v Infographics are People like to see the visualization of
dumbing down information in newspapers and books, on
Americal their e-reader, on the web, and especially
in business presentations. For example,
Facebook used infographics in its
A amendment to its S-1 SEC filing.

35,000 BC

Infographics will
never last!

@ ] @

Z L X New Coaltion Hard-Pressed
Ropubiicans PostModems T gtmocrats Democrats v

Fortunately, Mark Smiciklas has written
a book that helps you learn how to
master infographics—to make it easier
for you to enable people to understand
your point, to make well-informed
decisions, and to take action.

-

We’re not cavemen and cavewomen anymore, but pictures
~ still rule. Maybe 35,000 years from now, people will look at
nyour infographics and consider them remarkable, too.
“Newspaper”, “Bar Graph” by Scott Lewis, from TheNounProject.com

-

They were wrong.
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Infographics o
101 S

f you've read a newspaper or blog, flipped through a magazine, or used social
media recently, you've likely come across infographics—those self-contained
pictorials that tell you the gist of a story or concept at a glance.

But what is their purpose? Are infographics simply eye candy that publishers and
brand journalists use to gloss up their content, or do they aim to fulfill a greater
business communication objective?

WHAT ARE INFOGRAPHICS?

You've probably heard the phrase “A picture is worth a thousand words,” a
manifesto that speaks to the value and efficiency of visual communication.

An infographic (short for information graphic) is a type of picture that blends
data with design, helping individuals and organizations concisely communicate
messages to their audience (see Figure 1.1).

INFOGRAPHICS DEFINED

More formally, an infographic is defined as a visualization of data or ideas that
tries to convey complex information to an audience in a manner that can be quickly
consumed and easily understood.

The process of developing and publishing infographics is called data visualiza-
tion, information design, or information architecture.
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Visual
Learning

Graphic Design

© Mark Smiciklas, Digital Strategist, IntersectionConsulting.com

FIGURE 1.1 Anatomy of an infographic.

Infographics combine data with design to enable visual learning. This communication process helps deliver
complex information in a way that is more quickly and easily understood.
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From a business perspective, one definition of infographics resonates above the rest. Brit-
ish graphic designer, author, and information design theorist Nigel Holmes simply refers to
them as “explanation graphics.”

As a marketer, business owner, or manager, you can boil down your communication goals to
explaining things to your audience. Infographics can help you communicate the following:

¢ Thought leadership and product features and benefits to your prospects
¢ Business process and service options to your customers

¢ Ideas and policies to your staff

¢ Corporate philosophy and strategy to your investors

Infographics can help your organization more effectively explain important information to
your internal and external stakeholders.

Business Uses

Now that you have a basic understanding of what infographics are, what are some ways you
can implement them into your business communication mix?

First, it’s important to understand that infographics are not used solely for external com-
munication. They are a great medium for delivering marketing messages or insights to
consumers and prospects, but they are equally effective when used to enhance internal
communication.

Before you figure out how you can start using infographics, it helps to understand the
nature of the information you are trying to communicate.

Business information can be divided into the following groups:
e Statistics—metrics such as sales, revenue, market research, surveys

¢ Process—manufacturing, customer service, sales funnel, lead generation, supply
chain

¢ ldeas—concepts, theories, thought leadership, ideology

¢ Chronology—history, order of events, timelines, schedules
¢ Geography—locations, metrics by region

¢ Anatomy—ingredients, components, lists

¢ Hierarchy—organizational structure, needs assessment

¢ Relationships—internal, external, people, products/services

¢ Personality—brand humanization, organizational culture
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Many people are familiar with statistics being represented as infographics because of the
popularity of data visualization and its use in traditional media. However, business owners,
marketers, and managers tend to overlook the use of infographics to communicate other
types of information.

The next section delves into information categories in more detail. You will begin to see how
infographics can effectively represent different types of business data and how they can
become a powerful part of your organization’s communication strategy.

INFOGRAPHIC HISTORY

Today, infographics can be used by a wide variety of individuals and organizations to
enhance their communication. “Solopreneurs,” small businesses, nonprofits, and large corpo-
rations can all find ways to use infographics to make their information more interesting and
accessible to their target audiences.

You can find infographics published in traditional media such as newspapers and maga-
zines and across digital channels, where social media has helped fuel an explosion in their
popularity.

To the casual observer, it would appear that infographics are a recent phenomenon that has
been growing in conjunction with the growth of the Internet. The reality is that we have
been using icons, graphics, and pictures throughout history to tell stories, share information,
and build knowledge, as shown in Figure 1.2.

As we entered the new millennium the publishing of infographics became more democra-
tized, and their use began to extend beyond academia and traditional media channels.

Today, in an era of information overload and shortened attention spans, organizations of all
sizes are using infographics to quickly deliver information and understanding to internal and
external audiences. Add the fact that social media fuels “shareability,” and everything points
to infographics becoming one of the most effective forms of content for communicating
information in the digital age. (Shareability is explained in greater detail later in this chapter.)
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THE SCIENCE OF VISUALIZATION

Brain research related to the physiology of sight and the ways in which we process informa-
tion using our eyes presents compelling rationale for considering the use of infographics in
your business communication mix.

HARDWIRING

Vision is a huge part of the physical brain. Approximately 50% of the brain is dedicated
(directly or indirectly) to visual functions.'

The network of cells, neurons, and fibers that hosts all this activity is truly expansive. Within
the eye, the retina alone is made up of more than 150 million cells and is actually a physical
extension of the brain. In addition, neurons that are responsible for visual activity take up

a large portion of the brain’s real estate, representing approximately 30% of our total gray
matter. To put this in perspective, neurons for touch and hearing make up only 8% and 3%,
respectively.?

EASY ON THE MIND

With all this visual “hardwiring” in place, it makes sense that it would be less complicated for
the brain to process infographics than pure text.

Each letter in a word is essentially a symbol. To read text, the brain needs to act as a decoder
first, matching those letters with shapes stored in memory. From there the brain must fig-
ure out how all the letters fit together to form words, how words form sentences, and how
sentences form paragraphs. Although all this comprehension takes place in only a split sec-
ond, relatively speaking, when compared to how the brain deals with images, the process
requires considerably more mental effort.?

One of the reasons we can process images faster than text is because of how the brain
handles information. It processes data from pictures all at once but processes text in a linear
manner, as shown in Figure 1.3.

So, in a way, by using infographics to communicate, you make it physically easier for your
audience to relate and connect to your information.

In a TED talk about the beauty of data visualization, writer and designer David McCandless
expands on the idea that infographics provide a sense of relief in a landscape filled with a
mind-numbing amount of information:

“There’s something almost quite magical about visual information. Its effortless. It liter-
ally pours in. If you're navigating a dense information jungle, coming across a beautiful
graphic or lovely data visualization is a relief. It's like coming across a clearing in the
jungle.”
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1510
Leonardo da Vinci blended
written instruction with illustrations

3,000 BC to create a comprehensive guide
Good examples of early on human anatomy.
infographics are Egyptian —

hieroglyphics which formed
language through the use of
graphic symbols and icons.

30,000 BC

The first examples of

1786

infographics date back to the Scottish engineer
Late Stone Age when our w;:g:;“e;};ﬁ;ag
ancestors began painting o :
animal portraits on cave walls 1 35 visualization. His book
in the south of France. Medieval French "The Commercial and
philosopher Nicole Political Atlas and
d'Orseme created one Statistical Breviary"
of the first graphs in was the first to explain
order to help explain numeric data through
how to measure a the use of linear
moving object. graphs, pie charts and
bar graphs.
Source: Wikipedia.com
FIGURE 1.2

A brief history of infographics.
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1970-1990

Infographics became more
popular as mainstream news
publications like The Sunday
Times (UK), Time Magazine
and USA Today began using
them to simplify information

1857

English nurse Florence Nightingale
combined stacked bar/ pie charts
(Coxcomb chart) to illustrate the
monthly number of casualties and

causes of death explain during the

Crimean War. She used these

infographics to help convince Queen
Victoria to improve conditions in

military hospitals.

1850-1870

Charles Joseph Minard, a Civil
Engineer from France, began combining
maps with flow charts in order to explain
geographical statistics. One of his most
famous data visualizations illustrated the
causes of Napolean’s failed attempt to
invade Russia. He captured a complex
data set for the period (map location,
direction travelled, decline in troops and
temperature) in a single infographic.

and enhance comprehension
of complicated issues and
news stories.

1930-1940

The modern era ushered in Isotype, a
visual communication model developed
by Otto Neurath to teach ideas and
concepts through the use of icons and
pictures.

© Mark Smiciklas, Digital Strategist, IntersectionConsulting.com
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Simultaneous
Processing Q
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oo Twenty-five minutes
after three o’clock
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People icons from thenounproject.com collection
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FIGURE 1.3

Visual learning.
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Novelty

The brain is designed to seek out things that are different.

Think of the mind as a computer hard drive. For the brain to remain nimble and operate
efficiently, its memory can't get filled up. To maintain an optimal processing speed, the brain
filters incoming data and ends up discarding 99% of all sensory information almost immedi-
ately after perceiving it. One key component of this filtering process is assessing whether the
incoming information is different from what the brain is accustomed to seeing. Information
that is in some way novel or unusual attracts the brain’s attention.®

Infographics provide an opportunity for your organization to add that element of novelty or
uniqueness to your information and make it more noticeable to your audience.

VISUAL LEARNING

Based on the VARK® model, people use four primary learning styles to process information:

¢ Visual—People learn by viewing graphic formats such as charts, maps, and dia-
grams instead of words.

¢ Auditory—People learn by listening to spoken words.
¢ Read/write—People learn by reading or writing words.
¢ Kinesthetic—People learn through experience (by doing).

Organizations using infographics to communicate their ideas and information have an
opportunity to bridge the knowledge gap with their audiences. Infographics can improve
the level at which customers and prospects engage with their marketing content. In addi-

tion, visualizing information can improve learning among employees and other internal
stakeholders.

Some of the learning benefits associated with infographics include the following:
¢ Improved comprehension of information, ideas, and concepts
¢ Enhanced ability to think critically and develop and organize ideas
¢ Improved retention and recall of information’

Because it's estimated that visual learners represent approximately 65% of the population,? it

makes practical business sense to begin incorporating infographics into your organization’s
content strategy.
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WHY INFOGRAPHICS WORK FOR BUSINESS

It is evident from the preceding section that our brains are “wired” for visual communica-
tion. But how does the scientific rationale for using infographics translate to the world of
business?

There is no doubt that our attention spans are becoming more compressed as technology
and digital media become more prevalent in our personal and professional lives. In the age
of information overload, data crashes over us like a tidal wave (see Figure 1.4). There are a
number of dynamics at play that help make a business case for the use of infographics in
your marketing, content strategy, or communication mix.

EASY TO DIGEST

Your audiences are consuming more and more of their information online, so it’s important
to understand how the process of interacting with digital data differs from that of print.

In general, we tend to read much slower off a screen than we do from more tactile media
such as books and magazines. The reality is we have become scanners and skimmers of
content.

Over the last two decades, renowned web usability expert Jakob Nielsen has been research-
ing how users interact with the web. One thing he discovered is just how little we actually
like to read online, establishing that the average person will read about 20% of the words on
a regular web page’?

The information age has also sparked a change in how your audience processes informa-
tion and navigates the web. One behavior pattern that has developed is Continuous Partial
Attention,'’® in which web users are simultaneously connected to multiple digital channels in
order to maximize their access to information. The end result is increased exposure to con-
tent but at a more superficial level, creating slivers of attention (see Figure 1.5).

One of the by-products of this new online reality is the “attention economy,” the idea that a
consumer’s attention to information has become a form of currency. A user becomes aware
of your content, invests an amount of mental energy consuming that information, and then
decides whether to engage further."

Social media strategy consultant, speaker, and author Jay Baer believes that technology is
shaping the evolution of communication in this era of fractured attention spans.

“To a large degree, technology dictates how we communicate,” says Baer. “Time wasn't an
issue in the days when we used scrolls and long-form writing to share information.”
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In an era of data overload, infographics offer your audience information in a format that is easy to consume

and share.
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FIGURE 1.5 Slivers of attention.

As we continue to gain access to vast volumes of information, our attention spans are becoming more
fractured. Because the brain seeks out and notices things that are different, it can be easier to attract more
slivers of your audience’s attention by communicating your information visually.
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Baer goes on to say that infographics fit very well into the “140-character” world: “As we
become more pressed for time, concise, crystallized communication has become more
important.”

In an era where time is at a premium and attention is becoming a precious commodity, your
audience is looking for nuggets of information. Infographics serve that need by presenting
knowledge in an easy-to-digest format.

SHAREABILITY

Another important online communication dynamic is “word of mouse”"—the ability of your
information to spread digitally from person to person.

You don't need to be a programmer to embed sharing functionality on digital channels.
Sharing toolbars and widgets are very accessible to content creators and are becoming com-
monplace on websites, blogs, and social networks.

When it comes to sharing content, the challenge is less technological than it is behavioral.

Many people are not comfortable sharing a link to an article, blog post, or web page unless
they've had the chance to read it. A lot of content is shared across business networks, and
many professionals want to make sure that information is relevant to their audience and
congruent with their opinions and beliefs before they share it. Being pressed for time, many
people don't necessarily have the luxury of reading lengthy amounts of text. As a result, they
are less likely to share certain types of content.

Jason Falls, CEO of Social Media Explorer LLC, thinks that infographics have an inherently low
barrier when it comes to sharing. “With infographics, you're not asking people to spend ten
minutes reading eight hundred words of text,” says Falls. “If you've got the key point of your
message summed up in an attractive infographic, your audience can glance at it and get it...
that’s faster.” He goes on to say that infographics are shared because “they are easy to com-
prehend and don’t take up much of people’s time. If infographics communicate something
useful, there is a strong likelihood that people will share them with their networks.”

Falls also feels that there is a reluctance to share long-form content. “These days, | think
people are more hesitant when it comes to sharing lengthy blog posts or videos,” he says. “If
you've got an infographic that literally takes 20 seconds or so to scroll and scan, it becomes
quick and easy to study and makes it much more shareable.”

A well-placed, self-contained infographic addresses our need to be confident about the
content we're sharing. Infographics relay the gist of your information quickly, increasing the
chance for it to be shared and fueling its spread across a wide variety of digital channels.
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THE “COOL” FACTOR

Aesthetics are another reason that well-designed infographics are an effective communica-
tion tool. Simply put, infographics are different—and cool to look at, as in Figure 1.6!

Competition for your audience’s attention is fierce. The average person is exposed to the
equivalent of 174 newspapers full of information every day.” As a result, the person your
brand is trying to connect with probably spends only a few seconds on your content before
deciding whether to move on to the next post, site, or network. Differentiating your organi-
zation, brand, or ideas is critical.

That fact that infographics are unique allows organizations an opportunity to make the con-
tent they are publishing stand out and get noticed.
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myspace,

THE MELTED MIND OF A F L/\/\ BUFF

You know the kind. That person who interrupts every conversation with obscure film trivia that no
one has the time to care about, much less argue. Afterwards, he'll continue with his best impression
of Chistopher Walken. Here, we preview inside the jumbled mind of a cinephile.

=
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SOURCES: IMDB.COM ALLMOVIE.COM

FIGURE 1.6 The Cool Factor.

Infographics serve practical business communication goals, but also work because they are cool and
aesthetically pleasing. This fun infographic, created by Column Five for MySpace, shows the quirky inner-
workings of the mind of a film buff. (Source: Column Five for MySpace. You can view the full version of this
infographic at http://bitly.com/yHhoN9)
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Every organization processes a wide variety of data. When it comes to communicat-
ing with internal and external audiences, two of the most common information
categories are numbers and concepts.

Whether it's presenting research findings and performance metrics or pitching strate-
gies and business models, infographics offer a unique way for organizations to com-
municate statistics and ideas to all their stakeholders in a way that is easy to absorb
and understand.

STATISTICS

Nowhere have infographics been more embraced than in the visual representa-
tion of statistics and research.

The growth and popularity of data visualization can be attributed to the
following:

¢ Statistics help us understand the world around us, whether that’s glob-
ally or within the local scope of our organization or business sector.

¢ As discussed in Chapter 1, the brain is hardwired to process images
more efficiently than text and numbers. When it comes to statistics, we
simply find it easier to comprehend visual data rather than data pre-
sented in table form, particularly when it comes to huge data sets.
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¢ We have access to more data due to advances in technology and increasing democ-
ratization of information. Data infographics help process these larger volumes of
data and help us make sense out of the numbers.

USING DATA TO TELL A STORY

Like other communication media, statistical infographics work best when they are used to
tell a story. But what do you need to be aware of to weave a meaningful tale from your data?

One of the beautiful things about data visualizations is their inherent ability to present
insights that are not clearly visible when numbers alone are used.

For example, compare the simple social media statistics displayed in table form (see Fig-
ure 2.1) versus chart form (see Figure 2.2). What patterns do you see in the line graph that
may not be apparent in the numeric table?

April 2 3 4 5 6 7 8 9 101112 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29

Facebook 31 37 35 39 29 57 50 35 42 47 48 37 62 63 42 51 55 54 44 75 72 65 77 80 79 70 99 98

Twitter 8§ 18 1920 8 2 1 /9 1920 23 10 & 3 11 20 1917 8 2 83 10 21 18 18 10 2 3

FIGURE 2.1

Social media data table.
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60 -
Facebook
40 s Twitter
20
0
FIGURE 2.2

Social media data chart.
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Here are some of the stories you can tell by using an infographic to present your data:

¢ Audience engagement on Facebook shows a steady increase over the month,
whereas Twitter engagement is flat.

¢ A spike in engagement on Facebook occurred during the third week of the month.

e Two patterns are visible. Engagement on Facebook increases on the weekends,
whereas engagement on Twitter declines. Both Facebook and Twitter are slightly
more active Tuesday through Thursday.

Large data sets can get particularly unruly and difficult to present to your audiences. The
following examples illustrate the benefit of being able to offer insight through the use of
infographics to communicate large amounts of statistical information (see Figure 2.3).

2001 2002 2003 2004 2005 2006 2007 2008
2009

33,808

FIGURE 2.3 National Highway Traffic Safety Administration (Fatality Analysis Reporting System).

This visualization was developed by Boost Labs to help decision makers see statistical patterns within large sets
of data related to highway fatalities. (Source: BoostLabs.com)
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Because our brains have the ability to instantly make sense of these visual patterns, present-
ing statistics in an infographic format makes it much easier to offer your audience some
insight behind the numbers.

Tom Webster, Vice President of Strategy and Marketing at Edison Research, believes data
visualization enables us to understand larger data sets in a way that our short-term memory
can't process. “The average person can't remember more than seven numbers or so,” says
Webster. “But anyone can read the story of one thousand numbers if they are presented in a
line graph.”

Another facet of data visualization is the statistical plot. What story do you want your info-
graphic to tell?

If you are not a trained researcher or you do not fully comprehend research best practices,
data can quickly become a bit unwieldy and intimidating.

The most important thing to remember is to keep it simple. Instead of trying to use your
data to tell the whole story, use infographics to highlight the one or two insights that are
most important or relevant to your audience.

If you attempt to visualize 100% of the information related to a study, topic, or idea, your
infographic will become far too complex. This becomes counterintuitive, making your info-
graphic as difficult to consume as a long, text-laden document.

Webster reiterates that the goal of infographics should be to make complex data simple to
understand, not to make simple data pretty to look at. “If the quantity of data is small, just
give us a table!” exclaims Webster. “I see too many infographics that spill enormous amounts
of ink telling the simple story of two to four numbers.”

THE BENEFITS OF VISUALIZING RESEARCH

Infographics are an effective way to communicate statistics or research findings. Here are
some of the business benefits of data visualization:

¢ Brevity—Infographics are concise and help your audience quickly understand large
amounts of data.

¢ Insight—Data visualization helps your audience see the story inside the numbers.

¢ Action—Statistical infographics can help guide faster decision making and tactical
implementation.

+ Engagement—Data visualization can draw more interest from people across your
organization, helping leverage more employees to participate in ideation, problem
solving, and so on.
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Ali Allage, CEO of Boost Labs, believes one of the biggest benefits of statistical infographics
is their ability to bridge learning: “Data visualization helps people understand numbers. Info-
graphics enable them to decipher and process information in their own way."?

UNDERSTANDING THE RISKS
Along with the benefits of visualization, there are also a few pitfalls you should keep in mind.

One of the biggest risks with creating statistical infographics is not understanding the data
you are working with. This can cause possible audience misinformation. Over the long term,
data inaccuracy and misrepresentation can lead to erosion in audience trust and eventual
damage to your brand.

When it comes to data visualization, an objective, thoughtful approach is always best.

“When done recklessly or with an agenda, data infographics can be deceptive,” says Tom
Webster. “Changes in scale, axis, and scope can draw vastly different pictures of the data
than the story and the actual numbers themselves.”

Statistical Literacy

Simply put, statistical literacy is the process of choosing what to measure and how to com-
pare and present your findings.

It seems straightforward, but because statistics are meant to represent actual people, places,
and things, the manner in which they are summarized can make a huge difference in how
the audience perceives your subject matter.

The following example from Milo Schield, Professor of Business Administration at Augsburg
College, helps explain the importance of statistical literacy:

“We all know that 6 plus 7 is 13 and that 60% plus 70% is 130%. So if a company has
a 60% market share in the eastern U.S. and has a 70% market share in the western
U.S., what is their market share in the entire U.S.? The math says 130%, but we all
know that is wrong. Market share has a particular meaning or nature. So for statis-
tics, small changes in syntax can create large changes in semantics.”

Sampling Is Everything

Based on his experience in the field of market research, Tom Webster offers a more specific
view of data literacy as it pertains to sampling.

“If | sample 300 of my Twitter followers with an online survey, and then report them as
‘Americans,’ I'm committing an egregious data crime,” he states. “Similarly, if | have an online
study of Twitter users and a telephone study of older Americans who use Facebook, | cannot
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make apples-to-apples comparisons of the two data sets. Yet most of the infographics | see
blithely place apples, oranges, and unaccredited bananas all over their infographics.”

Webster believes these kinds of comparisons are dangerous because of how easily they can
lead to data misrepresentation: “Even those that make it a point to call out the sample differ-
ences between the various elements of the infographic are still culpable. When we place two
things side by side, our brain wants to compare them, even if the fine print says you can't.”

Investing in Focus

Something else to understand about the data visualization process is the amount of time
and focus required to process the data before actually creating infographics.

Ali Allage has observed that some business people, at times, have difficulty admitting the
challenges associated with comprehending data:

“The process of learning requires an investment in focus. It takes a level of thought
and attention to process complex information and ideas. This often takes a lot
more time than many business people have available.”

IDEAS AND CONCEPTS

One of the most important transactions that takes place during the daily course of business
is the effective transfer of information.

This information does not always take the form of numbers or statistics. Often, the data com-
municated by organizations is more cerebral. That being said, can infographics be used to
convey less tangible forms of information, such as ideas and concepts?

Whether you're embedding employee knowledge during training, marketing thought lead-
ership across social networks, or educating clients face-to-face during the sales process,
using infographics can help your organization communicate important ideas and concepts
to internal and external audiences.

Incorporating infographics into your communication mix can reduce friction during the
process of marketing your ideas. This can lead to faster audience comprehension and less
likelihood of frustration setting in as information is consumed.
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USING VISUAL METAPHORS

A metaphor is defined as follows:

1. Afigure of speech in which a term or phrase is applied to something to which it is not
literally applicable to suggest a resemblance

2. Something used, or regarded as being used, to represent something else; emblem;
symbol’

Visual metaphors work in a similar way by using relevant icons, shapes, or images to repre-
sent an idea or concept (see Figure 2.4).

Guidelines, Training
and Support

Social |
Research i Momioring

: ' Measurement
Business Needs : i bo

AUDIENCE E Content Planning
Stakeholder ANALYSIS L= SR T R s
Participation E Social Media
Social Capacity Objectives

© Mark Smiciklas, Digital Strategist, Int ionConsulting.com

FIGURE 2.4 Strategy iceberg.

An iceberg is a popular metaphor for representing the scope of a topic beyond what appears on the surface.

| created this infographic using an iceberg metaphor in order to help clients and prospects understand social
media strategy in relation to tools and tactics.
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Why Metaphors Work

Brain science presents one of the fundamental reasons why metaphors work so well as a
communication tool.

From a very young age, we begin making connections based on things we see and experi-
ence. These associations become hardwired in our brains and develop into an innate ability
for us to understand metaphors.

George Lakoff, Professor of Cognitive Linguistics at the University of California Berkeley,
presents a great example of how metaphorical comprehension manifests itself. Consider

the expression “Prices are going through the roof.” We understand that this refers to prices
going up, not moving laterally or going down. But how do we know this? Well, imagine your-
self as a child, watching your mother fill a baby bottle. Every time you observe this activity,
two different parts of your brain switch into action: one for quantity and one for “verticality.”
Eventually, through repetition, a circuit is formed. “That circuit is the metaphor ‘More is up,”
says Lakoff. “These primary metaphors are physical; they are part of your physical brain.”

Metaphors are also effective because they serve the practical purpose of making things
easier to see and understand.

We are in the midst of a revolution. Rapid adoption of digital tools and technology has
fueled the democratization of information, exposing consumers to vast and complex
streams of data. As a result, it is becoming increasingly difficult for individuals and organiza-
tions to get their audiences to invest the time to consume and understand their ideas and/or
marketing messages.

Visual metaphors help enhance your content, making your information assets more notice-
able while quickly enabling comprehension, particularly when it comes to more complex or
intangible ideas and concepts. In addition, visual metaphors tend to add an emotional layer
to content that text alone can't deliver, prompting a greater likelihood of deeper exploration
and sharing (see Figure 2.5).
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© Mark Smiciklas, Digital Strategist, IntersectionConsulting.com
Inspired by Jeffrey L. Cohen, 6 Layers of Social Media Contest Strategy, Radian6.com

FIGURE 2.5 Content burger.

This infographic uses the metaphorical layers of a burger (and our emotional connection to food) to help
audiences understand and remember the ingredients of a content marketing strategy in a way that is more
memorable than a plain list.
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USING CARTOONS TO COMMUNICATE YOUR IDEAS

Many information design purists likely do not categorize cartoons as infographics. But
because cartoons embody visualization and are a popular platform for sharing ideas and
opinions, they are worthy of being considered as a business communication tool.

Because of their nature, cartoons can communicate messages in a business context in a way
that other forms of content cannot (see Figures 2.6 and 2.7).

Tom Fishburne, founder and CEO of Marketoonist, a content marketing studio that helps
businesses reach their audiences with cartoons, points out that the element of humor deliv-
ered by cartoons helps create an emotional connection with the reader:

“The humor element within cartoons sparks something in the person consuming
the content. The reader becomes part of the information exchange and helps
close the communication loop. If a cartoon is done well, the humor, in a way,
invites the reader to insert themselves into the frame to connect the dots. The
humor breaks down barriers.”

Cartoons are a very viable communication tool. Because of dynamics such as humor, popu-
larity, and brevity, cartoons are a great way for your organization to share information and
ideas. Fishburne explains:

“Cartoons work well as a business communication medium. They break through the
clutter, people like reading them, they can communicate a tremendous amount of
information in a small space. What they offer some other forms of content is sim-
plicity. Distilling something down to one pure thought that can be communicated
really simply absolutely works in a business communication context.”

The concise nature of cartoons also contributes to building brand awareness. Because car-
toons tend to encapsulate an idea or message within a single image, consumers pressed for
time can absorb them quickly and share them more readily. In addition, their unique nature
allows them to live across multiple publishing platforms.

One such example is the cartoon series Fishburne created for a legal services firm. The car-
toons started showing up in law textbooks and, due to reader demand, were turned into
prints so that fans could hang them on their office walls.

“You don't normally see a piece of marketing collateral hanging up in a customer’s office,”
says Fishburne. "But cartoons can break through that threshold because they combine infor-
mation and entertainment.”"°
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© Mark Smiciklas, Digital Strategist, IntersectionConsulting.com

FIGURE 2.6 Antisocial media.

This cartoon was created to spark discussion around the idea that social media might actually be making us

more antisocial.
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FIGURE 2.7 Social media pool.

This cartoon was designed to spark discussion among a group of “C-suite” executives (CEO, COO, and so on)
who believed that learning about social media was a waste of time. The goal was to highlight my opinion that
they had a responsibility to learn how to swim in the “social media pool.”
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CASE STUDY: THE KRONOS “TIME WELL SPENT” CARTOON SERIES

Kronos Incorporated is a global software and services company that provides clients with
the tools they need to manage their workforce. It operates in a very competitive sector that
is serious about improving productivity.

Kronos saw these dynamics as an opportunity to highlight the lighter side of its industry.
The company commissioned business cartoonist Tom Fishburne to help bring its idea to life.

The end result is “Time Well Spent,"™ a weekly cartoon series that profiles the humorous
side of workforce management (see Figure 2.8). For inspiration and insight, Fishburne inter-
viewed a number of employees across the Kronos organization and collected some of the
funniest stories about workforce management gone awry:

“The cartoons reinforce Kronos’ brand position about workforce management
not having to be that hard. But, more importantly, the cartoons allow Kronos the
opportunity to talk with their customers each and every week. They are about the
industry, not the company, so they aren’t viewed as advertising. They allow Kronos
to host and engage in a conversation.”'?

TIME WELL SCENT™ by Tom FisLburae

PHEW, IT LOOKS LIKE
WE'RE STILL IN COMPLIANCE
WITH LABOR POLICY

o
YOU ARE NOT IN
THE HEADLINES

WORKFORCE MANALEMENT DOESN'T HAVE To &€ 50 HARD KRONOS
© aoia KRONOS. (oM /TIME WELLSPENT

FIGURE 2.8

“Time Well Spent.” (Source: timewellspent.kronos.com)

The cartoon series has grown in popularity since it was launched. Today, many of the car-
toon ideas come directly from readers who share their stories with Kronos.

Kronos has ended up using the cartoons to complement existing social media, public rela-
tions, and sales initiatives around the world.
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Visualizing

How Things
Work and Are
Connected

O ne of the fundamental information needs of almost any consumer or stakeholder
is to gain an understanding of how something works. In an organizational envi-
ronment, infographics can be implemented to explain things such as business pro-
cess and structure.

Visualization can also be used to help your audience understand different relation-
ships and how business products, services, or ideas are connected.

PROCESS

Process is all around us. Most of us complete a number of standard routines
every day—eating, getting ready for work, commuting. We do these things
without too much thought or the need for formalized instruction.

However, when it comes to our professional lives, this indifference disappears
as we become more dependent on effective communication to help guide us
through a variety of important structured business activities.

Using infographics to illustrate business process can help internal and external
audiences better understand what your organization does and how it oper-
ates, making it easier for them to engage with your company or brand (see
Figure 3.1).
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FIGURE 3.1 Stairway to brand heaven and hell.

How a brand is perceived can make or break an organization. This infographic illustrates the positive and
negative steps that can occur during the process. (Source: David Armano, darmano.typepad.com)
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The following process categories form the framework of almost every organization, each of
which can be communicated effectively through the use of infographics:

¢ Management—Strategy, governance

¢ Operations—Manufacturing, quality control, distribution, purchasing
e Marketing—Sales, promotions, product specs, advertising

e Customer care—Sales support, training, technical support

¢ Administration—Accounting, human resources

THE JARGON DILEMMA
There's something to be said for simple, straightforward communication.

Unfortunately, many organizations seem to have complicated their messages to the point
where prospects and customers have trouble finding answers to their buying questions or,
worse, find it difficult to understand what the organization does.

Part of the problem is that business communication is bogged down with text.

Workplaces have become hyper-connected. As a result, employees are being inundated with
information to the point where text-laden corporate communication sometimes gets over-
looked or ignored.

As you learned in Chapter 1, this becomes even more of a communication issue in the digital
space because of how audiences skim information (as opposed to reading content word for
word).

Another challenge is how information about products and services is written: Much of it is
laced with jargon and catchphrases.

Also, the content tends to be written from the perspective of the organization, not the con-
sumer of the content. This creates a disconnect with the audience that the information is
intended to serve.

The same communication principles apply to information visualization. It's important to
ensure that your infographics don’t use jargon or reflect the organization’s—rather than the
consumer’s—point of view and priorities.

Using infographics that consider your audience’s information needs can help answer buying
questions quickly and effectively.
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INFOGRAPHICS HELP EXPLAIN WHAT YOU DO

Internally, it's critical for employees to understand the work processes that lead to the out-
comes every organization depends on to stay in business.

Infographics can be used in conjunction with existing communication materials to ramp up
understanding and embed learning during orientation and training (see Figures 3.2 and 3.3)
If there are specific outcomes connected to your internal communication, make sure that
your infographics are “actionable”—visualizing the next steps you expect from employees
can be much more effective than stand-alone auditory or written instructions.

In addition, information visualization can aid the ideation process during team meetings and
brainstorming sessions.

Jason Falls, CEO at Social Media Explorer LLC, throws in a word of caution when it comes to
using infographics for internal communication:

“l don’t think you can wholly replace written instructions or policy manuals with a
crafty series of infographics. But given the fact that people learn in different ways,
taking complex instructions, policies, and business processes and putting them in
a graphical format makes it much easier for people to comprehend.”

Falls goes on to suggest that infographics are an excellent communication medium when
it comes to training workforces that might face language barriers or have varying levels of
education. Infographics, in this sense, are universal.

Externally, it's important for customers and prospects to understand the processes that will
impact their business relationship with your organization (see Figure 3.4).

Infographics can help fulfill pre- and post-purchase information needs as well as offer insight
into your organization’s policies, business processes, and culture.
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FIGURE 3.2 Social media strategy map.

The metaphor of a transit map helped make it easier for my audience to understand the important components
that make up a social media strategy. (Source: IntersectionConsulting.com)
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FIGURE 3.3 Path to online trust.

This infographic helped workshop attendees understand the process required to build trust across digital
channels. (Source: IntersectionConsulting.com)
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FIGURE 3.4 Business process.

This infographic walks clients through an agency’s creative and strategic process. (Source: BoostLabs.com)
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HIERARCHY

Wikipedia defines a hierarchy as an arrangement of items that are represented as being
above, below, or at the same level as one another.?

People are most commonly associated with hierarchies, usually in relation to their position
within privately run organizations such as corporations or public service institutions such as
governments and schools.

When looking at this information category from a business perspective, it's important to rec-
ognize the different types of organizational hierarchies, understand how they are relevant to
your target market, and establish effective ways to communicate them to your audience.

BUSINESS HIERARCHIES

How your business or nonprofit organizes its people, processes, products, or services likely
affects how internal and external stakeholder groups connect with your organization. As a
result, it makes sense to communicate these hierarchies to help guide audiences on how and
where to interact with (or within) your organization.

Infographics are an effective way to explain hierarchies that are important to your customers,
prospects, and employees (see Figure 3.5).

Organizational Structure

The most common types of hierarchies in the business world are organizational structures.

Information about roles, responsibilities, divisions, and departments can be relevant and
helpful to both your internal and external audiences.

Internally, presenting employees, particularly those in larger, more complex organizations,
with a visual representation of the company’s structure can help them see how their role
fits into the greater organizational picture. In addition, having a holistic view of an organiza-
tion’s hierarchy helps employees gain a better understanding of accountability beyond their
immediate role, team, or department.

Externally, information about company hierarchies can pave the way for more efficient and
effective interactions with stakeholder groups such as customers, prospects, employment
candidates, vendors, and shareholders.

Using infographics to communicate company hierarchies helps your audience navigate the
organizational landscape, leading to a greater likelihood of positive experiences and better-
managed relationships.
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FIGURE 3.5 Social business organization.

This organizational model is used to explain how traditional hierarchies get flattened out in a social business.
(Source: IntersectionConsulting.com)
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Pricing Levels

Pricing, by its nature, is hierarchical. Usually, the more features a product has, or the more
services a program offers, the higher the price (see Figure 3.6).

Pricing is often one of the key factors consumers take into consideration when assessing the
value of your product or service. Communicating pricing, whether online or offline, can be

a touchy subject, sometimes eliciting feelings of uncertainty, confusion, or frustration from
your customers or prospects.

Pricing and how it's communicated can also affect how your stakeholders perceive your
brand. Convoluted, complex, and confusing pricing schedules can lead to misunderstand-
ings and, ultimately, an erosion of trust in your brand.

Using infographic elements to communicate your pricing helps your audience understand
your value proposition more quickly and easily, reduces buyer stress, and builds goodwill.

Ideas and Concepts

Chapter 2 discussed using visual metaphors to help communicate less tangible ideas. In a
similar vein, infographics are a practical way to communicate hierarchical concepts. Because
conceptual hierarchies often contain a complex series of layers and interrelationships, they
can be difficult to explain using text alone.

Figure 3.7 helps illustrate this point. When it comes to developing social media strategies,
I'm occasionally challenged by owners and senior managers to rationalize the importance of
front line staff in the process. Instead of writing a rich, text-laden document explaining how
the dynamics of social media potentially impact brands at street level, | use this infographic
to quickly explain to clients the new inverted digital communication hierarchy that exists
today and how front-line staff has the greatest influence over consumer experiences and the
tone of brand messages being shared via social media.

My experience is that using these types of visuals to explain complex ideas speeds up under-
standing and prompts discussion that ends up being far more valuable in guiding decision
making than just a written report.
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FIGURE 3.6 Price visualization.

This pricing grid makes it easy for consumers to understand costs and associated features.
(Source: ShortStack, ShortStack.com)
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FIGURE 3.7 Social media front line.

This infographic highlights the dynamics of social media influence and quickly explains to clients the inverted
communication hierarchy that exists in the retail sector today.
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RELATIONSHIPS

An infinite number of relationships exist within a business. Some—such as the hierarchal
connections between people or departments within an organization as well as human
business relationships across the greater business ecosystem—are tangible whereas others,
such as ideas or processes, might be less concrete. Knowledge of your internal and external
organization or industry relationship environment is critical because of the potential impact
it can have on strategy and tactics. If you don't understand how things are connected, it’s
difficult to make good decisions. Using infographics to visualize how people, concepts, or
entities are connected helps spark discussion and accelerates understanding of the relation-
ships that are important to your organization or industry (see Figures 3.8 and 3.9).

Extracting

Disposing
and
Recycling

Distributing

Retailing

FIGURE 3.8 Retail ecosystem.

This model was used to frame a retail industry discussion about sustainability.
(Source: DIG360 Consulting, DIG360.ca)
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FIGURE 3.9 Social media dynamics.

This infographic aimed to help workshop attendees answer the question “What is social media?”

(Source: IntersectionConsulting.com)
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SIMPLIFIED SYSTEMS THINKING

Systems thinking is based on the idea that it's easier and more effective to make decisions
or address organizational issues when you understand how the individual parts of your busi-
ness contribute to the entire enterprise.

There are obvious benefits to making decisions based on their impact on the greater busi-
ness system. However, getting stakeholders to see the “big picture” can be a challenge
because of the complexity involved. Even the smallest organizations have layers of con-
nected components, making it difficult to convey all the interrelationships and nuances in a
way that helps your internal audiences make smarter decisions.

This is where infographics come into play. Visualization compresses the scope of a business
system, making it more accessible and easy to understand.

Infographics are useful in getting a large number of people on the same page when it
comes to understanding an entire system. Furthermore, they are effective at explaining
individual system connections or components, helping crystallize ideas or concepts in a way
that often helps people see the larger picture and positively affect their ability to develop
strategies and make more effective decisions.

BUSINESS MODELS

Business models are well established mechanisms used to describe how different organiza-
tional elements or business categories are related and/or interconnected.

Traditionally, business models have focused solely on a single entity. Thought leader, author,
and speaker Alexander Osterwalder defines the purpose of this type of business model as
describing “the rationale of how an organization creates, delivers, and captures value.”

Business models can also define a wider set of ideas or concepts. They can be used to
illustrate

¢ Specific relationships (see Figure 3.10)

e Design or structure

e Strategies and tactics

¢ Programs or policies

¢ Product and service offerings (see Figure 3.11)
e Process

Because of their complex nature, business models, in part or in whole, tend to be difficult to
describe using written communication. Using infographics to develop or explain a business
model gives your audience a high-level snapshot that can serve as a stand-alone explanation
or become a catalyst that prompts further exploration and dialog (see Figures 3.12 and 3.13).
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FIGURE 3.10 Social media overlap.

This Venn diagram illustrates the relationship between personal and professional social media activity. It
quickly conveys the overlap and helps clients understand the importance of implementing social media

guidelines. (Source: IntersectionConsulting.com)
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FIGURE 3.11 Consulting service model.

This straightforward infographic on the About page on my company website helps potential clients quickly see
and understand my consulting process and service offering. (Source: IntersectionConsulting.com)
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What is it about infographics that makes them relevant or appealing when it comes to
explaining business models?

Andrew Harnden, Senior Strategy Director with global digital agency Blast Radius, feels that
infographics are a viable communication tool because they help make business models
more accessible to expanded groups of stakeholders:

“Infographics can be a great storytelling device. The visual component is compel-
ling, helping groups focus and connect to information more easily. Infographics
create an inference of emotion that guides audiences to the significance of the
concepts being presented.”

Harnden uses an example of a company that needed to improve its subscriber experience

to help illustrate the intrinsic value of infographics as a communication tool. In a session he
was leading, several stakeholders, all of whom were well-versed with their own departments,
were challenged to look at the business through the eyes of a consumer. Internal stakehold-
ers tend to see their own business through an operational lens, not through the consumer’s
eyes. Harnden used an infographic to tell the story of the customer’s journey at different
stages of interaction across the organization, helping them put business objectives into a
new perspective:

“Infographics provided a thread that connected a large group of stakeholders and
opened up new ways to problem solve and innovate. Visualizing a business model
helps provide a platform from which to host a shared conversation. In this type of
scenario, infographics become more than images; they are decision-making tools
and powerful communications devices.”

Infographic Limitations

Harnden also acknowledges that infographics have some limitations, particularly when they
are used to represent complex models. He thinks that some infographics suffer from scope
creep, attempting to visualize every detail of a model to the point of being counterproduc-
tive. These expansive visualizations end up being unable to distill the important nuggets of
information that need to be communicated to an audience.

“In my experience there are different grades of infographics,” states Harnden. “Most are very
successful as a tool to introduce the essence of a model and help open up the conversation,
but rarely do they act as a final deliverable.”

The fact that the end result of an infographic might be to bridge dialog with your audience
still holds some value. It's important to recognize that, in these cases, infographics still play
an important role as (what Harnden calls) a “communication stepping-stone.”
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FIGURE 3.12 Social media strategy model.

This infographic was designed to illustrate the social media learning curve and to help business and nonprofit leaders understand how
strategy relates to investment, value, and culture. (Source: IntersectionConsulting.com)
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This model illustrates the unique opportunities and challenges you need to consider when developing a social media strategy within the
retail sector. (Source: IntersectionConsulting.com)
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Your audience can also be interested in other important information about your
organization, including who you are, what you stand for, company-related time-
lines, and location-based information.

Infographics can be used to humanize your business in the following ways:

¢ They can give audiences insight into your organization’s personality and
values.

¢ They can build trust through visualizing product, service, or company
history.

¢ They can present geographic bearings or scope via mapping.

PERSONALITY

Every organization has a personality or style that makes it unique. But even in
an era where technology and the Internet present some cool opportunities to
express who we are, the ways in which organizations present themselves online
seem more homogenous than ever.

The preceding chapter stated that jargon tends to complicate your communica-
tion. Nowhere is this more evident than in how organizations talk about them-
selves, their culture, and their offerings.
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Author David Meerman Scott brought this point to light in a study he conducted on the use
of jargon and buzzwords in company press releases. He discovered organizations repeat-
edly using terms such as “world-class,” “market-leading,” and “cutting-edge” to describe
their company, products, and services. Meerman Scott believes this “generic gobbledygook
approach” to communication waters down your brand. He suggests the following test,
which will help you quickly assess how well you describe your organization:

“Take the language that the marketers at your company dreamed up, and substi-
tute the name of a competitor and the competitor’s product for your own. Does
it still make sense to you? Marketing language that can be substituted for another
company’s isn't effective in explaining to a buyer why your company is the right
choice.”

On top of the lingo issue, mix in the fact that many organizations still don’t write well for the
web, and you have a recipe for monotony and a tuned-out audience.

BRAND HUMANIZATION

One way to break through the monotony and create more attention with your audience is to
use infographics to humanize your brand.

One organization doing this is Calliope Learning, a small leadership consultancy based

in Victoria, BC, Canada. Instead of using a lot of text to describe its core values, Calliope
chose to use an infographic blended with limited text and quotes from clients, as shown in
Figure 4.1.

Tammy Dewar, one of the firm's partners, feels that the visual humanizes the firm’s brand in
the digital space. “It helps people make a connection with us more quickly and easily than
pure text,”? she says.

The firm also has been able to repurpose its values infographic.

“We use the graphic to introduce ourselves at the beginning of some of our coaching and
facilitation sessions,” says Dewar. “It simply cuts to the chase about who we are.”
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FIGURE 4.1 Core values.

Calliope Learning, a small independent leadership consultancy, uses this infographic to tell its customers and
prospects about its personality and core values. (Source: CalliopeLearning.com)
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Add Personality to Your Website

Infographics also help add character to your content mix. The type of content you post on

your website or blog can tell your audience a lot about your personality as an individual or
organization.

Mark Schaefer, Owner of Schaefer Marketing Solutions LLC and Ad Age Power 150 ranked
marketing blog {grow},® strongly believes that organizations need to add personality to their
content in order to help cut through the clutter. His blog features a weekly social media
cartoon series called “Growtoons,” which serves that purpose well. Schaefer says:

“| pay two different cartoonists to draw up their artistic takes on timely marketing
and business topics,” says Schaefer. “It's been fun to see it evolve, because they

can get away with funny commentary that | may not be able to in the editorial
space of the blog!™

Schaefer goes on to say that he doesn’t get too concerned about the metrics for the car-
toons if they are lower than normal blog posts.

“It's part of the entertainment mix, part of the personality of the blog,” he says. “It is one of
the things that differentiates {grow} from any other marketing blog on the planet.”

INFOGRAPHIC RESUMES

The evolution of personal branding and digital identity blended with the ever-present need
to get noticed by employers has fueled the growth of a new infographic medium—visual
resumes (see Figure 4.2).

A number of providers have emerged in this space, integrating with the popular professional
networking site LinkedIn to facilitate the creation of visual resumes (see Figure 4.3). They are

intended to help job applicants stand out while giving HR managers a way to quickly iden-
tify potential candidates.

As we continue to build our personal brands online, more and more human resources pro-

fessionals are turning to social networks such as LinkedIn to learn more about potential job
candidates. Are visual resumes a natural extension of this evolution, or are they just a gim-

mick to help you get noticed?
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Michael Anderson designed and published his benchmark infographic resume in 2008. It is probably not the first visual resume ever created, but it
became one of the most well-known. Its popularity was fueled by being shared across social media channels and being featured on sites such as
FastCompany.com. (Source: Michael Anderson, Visual Designer, Michael Anderson Design)
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This is a concise infographic version of my LinkedIn profile using http://www.re.vu.
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Benefits

One of these burgeoning infographic resume sites is re.vu (pronounced “review”). This San
Francisco-based start-up aims to help improve the breadth and depth of how people can
represent themselves to potential employers. The free site uses multiple widgets, themes,
and personalized parameters to help users create a customized, dynamic visual resume.

Mike Harding, cofounder and board member at re.vu, feels infographic resumes have a place
within the current hiring system. But before rattling off all the benefits of creating an info-
graphic resume, he stresses the importance of understanding its overall purpose:

“To a job seeker, the purpose of a resume is to cause a potential hiring manager
to be sufficiently interested to engage in a conversation with the applicant,” says
Harding. “To a hiring manager, the purpose of a resume is to quickly identify the
best and brightest talent available to fill their need.”

He believes both job seekers and hiring managers have lost sight of the resume’s purpose.
Applicants tend to overstuff their resumes, hoping not to omit anything important. On the
hiring side, human resources professionals have to scan hundreds of text-heavy resumes to
develop a short list of potential candidates.

“The problem becomes clear,” says Harding. “The job seeker is not differentiating himself or
herself from the masses, and the hiring manager has no way to tell at a glance that a candi-
date might be interesting.”

He goes on to say that infographic resumes are an effective way to address this dilemma
because visualization allows relevant information to bubble up more easily.

“The benefit to the job seeker is in conveying their personal career story in a more
effective and meaningful way. The benefit to the hiring manager is being able to
tell at a glance if there is any reason to engage this candidate in a dialog without
dumb, blind screens to narrow the talent pool.”

Challenges and Risks

Because they are new and evolving, visual resumes face a few challenges before they will be
readily accepted.

Along with friction related to slow adoption, corporate culture can also come into play. How
a visual representation of your work history, skills, and interests will be viewed will differ
depending on the organization. A conservative company in a traditional sector might not
take an infographic resume seriously, but a start-up in an emerging field might embrace it.
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It's also important to remember that tools such as re.vu are just that—tools. Content is what
makes you stand out. If your work history is spotty or your paper resume needs fine-tuning,
using infographics to tell your career story may not be such a great idea.

Another challenge involves how organizations process resumes. If someone other than the
hiring manager looks at resumes first, it is likely that your infographic resume might be too
unconventional to make the first cut. This puts you no further ahead than you would have

been with a traditional resume.

Harding recommends that people employ a methodical approach when using re.vu or any
other tool: “Take the time to understand the core principles that drive you as an individual,
as an employee,” he says. “Understand that these principles will help shape your story. Think
carefully about what is most important about you in terms of what you can add to a poten-
tial employer.”

Harding goes on to say that tools are just instruments to help achieve a goal. “If they are
misused, the results can be very damaging,” he cautions. | would counsel care, planning, and
intention when using any new tool that pertains to your personal brand.”

The Future of Infographic Resumes

Visual resumes may not be right for every job applicant or get accepted by all HR manag-
ers. But their dynamics seem to indicate that they will become a viable form of personally
branded content given the right hiring situation.

Harding is bullish on the future of infographic resumes as a storytelling tool:

“It's always tempting to say things like ‘The traditional resume is dead’—it makes
good copy. The reality is that traditional, text-based resumes will always have a
place, although | see their role diminishing as we move towards a digital future.
That's one of the reasons our product has the means to store and distribute a tra-
ditional resume within the infographic landing page.”

Harding reiterates that infographic resumes are a tool designed to help hiring managers
understand candidates more completely and job seekers to represent themselves in a better,
more effective way.

“I make no representation that this type of tool is the only way or the best way to
facilitate a hiring event in every circumstance. But | do believe infographic resumes,
and revu in particular, represent a big step forward for job seekers and hiring
managers needing to find a fit in an ocean of boring text.”
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CHRONOLOGY

Chronology involves documenting and sharing a series of events based on the order in
which they occur. A familiar example is the recording and studying of human history.

Aside from its obvious academic application, communicating chronological content is also
important in business. History can help meet certain audience information needs, answer
buying questions, and tell a story about your organization.

Infographics are an effective way for your company or nonprofit to share history related to
organizational events, products, services, employees, and relationships.

BUSINESS TIMELINES

The timeline is the most common visual form of chronological communication. It is a visual
retrospective of a series of events or dates. As the name suggests, a timeline highlights a
period of time, usually in some form of linear representation.

An organization’s history can be a complex story to tell, with many twists, turns, and intangi-
ble elements. Using an infographic timeline to communicate organizational chronology adds
order, simplicity, and texture to the content, making it easier to absorb and understand.

Types of Timeline Content

Timeline infographics help your audience extract the chronological information they need at
a glance. Consider communicating the following types of content using a visual timeline:

¢ Company history—Sharing your history is a good way to offer consumers some
behind-the-scenes information about your organization. Also, if you've been in
business for a while, your history can help build credibility within your market or
sector. Think about your audience’s information needs related to the history of your
business. What points in your timeline convey interesting and relevant informa-
tion about your organization? Use an infographic timeline to illustrate when you
innovated, expanded, began focusing on a specific sector, made an acquisition,
received an award, celebrated an important milestone, or hired key personnel (see
Figure 4.4).
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FIGURE 4.4 Company timeline.

This visual chronology helps website visitors quickly understand the company’s historic timeline.

(Source: Miovision Technologies Inc., Miovision.com)
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¢ Products/services—Publishing a product or service chronology is great way to
showcase all your offerings. In addition, this type of timeline highlights your organi-
zation’s track record with respect to change, innovation, and meeting market needs.

¢ Industry information—Use an infographic timeline to record significant develop-
ments in your industry. Creating this type of visualization can help answer questions
that your audience may have about your sector and position your organization as
an industry resource. In addition, consider mapping your company’s key decisions,
developments, or activities on top of the industry timeline. This context helps your
audience understand how your organization fits within the sector and can highlight
market or thought leadership.

¢ Project schedules—Company or client projects can get complex and confusing.
Using timelines to map out projects helps your audience quickly understand param-
eters. In addition, visualizing project chronology helps your business manage the
expectations of your internal or external stakeholders more effectively. Use info-
graphic timelines to convey overall project scope, module lengths, roles and respon-
sibilities, deliverables, tasks, and expectations, as shown in Figure 4.5.
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Discovery  Content Design

Project review
Explore options
Finalize budget WEEK 1-2
Write new page copy
Create page categories
Compile content
Edit content WEEK 3-4
Home page redesign
Navigation design
Write case studies
WEEK 5-6
Design interior pages
WEEK 7-8
Upload content
WEEK 9-10
Test and launch
WEEK 11-12

FIGURE 4.5 Project timeline.

This visual website development schedule helps you highlight project scope and roles and responsibilities.
(Source: IntersectionConsulting.com)



Visualizing Who, When, and Where

GEOGRAPHY

Since early in our history we have been using cartography, the art and science of mapmak-
ing, to help visualize geographic information.

From a business perspective, maps are clearly useful in helping convey location data to
stakeholders. But what other types of information can geographics communicate to your
audiences?

BUSINESS MAPS

Maps are visual by nature, so they have an inherent ability to present information in a way
that is easy to understand. In addition, geographic visualization can highlight data insights,
bubbling up patterns and trends that numbers alone have difficulty doing.

Types of Geographic Information

Maps help your internal and external audiences glean the geographic information they
might need to guide decision making. Think about communicating the following types of
business information through the use of maps:

¢ Company information—Maps are great for displaying a variety of company
information. Consider using geographic visualization to display multiple locations,
regional product/service diversity, business units/divisions, service outlets, sales
representation, and key employees.

e Metrics—Maps are effective for quickly highlighting regional differences in perfor-
mance. Use maps to identify and understand geographic variations with respect to
revenue, costs, productivity, service efficiency, and market share.

¢ Research/data—Publish maps to showcase geocentric study findings relevant to
your regional stakeholders. This type of infographic content helps build awareness
of your brand (see Figures 4.6 and 4.7).

¢ Distribution—Visualizing shipping information quickly lets your audience see
where your organization distributes products and services and shows how they are
delivered. Use maps to illustrate shipping routes, distribution hubs, shipping meth-
ods, and regional freight rates.
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This infographic breaks down the 2011 NHL entry draft by country. (Source: Dan Gustafson, SixteenWins.com)
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FIGURE 4.7 World education statistics.

This geographic visualization is part of a larger infographic that looks at the pulse of education around the world.
(Source: Column Five Media, ColumnFiveMedia.com)

BI9YM pue ‘UBYM ‘Oym Buiziensip | p I LAY HD

~N
iy




THE POWER OF INFOGRAPHICS

ENDNOTES

A wWN =

David Meerman Scott, “The Gobbledygook Manifesto,” http://bitly.com/sle2TA
Tammy Dewar, interview by author, December 2011.
http://www.businessesgrow.com/blog/

Mark Schaefer, interview by author, December 2011.

Mike Harding, interview by author, January 2012.


http://bitly.com/sIe2TA
http://www.businessesgrow.com/blog/
http://bitly.com/sIe2TA
http://www.businessesgrow.com/blog/

SECTION 1l

CREATING
INFOGRAPHICS

H Infographic Prep Work
n Processing Your Ideas

Designing Your Infographics
n Publishing Your Infographics



This page intentionally left blank



Infographic
Prep Work

ike other forms of content, infographics should be viewed as a communication

medium used by your organization to connect with different target audiences
(see Figure 5.1). The infographics you create need to present some value and benefit
to the customers, prospects, and employees consuming the content and serve a busi-
ness purpose for your organization.

Some thinking and planning prior to publishing are critical to help ensure that your
infographics are as relevant as possible. To optimize the effectiveness of your visual
communication, you should be prepared to invest some time in strategic prep work.
This involves setting infographic objectives and learning new ways to gather, process,
and present your information.



THE POWER OF INFOGRAPHICS

© Mark Smiciklas, Digital Strategist, IntersectionConsulting.com

FIGURE 5.1 Audiences.

This infographic helps conveys the idea that an organization has multiple audiences it communicates with and
creates content for. (Source: IntersectionConsulting.com)
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PURPOSE

Before introducing infographics into your content mix, your organization needs to be able to
articulate the reasons for using visualization to communicate with your audiences.

The Internet is awash in rudderless infographics—information designs that lack fundamental
direction or purpose. Such infographics can be ineffective as a communication tool as well
as a time and labor drain on the organization.

What is the purpose of your infographics? What goals does your organization hope to
accomplish by using infographics as a communication tool?

UNDERSTANDING YOUR AUDIENCES’' INFORMATION NEEDS
To help shape your infographic objectives, it's important to answer two questions:
¢ Who are you creating infographics for?
¢ What do your infographics need to communicate?

Audiences are filled with people who have questions about your products, services, and
organization—they could be customers, prospects, employees, investors, suppliers, and
partners. The more effectively you can serve these information needs, the greater the likeli-
hood that you will be able to connect with your audiences.

Employees might be looking for information about internal protocols, or prospective cus-
tomers may be seeking information about services. Either way, the easier it is for internal and
external audiences to get answers to their queries, the quicker they can become comfort-
able and begin engaging with your organization.

AUDIENCE ANALYSIS

The information needs that guide your organization’s infographic decision-making will vary
depending on the type of audience you are communicating with.

Internal stakeholders such as employees may have different information needs than external
audiences such as customers, prospects, or suppliers.

The first step in identifying content requirements is to assess and categorize your different
audiences. Your audience is anyone who is influenced by your organization’s information.



THE POWER OF INFOGRAPHICS

Different Types of Audiences

When we talk about business audiences, most people think of two types: potential custom-
ers and existing customers. These two audiences are critical to almost every corporate or
nonprofit entity.

However, from a communication perspective, you need to recognize that your organization
has multiple audiences, each of which varies in importance depending on the purpose of
your business, the sector you are in, and so on (see Figure 5.2). Consequently, your info-
graphics will vary based on the differing information needs of each of these audiences:

Customers—Existing clients, consumers, or members are interested in informa-
tion that makes it easier to do business with you. Infographic ideas: product/service
features and benefits, pricing, customer service process, new ideas and concepts.

Prospects—Potential customers are looking for quick answers to their buying ques-
tions. Infographic ideas: product or company timelines, pricing, product/service fea-
tures and benefits, organizational structure, business and/or service models, ideas
and concepts that highlight thought leadership.

Employees—Knowledge and understanding are important to internal stakeholders.
Infographic ideas: business models, process flowcharts, ideas and concepts, training
materials, organizational structure.

Job candidates—Potential employees need information about culture and struc-
ture. Infographic ideas: organizational structure, business model, company timeline,
company values and personality.

Partners—Prospective vendors or partners look for information about the flow of
products and services. Infographic ideas: visualizing the supply chain, map of distri-
bution networks.

Media—Traditional and online media are looking for information about your orga-
nization or industry. Infographic ideas: industry research findings, sector ideas and
concepts, organizational structure.
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FIGURE 5.2 Fishing for information.

This visual metaphor was designed to help workshop attendees (and clients) understand the concept of
stocking the web with relevant content for your audiences to consume. (Source: IntersectionConsulting.com)

SETTING INFOGRAPHIC OBJECTIVES

Setting objectives allows your organization to gauge the success of your visual communica-
tion initiatives. It also helps you focus on the greater purpose of your infographics—business
outcomes.

In addition to understanding your audiences’ information needs, another critical compo-
nent associated with setting objectives is assessing your organization’s infographic capacity.
Capabilities related to labor, budget, and/or design skill set affect the scope of your visualiza-
tion efforts and resulting business objectives. For example, the number of people who are
creating visuals could impact your publishing frequency goals. One person may be unable to
produce infographics at the same rate as a team of designers. Be sure to keep your capacity
parameters in mind when setting expectations for your infographics.
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Sample Objectives

Like any set of goals, your infographic objectives will vary depending on your organizational
situation. The following are a few examples to get you thinking about some of the end goals
related to your infographics.

Note that the process of setting objectives does not have to be overly formal to be effective.
Approach this process in a way that makes sense for you or your communication team. This
might be a corporate approach, in which goals are recorded and reviewed in group meet-
ings. Or it could be as informal as jotting down objectives on a piece of paper. Whatever the
process, the most important thing to remember is the strategic thought process. Putting
some thought into the purpose of your infographics will help make them more effective as a
communication tool.

¢ Thought leadership—"To create infographics that share important industry ideas
and concepts and highlight our strategic thinking”

¢ Awareness—"To create infographics that are ‘sharable’ and create awareness of
our brand”

¢ Traffic—"To create infographics that drive traffic to related pages on our company
website”

¢ Communication—"To create infographics that make it easier for employees to
understand company information”

¢ Entertainment—"To create infographics that entertain our customers and show-
case our corporate culture and personality”

SMART Objectives

If you want to get more serious about setting your infographic objectives, consider using the
SMART methodology, illustrated in Figure 5.3.

SMART criteria normally are applied to objectives associated with strategic initiatives such
as plans and projects. Because infographics are part of your communication mix (a strategic
component of your business), it makes sense to approach these objectives using the SMART
methodology.

To illustrate, let’s convert the preceding “awareness” example into a SMART objective:
Before: “To create infographics that are ‘sharable’ and create awareness of our brand”

After: “To have [insert infographic title] get shared 100 times on Twitter and/or
Facebook (combined) within 30 days of publication”
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“Bar Graph" icon by Scott Lewis, from the NounProject.com collection
“Calendar”, “People” and “Target” icons from the NounProject.com collection

FIGURE 5.3 SMART objectives.

This simple infographic provides quick definitions of SMART objectives. (Source: IntersectionConsulting.com)
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As you can see, making the goal SMART (specific, measureable, attainable, relevant, and
time-based) really helps your organization’s ability to assess the viability and performance
of your infographic content. SMART objectives also help you figure out which infographics
are working and which ones are not. This helps guide your decisions about creating and
fine-tuning future content and positions your infographic communication to become more
relevant and effective over the long term.

THE ART OF OBSERVATION

To effectively visualize information, you must be able to understand it first. That understand-
ing applies not only to knowledge of the root subject matter, but also to ways in which the
information can be gathered, absorbed, interpreted, and shared with your audience.

Learning to observe is an important part of the infographic creation process. It expands the
ways in which you explore and connect to the data around you and opens new possibilities
when it comes to communicating information.

After you set your infographic objectives, the next important phase of the prework process is
learning how to observe what's around you. This will make you better at gathering, absorb-
ing, and converting information into infographics.

SEEING

In many ways, infographics present a new way for your audiences to see your information.

It shouldn't be a surprise, then, that you may need to learn new ways of seeing the informa-
tion around you to inspire and guide the creation of compelling visualizations. But how do
you train yourself to become better at seeing the visual cues that are around you?

Tapping into Your Inner Child

Children have a natural ability to see the wonder around them. As we grow older, this inter-
est in observing our physical and intellectual environment seems to wane, and with it, our
ability to capture a child’s unique perspective. So how do you start seeing the world through
a kid’s eyes again?

The single most important thing you can do is embrace learning. Sometimes striving to gain
knowledge takes you off the beaten path. The learning journey opens the possibility of see-
ing new things, or the same things from a different perspective.
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The following behaviors are second nature to children. Practice introducing them into your
daily routine to improve your skills of observation and discovery:

¢ Try to be more open-minded. Breaking free of your mental models will help you see
things from a different perspective.

o Try to care less about what other people think. It's harder to be inquisitive if you're
afraid of the opinions of those around you.

¢ Try to question things more often. Remember, there’s no such thing as a dumb
question.

LISTENING

Most people would agree that listening is an important business skill (see Figure 5.4). But
what does listening have to do with creating infographics?

Active listening is one form of observation. To create meaningful, relevant infographics (and
any other branded content, for that matter), you must learn how to observe the needs of
your audience.

Active listening can be defined as “a communication technique that requires the listener to
understand, interpret, and evaluate what he or she hears.”

In the context of business communication, active listening extends beyond the face-to-face
interactions in which you participate on a daily basis. In the age of social media, listening to
gather, process, and distill data regarding your audiences’ information needs is very much a
proactive exercise.

Being able to observe stakeholder needs is an important part of the infographic prework
process. But how do you become an active listener?
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FIGURE 5.4 Listen before communicating.

This visualization helps convey the idea that organizations need to actively listen and understand their
audiences’ information needs before creating and publishing infographics. (Source: IntersectionConsulting.com)
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Active Listening Methods

The “active” part of the listening process is the secret. You can't sit back and expect to have
all the information needs of your prospects, customers, and employees magically fall into
your lap.

You can become more proactive in your listening in two ways:

¢ Use the resources you already have—As is sometimes the case with numeric
data, information about your internal and external audiences’ content requirements
may already be available within your organization’s knowledge base. Try the follow-
ing to uncover the information needs that will help you create useful and relevant
infographics:

- Compile a list of frequently asked questions from your website database or client
services department.

« Make a point of communicating with employees who are in frequent contact
with customers or prospects—salespeople, sales support staff, delivery drivers—
to uncover questions. This can be done via impromptu discussion, regularly
scheduled meetings, or internal questionnaires.

- Tap into your supplier network to find information gaps. Send out surveys to your
vendors or make a point of discussing information needs during informal sup-
plier meetings or scheduled vendor reviews.

« Stay connected with your human resources department to see what kinds of
questions employees and job candidates are asking about your organization. This
can be accomplished via something as simple as email inquiries or scheduled
meetings with your human resources department.

¢ Set up a social listening platform—On any given day, members of your audi-
ence are online, looking for information about your organization or industry. Using
relevant brand or category keywords to search for conversations taking place
on digital channels is a great way to discover information needs and fuel your
infographic ideas.

Examples of brands leading the way in this area include Dell and Gatorade. Dell’s
“Listening Command Center” monitors tens of thousands of Dell-related posts
online.2 Gatorade’s “Mission Control Center” tracks brand terms related to com-
petitors, sponsored athletes, and sports nutrition across social media in real time.3
Technologies that can be used to manage this process range from free tools such as
HootSuite to paid solutions such as Radian6 and Sysomos.
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Processing -
Your Ideas S

As you become better at observing your surroundings and begin honing your
visual thinking skills, more and more communication ideas will begin bubbling to
the surface.

So how do you take these raw thoughts from the new things you see, read, and hear
and turn them into useful infographics that will help your organization connect with
your audience?

RECORDING YOUR THOUGHTS

Ideas can be fleeting, so it's important to capture them before they get lost.

The only way to ensure that the seed of an idea will germinate into something
bigger is to record it. As we will discuss later in this chapter, there are a number
of ways to do this.

But before we get there, let’s address the elephant in the room.

I'M NOT AN ARTIST

Before creating an infographic, you need to be able to process an idea. It's
during this recording phase where a lot of folks face a challenge, because
they don't see themselves as designers. So how can you get past the voice in
your head that might be saying, “I can't create infographics because I'm not
an artist”?
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A great starting point is to understand the fundamental purpose of infographics. At their
core, infographics are a form of business communication, not fine art. Yes, they can be cre-
ative and aesthetically pleasing, but if they don’t help convey an idea, offer statistical insight,
and so on, their artistic merit has no bearing.

Writer and transmedia producer Tyler Weaver believes that most of us have the ability to
doodle and draw. He suggests people get in their own way and prevent themselves from
exploring infographics when they start judging their work as art instead of a tool.

“Visual thinking is about communication, not about hanging your work on the walls of the
Louvre,” says Weaver. “If people start drawing something to demonstrate a point, and the
first thing they think is ‘That sucks; that’s an awful drawing,’ they’re obviously not going to
keep going.”

Weaver urges people to stop overthinking the creative process and embrace drawing and
doodling as a way to record and share their thoughts and ideas.

“Think like a kid, and don't be afraid to color outside the lines,” says Weaver. “When you get
an idea, grab a pencil and paper and draw it. If you make it simple and iconic, people will
grab hold of it."”

Weaver is not alone in his belief that all of us have an inherent ability to communicate
visually.

David McCandless is a data journalist, designer, and founder of the popular blog Information
Is Beautiful. In a TED talk about data visualization, McCandless describes how he didn't study
to be a designer, sharing his belief that the ability to visualize information lies within all of us:

“I've never been to design school or studied art. | just kind of learned through
doing. When | started designing, | discovered an odd thing about myself: | already
knew how to design. It wasn't like | was amazingly brilliant at it, but more like |
was sensitive to the ideas of grids, space, alignment, and typography. It's almost
like being exposed to media over the years had instilled this dormant design lit-
eracy in me. And | don't feel like I'm unique. Every day, all of us are being blasted
by information design. It's being poured into our eyes through the web. We're all
visualizers now, and we're demanding a visual aspect to our information.?”

DIFFERENT WAYS TO DOCUMENT

It's important to get into the habit of recording your observations, ideas, and inspirations.
The one thing that enables this step to become second nature is accessibility. If you always
have the means handy, the more likely you are to record your infographic idea.

The following sections describe a few of the online and offline tools | use to document
my ideas.
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Paper
They are old school, yes, but a pencil and paper are still effective when it comes to docu-
menting your ideas.

| use a notebook (one at home, one at the office) to keep lists of potential topics and to visu-
ally flesh out burgeoning infographic ideas.

In addition, | keep a notepad and pencil on my bedside table in case | have an epiphany in
the middle of the night or wake up with an idea. This happens more often than you might
think. I've been surprised by the ideas | get while asleep when | go to bed thinking about
how to turn a piece of information into an infographic.

When I'm traveling | use the back of business cards, scrap paper, magazine pages, news-
papers, and Post-it notes to jot down infographic concepts. Use whatever works to help you
remember an idea or concept!

Bookmarking Sites

| subscribe to over a hundred blogs, and | get a lot of infographic ideas directly or indirectly
from the posts | read. To keep track of interesting online articles, | use a tool called Delicious.
This free web-based bookmarking service allows you to save your favorite web pages and
add and organize notes by using category tags.

Using an easily downloadable browser extension, | liberally bookmark any blog posts or web
pages that spark a concept for an infographic. A few times per month | take a second look at
the initial pages | saved, eliminating any ideas that don't resonate. Delicious is great because
it lets you document the online articles that inspire you (as you are consuming them), mak-

ing it easy to build an idea repository for storing and synthesizing your infographic thoughts.

A number of alternatives to Delicious exist. Here are some of the more popular sites:

¢ Evernote—This robust service goes beyond simple bookmarking, notation, and
tagging. Evernote lets you clip URLs, complete web pages, articles, photos, or
sections of highlighted text and allows you to attach files. In addition, Evernote
synchronizes and backs up all your content across multiple platforms including
Windows, Mac, Chrome, and Android.

¢ Diigo—This information management tool does a lot more than simple bookmark-
ing. Diigo lets you bookmark, archive, and organize web pages using a browser
extension/bookmarklet. It also lets you set up groups or teams for the purpose of
collaboration. Diigo has a free service and two paid tiers (at the time of publishing
$20 a year for Basic and $40 a year for Premium) that offer escalating functionality
and support.
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¢ Google Bookmarks—This popular bookmarking tool is easy to use. Google Book-
marks lets you perform basic functions such as setting up lists and sorting by page
title or archive date. If you install the Google Toolbar, you can bookmark a web page
you are visiting by simply “starring” it. Alternatively, you can bookmark a site by
clicking the star icon next to the link in the Google search bar.

¢ Pinboard.in—This paid service is a popular alternative to Delicious. Pinboard is a
straightforward bookmarking site that prides itself on speed and security. The basic
service (a one-time fee of $9.62 at the time of publishing) lets you bookmark pages,
add notes, mark to read later, and use public and private tags. Pinboard also offers
an “archival” account (for a $25 annual fee) that gives you a permanent copy of
every bookmark you've saved. It also lets you conduct detailed text searches of your
archives.

Mobile Devices

A smart phone or tablet offers you a number of different ways to document infographic
observations and ideas.

| often use my iPhone as a digital notepad, jotting down infographic concepts while travel-
ing. | also use an application called SketchBookX to turn my Android tablet into a digital
sketch pad. Whether you own an iPad or a tablet using another operating system, a num-
ber of cool drawing applications are worth checking out. Many of these are also available
for your phone, but my experience has been that the small screen size prohibits creating
detailed sketches or doodles.

Depending on the capabilities of your device, some other ideas might include using your
camera to capture inspirational images, recording voice memos using the audio functionality,
and using your phone or tablet’s video camera to conduct impromptu interviews.

INFO-SYNTHESIS

Whether you want to develop your own infographics or plan to outsource the creative com-
ponent to a designer or agency, the most important step in the genesis of any information
visualization takes place between observation/idea documentation and creation. This is the
info-synthesis stage.

This buffer period is where information synthesis takes place. This is the process of gathering
the individual parts and pieces of an idea, concept, or data set and connecting them to form
the framework of your infographic (see Figure 6.1).
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FIGURE 6.1 An example of information synthesis.

I wanted to represent the idea that social media can be a burden on an organization that has an unstable
corporate infrastructure. The genesis of the concept came from a photo | saw of a house of cards.
(Source: http://www.flickr.com/photos/peter_roberts/4457615801/)
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| used a notepad to jot down some basic ideas and flesh out a rough sketch. This illustration is further proof
that you don't have to know how to draw to be able to visualize an idea.
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The end result is a basic infographic that conveys the original idea that social media is not a solution for
organizations with major infrastructure issues. If anything, social media marketing will be the weight that
exposes cracks in leadership, culture, product quality, and customer service.
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This process helps ensure that the information you are communicating is relevant and easy
to understand and can be quickly consumed by your audience. But how do you go about
distilling your information and collection of ideas in a way that helps you arrive at the cre-
ation stage with a clear design plan?

THE FIVE W’S (AND ONE H) OF INFOGRAPHICS

The five W’'s and one H (5W1H)—who, what, when, where, why, and how—are the funda-
mental questions that journalists are taught to ask when they collect information for a story.

When you design and publish infographics, you in essence assume the role of a brand jour-
nalist, creating “content that delivers value to your marketplace and serves to position your
organization as one worthy of doing business with.” Your information visualizations are also
a way to tell your audiences a story.

As a result, it makes sense that the 5W1H questioning process can become a handy resource
when you are trying to boil down your observations, ideas, and data while working toward
the design phase of your visualization (see Figure 6.2).

The following are some questions that can help you synthesize your ideas.

Who

¢ Who is the audience for your infographic? As you are distilling your thoughts,
keep asking yourself who you are designing the infographic for. The culture of the
sector or the general persona of the individuals consuming your content will influ-
ence the type of information you need to visualize or the tone of the infographic.

What

¢ What is the purpose of your infographic? Each of your infographics can have a
different objective, such as thought leadership, simplifying a complex idea, or cre-
ating brand awareness. Understanding the purpose of each infographic helps you
synthesize your ideas.

¢ What key message are you trying to convey? The data, ideas, or information you
will visualize may be complex. In many cases you might want to explain several
points in your infographic. During the process of filtering your thoughts, pick the
most relevant and important message your audience needs to understand. This will
help crystallize your creative direction.
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FIGURE 6.2 The five W's and one H.

Use the five W's and one H to help filter your initial observations, research, or data. This process of questioning
helps you eliminate ideas that don’t resonate while distilling relevant information to the point where they
evolve into a solid infographic concept.
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If you have a subject, data set, or process that contains multiple key messages, break

them out and create a series of infographics to explain them. Don't try to cram them all into
one visual.

¢ What other information do you need to complete your infographic? When you

begin analyzing the information that will go into your infographic, make sure you
have everything you need to create a useful piece of content. Don’t take shortcuts
when it comes to the integrity of your message or the value you are presenting to
your audience. If you don’t have an important number or don’t understand some of
the elements of an idea, invest more time in rounding out your research.

What symbols come to mind when you think about your information? Thinking
visually helps you synthesize your information more easily. Drawing parallels using
the visual cues around you, such as icons, graphics, shapes, images, charts, and
metaphors, is an effective way to develop an infographic idea.

When

When is/was the information relevant? The information that forms the founda-
tion of an infographic can be time-sensitive. An infographic that is more universal in
nature—such as one that explains a process or idea—is less bound by time, tend-
ing to retain its meaning and offer value to those consuming it. Conversely, visuals
based on statistical data may have an expiration date and need to be published
within a specific time frame to be relevant to an audience. Using time as a filter
when distilling information helps you decide whether your data or ideas have info-
graphic merit now or are stale and need to be abandoned.

When do you need to publish your infographic? Another factor that helps you
process your information is the deliverable date. Your publishing timeline can often
dictate what ideas or information you need to consider and which ones need to be
set aside or delayed. For example, if your objective is to post a monthly infographic
to your blog, and you are facing a deadline, you will likely work on synthesizing the
easier information you've collected and save working through the more complex
ideas for another time.

Where

Where is your data coming from? The saying “garbage in, garbage out” applies
here. To maintain content integrity and continue to present relevant, meaningful
information to your audience, it's important to pay attention to the source of your
infographic inputs. This type of filtering applies more to numbers than ideas. As
discussed in Chapter 2, data literacy becomes important when you are visualizing
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statistics. So, as you process the data you are thinking about using in an infographic,
keep the reputable sources and discard the rest. When it comes to synthesizing
ideas, opinions, and insight, what gets distilled to useable content depends on a
number of factors, including your own ideology, audience, and sector. For example,
some infographics are edgy and entertaining, addressing controversial subject mat-
ter or viewpoints, and others are more straightforward.

It's very important to credit all your sources. Look for guidelines at the source of
your data: Organizations or sites that encourage use and sharing may request that you cite
their information in a specific way. If there are no guidelines available where you sourced
your information, use an academic citation guide. One of my favorites is the Harvard Business
School Citation Guide, available at http://www.library.hbs.edu/guides/citationguide.pdf.

¢ Where will your infographic be published? Some of the observations you make or
ideas and information you collect will translate differently in each infographic. Keep-
ing in mind the publishing parameters and channel expectations of your intended
channel and audience expectations will help you filter your ideas and information
for each visual you are working on. For example, if you are posting an infographic
online, such as to a blog or web page, you need to consider things such as usabil-
ity, limited resolution, user attention span, and screen size. In this case, your more
complex ideas may not make sense. On the other hand, if you plan to print your
infographic offline, where resolution and scale are less of a concern—such as info-
graphic poster—you can include a more robust level of information and detail.

Why

¢ Why is the information important to your audience? One of the fundamental
objectives of an infographic is to convey complex information to your audience in
a way that makes it relevant and easy to digest and understand. Using relevance
as a criterion during the information synthesis phase is another way to help filter
out ideas that may not meet the information needs of the people consuming your
content. If you can't think of one reason why the information you are visualizing is
important to your employees, customers, and prospects, it's time to abandon that
particular infographic concept and move on to a new idea.

How

¢ How easy is your information to understand? When you're distilling ideas or data,
use ease of comprehension to help guide your next steps. If your infographic inputs
lead to a confusing message, reconsider your direction and/or the type and scope
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of the information that's being utilized. To make sure your infographics clearly com-
municate your intended message, it helps to have a fresh pair of eyes check the
content. Consider having a few coworkers or colleagues assess your infographic
ideas during the info-synthesis phase. If other people don’t completely understand
your message, you need to go back to the drawing board.
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Designing Your
Infographics

fter taking some time to synthesize your information, you have a few ways to
bring an infographic idea to life. Two basic ways to approach the creation of your
infographics are in-house and outsourcing.

This chapter reviews the infographic do-it-yourself (DIY) option as well as some things
to consider if you decide to hire a designer to help you create your infographics.

THE CRITICS

Before getting into the nuts and bolts of in-house versus outsourced design,
let’s address the subject of criticism.

A healthy amount of discourse always seems to arise when it comes to the
subject of design. Regardless of the medium or skill level involved, inevitably a
person or group (motivated by theory, taste, or ego) deems a design flawed in
some way. Even the Masters had their critics!

With respect to infographics, heated debates have occurred over design prin-
ciples, aesthetics versus function, and whether mere mortals like you and me
should be designing our own infographics.

It's great to appreciate beautiful infographic design and important to recognize
the value that trained design professionals offer. That being said, infographics
designed in-house, although not always as slick as their agency counterparts,
can still be effective when it comes to communicating business data, ideas, and
information to your internal and external audiences.
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INFOGRAPHIC DIY

Some of the dynamics of the Digital Age that have fueled the growth of information design
have also helped democratize how infographics are created. Access to information about
best practices combined with the availability of inexpensive (or free) design tools and pub-
lishing platforms now allows businesspeople to start creating their own infographics.

One question that often gets raised about this new self-directed approach to information
design is “Should people who aren’t trained as designers really be publishing their own
infographics?”

AN INFOGRAPHIC RANT

| believe the novice and the expert can coexist in the world of information design. Design
purists may not agree, sometimes getting offended by the lack of aesthetic appeal and lim-
ited adherence to design principles displayed by the work of amateurs (when compared to
that of a trained and seasoned designers).

Really good design can attract attention (and an audience) to your infographic. However, |
think it's important to recognize that infographics don’t need to be artistic to be effective
(see Figures 7.1 and 7.2). It's also critical to understand that your audience won't necessarily
judge your DIY infographics based on artistic merit—or, for that matter, judge them at all.
On the contrary, if the goal is communication, the most important thing to your audience is
that your infographic teaches them something.

In my experience, even “professional” infographics can miss the mark, either not communi-
cating information effectively or displaying design aesthetics that spark criticism. In the end,
you need to figure out whether creating your own infographics makes sense—I encourage
you to experiment and measure the results. If feedback indicates your designs are meeting
the information needs of your audience, great. If your infographics are falling short as a com-
munication tool, think about outsourcing.



CHAPTER 7 | Designing Your Infographics 101

MATATATATATATATATS ..

WOMM .

Advocacy

AIATATATAT
FEATATATATRTATRTRTH

comecton PAPRIATRIRTATRIND =
FORTATATATATATATATAT

AUdle.nce - © Mark Smiciklas, Dlgltal Strateglst, In:arsectlonCansultmg‘com BUS|ness
Relationship Value

FIGURE 7.1 The social media advocacy model.

This infographic uses a modified funnel metaphor to present the concept of social media advocacy at a glance.
It explains where social media advocacy sits on the audience relationship spectrum while visualizing the steps
organizations can take to move connections toward becoming advocates.
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FIGURE 7.2 Facebook snakes and ladders.

This infographic uses a basic board game concept to teach audiences about the dos and don’ts of managing a
brand'’s Facebook page.
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I've used DIY infographics in blog posts, workshops, presentations, and strategic plans. In
my experience they have helped people understand complex ideas, learn things faster, and
embed knowledge. I've seen the positive impact on audiences and know that DIY infograph-
ics can work for you.

THE DIY INFOGRAPHIC FORMULA

When asked about the formula for his success, inventor Thomas Edison responded that it
was “one percent inspiration and ninety-nine percent perspiration.”

The formula for successful DIY infographics is very similar: consideration + inspiration +
perspiration.

Consideration

One of the first questions | get asked about DIY infographics is “What software should | use?”
As you will see later in the chapter, a number of free or inexpensive tools can help solopre-
neurs and small organizations visualize information.

The decision to start creating your own infographics needs to go deeper than software
selection. You should consider the following:

e Data—What type of information are you interested in visualizing? Converting a
straightforward idea or simple series of numbers into an infographic requires less
time and knowledge than effectively visualizing a complex data set. Consider the
scope of your information when deciding whether infographic DIY makes sense.

¢ Audience—Who will be consuming your infographic content? Everyone who
comes across your infographic content will have differing opinions based on who
they are, their perceptions, the value they can extract, and so on. It's impossible
to group your audience into a single identity. But it’s important to recognize that
the general nature and tendencies of your target markets will have some bearing
on whether DIY infographics are a viable option for you or your organization. For
example, an internal audience may offer a safer environment that is more conducive
to experimenting with infographic DIY compared to an external audience. Other
factors to consider are the persona of your buyers and the culture of the sector you
operate within. If your target buyers (or existing customers) are relatively easygoing,
unpretentious, and open to new and different styles of communication, in-house
infographics can be very effective. Similarly, if the culture of your sector is open,
progressive, and less “buttoned down,” the DIY approach has a greater likelihood of
creating a positive impression.
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¢ Resources—How much time and labor are you able (or willing) to invest? Many
of the tools used to create your own infographics are free or affordable, but that
doesn’t mean no costs are attached to in-house infographic design. Just like other
types of content, such as blog posts, whitepapers, and e-books, you should expect
to invest some time developing, creating, and publishing your infographics. Even-
tually, the decision to visualize information in-house comes down to a question of
return on time invested. If the business communication or inbound marketing ben-
efits justify the time you're investing, stick with the DIY approach. When this return
starts to become unfavorable, it may be time to consider outsourcing.

CALCULATING ROI

There is no set formula when it comes to calculating the ROI of your infographic efforts.
With each scenario being different, the value of your infographic content compared

to the time you invest will vary from case to case and depend, to some extent, on the
existing culture of measurement in your organization. (See Chapter 10 for more infor-
mation on infographic ROI.) For example, if you categorize infographics as advertising,
and your organization uses advertising metrics such as ad impressions and cost per
thousand impressions (CPM), you can use the same value assessment as you would
with other advertising campaigns. To get the approximate cost estimate, take the num-
ber of hours it takes to develop and create each infographic and multiply that by the
collective hourly rate of all the people involved in the design process. Next, measure
that against the total number of impressions your infographic received to come up
with a CPM that you can benchmark against other ad channels. Conversely, if info-
graphics are an integral part of your communication strategy, you may look at value
less mathematically. For example, | use infographics to illustrate my thinking, as an
awareness-building tool for my consulting practice, and to communicate ideas within
client documents. In this case, | calculate a rough cost of production (my hourly rate x
number of hours to create each design) to understand how | invest my time; however,
because they are an integral part of my communication mix and brand identity, | don't
feel the need to have to justify their creation based on standard ROl formula. A good
analogy in my case would be how | assess the value of my cellular phone—I don’t try
to figure out how much revenue is generated by my phone. | view infographics in a
similar light...more as an investment...a necessary business tool.
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Inspiration

As infographics have grown in popularity, a number of great online resources have emerged.
Look to some of these sites for inspiration if you need guidance or want to jump in on

a conversation, ask questions, learn more about information design, or just check out

what'’s possible.

Alltop
http://infographics.alltop.com

Alltop gathers the latest articles from a collection of the best sites and blogs that cover info-
graphics. The articles are organized into individual web pages and are displayed showing
the five most recent headlines and the first paragraph from each site. Alltop, referred to as
the “online magazine rack” of the Internet, helps you aggregate infographic content from
across the web into one location.

Cool Infographics
http://www.coolinfographics.com
Cool Infographics highlights a wide range of data visualizations and infographics found

across multiple channels, including the web, magazines, and newspapers. The blog has
grown to be one of the top sites dedicated to information design.

Daily Infographic
http://dailyinfographic.com

The folks at Daily Infographic scour the Internet for the best information designs and data
visualizations. They curate the ones that are most interesting and pick one to publish every
Monday through Friday. You can also subscribe to receive their daily infographic by email.

Fast Company

http://www.fastcodesign.com/section/infographic-of-the-day

Fast Company'’s Infographic of the Day web page features unique visualizations that high-
light and explain interesting subjects, issues, and news stories. The writers who contribute
to this section of the site are also known to make objective comments about featured info-
graphics. They offer insight into specific design elements, share what works, and identify
gaps and missed opportunities to inform.
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Flowing Data
http://flowingdata.com

Flowing Data explores how researchers, scientists, and designers use visualization to help
mass audiences understand the meaning and relevance of all the data around us. Check out
the Beginner’s Guide for a list of Flowing Data’s most popular posts, or access the archives,
which are sorted by information visualization category. The site also has a discussion forum
that’s a great learning resource and the perfect place to ask questions about infographics
and data visualization.

Good Magazine
http://www.good.is/infographics

Good is a general-interest magazine that is focused on social consciousness. This media site
has a dedicated infographic section that features a weekly visualization covering a variety of
topics, including the environment, politics, education, health, and popular culture. A com-
munity of designers contribute to Good, helping create a collection of self-contained info-
graphics that offer unique insight into social issues.

Info Graphics
http://www.flickr.com/groups/16135094@N00/

Info Graphics is one of the largest Flickr groups dedicated to information visualization. The
site has almost 6,000 infographics from all around the world. You can post questions or com-
ments via the discussion feature and use the search functionality to find infographics based
on category or topic.

Information is Beautiful
http://www.informationisbeautiful.net/

Information is Beautiful is a site created by data journalist and information designer David
McCandless. This is a cool resource, because it shows what’s possible with DIY infographics.
McCandless has no formal design background and is totally self-trained. The site features
simple infographics that aim to visualize interesting data sets, ideas, issues, and statistics.

pinterest
https://pinterest.com/search/?q=infographics

Pinterest is an image-sharing website and community best described as a virtual or digital
pin board. Users “pin” images from websites they visit, creating collections referred to as
“boards” based on themes or topics that interest them. Because of the growing popularity
of information visualization, many Pinterest users have set up infographic boards. Browsing
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these pages is a sure way to gain some information design inspiration. Here are a few collec-
tions to help get you started:

David Armano: http://pinterest.com/davidarmano/social-business-visuals/
Joe Chernov: https://pinterest.com/jchernov/infographics/

Jess3: http://pinterest.com/jess3/infographics/

Randy Krum: http:/pinterest.com/rtkrum/cool-infographics-gallery/

Neilson Spencer: http://pinterest.com/tunnlvsmountn/infographics/

visual.ly
http://visual.ly/

visual.ly is one of the largest infographic and data visualization communities on the web.
The site collects the best infographics from across the Internet and archives them for you

to explore and share. You can also set up a profile that doubles as a portfolio, allowing your
infographics to gain exposure and receive feedback from the community. In addition, visual.
ly recently launched a “create” function that uses a variety of preset design themes to help
you create your own infographics using public data available via Facebook and Twitter.

Perspiration

Although the process of creating your own information designs is straightforward, in order
to optimize the impact of your infographic content, you should expect to invest some time
and energy learning about design fundamentals and how to get the most out of the tools
you will be using.

Knowledge Is Power

Formal design training is not a prerequisite for creating infographics. However, making your
designs effective at communicating information to your audience can be a more complex
proposition that requires education, practice, and experimentation. The more time and
energy you invest in gaining knowledge about design fundamentals, visual communication,
and use of tools, the more successful your infographics are likely to be. The Internet offers an
endless array of resources, examples, and best practices related to infographics. Some web-
sites offer excellent content, and others are mediocre at best. Whether you're researching

an idea for an infographic or just aiming to learn more about information design, it’s always
best to visit multiple sites and invest the time to dig into reader comments for diverse opin-
ions and a balanced assessment of the quality of the information you are getting.

In addition to the online sites, resources, and communities mentioned here, a number of
great visual learning and design books are available to supplement your infographic knowl-
edge. (See the “Books” section in Chapter 11 for a selected reading list.)
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Tools

After you've distilled the information from your observations and research, it’s time to
develop some concrete ideas and get ready to design your infographics.

Here a bit more sweat equity is required on your part. A number of free and inexpensive
tools can help you visualize information from scratch or provide a platform to simply assem-
ble graphical elements. (See the “Tools” section in Chapter 11.) However, you need to experi-
ment with different software, platforms, and applications to see what tools best meet your
needs. The learning curve and time required to assess each tool will vary, but | recommend
that you budget two to four hours for initial testing of each application.

OUTSOURCING

If you're uncomfortable with the DIY approach, outsourcing is another way to add informa-
tion visualization to your business communication mix.

Here are two of the main reasons why you might consider contracting out the creation of
your infographic content to a freelance designer or agency:

¢ Abilities—Outsourcing lets you access design skills, knowledge, and experience
outside the four walls of your organization. Outsourcing makes sense when you
don’t have the requisite skill set to create your own infographics or when your
in-house design team doesn't have experience with information design or data
visualization. Quality requirements may be another factor when it comes to decid-
ing whether to farm out your infographics. Consider outsourcing if your audience
demands a level of design quality that is beyond your ability. Also consider it if you
have a special project that requires a design aesthetic or level of functionality that is
outside your normal infographic production ability.

¢ Capacity—Outsourcing the development of your infographics also makes sense
when you simply don’t have the internal labor resources to do it yourself. Or per-
haps your in-house designer’s efforts are put to more effective use creating other
important communication materials or marketing content. In addition, your pub-
lishing frequency could have some bearing on the decision to outsource. If your
objectives for infographic content dictate a publishing frequency beyond your cur-
rent abilities, outsourcing is a good way to supplement design capacity. Conversely,
outsourcing also makes sense if infographics are not a regular part of your content
marketing mix. Contracting a designer with information design skills for the periodic
development of infographics would be more economical than hiring a dedicated
in-house designer.
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GOING PRO

Although modern infographics have been around since the 1970s, recently they have surged
in popularity. They are becoming an important part of an organization’s communication and
content marketing mix.

As a result, a new breed of graphic designer and creative agency has emerged to help meet
the needs of organizations looking to visualize and share their ideas, information, and data
(see Figures 7.3 and 7.4).

But why would you choose to work with an independent designer or agency that specializes
in information design?

Process

One reason to collaborate with an infographic designer is his or her approach to managing
a visualization project. Agencies immersed in the field of information design tend to under-
stand the importance of balancing communication goals with aesthetics and can add strate-
gic value to the design process.

Jason Lankow, cofounder and CEO of the infographic design firm Column Five, feels the
value proposition his company offers clients extends far beyond design.

“The most important way we add value for clients is through our process. We help them
understand the data they have, guide the definition of their communication objectives, and
develop a comprehensive plan to visualize their information,” says Lankow. “Once we under-
stand an organization’s goals, we are able to offer constructive feedback and help guide
infographic design so the information tells an interesting and meaningful story.”
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FIGURE 7.3 Cigarette taxes represented by photos.

Column Five used a unique photo infographic approach to visualize tobacco consumption and taxes in the U.S.
Governments continue to increase tax rates on cigarettes at the federal and state levels to try to keep pace with

growing health concerns and related costs. (Source: Column Five for Turbo Tax)
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FIGURE 7.4 A history of disruptive innovations in B2B marketing.

Information design firm JESS3 created this infographic for Eloqua to honor the history of “disruptive
innovations.” The infographic supported the launch of a new Eloqua product that merged multiple disruptive
technologies into a single product solution. This infographic has been edited. To see the full version, go to
http://blog.eloqua.com/history-of-disruptions-b2b-marketing. (Source: Eloqua.com)

Experience

Another reason to consider working with an information designer is experience. Partnering
with a designer or agency that has a track record of visualizing information can help reduce
friction during ideation, creation, and publishing.
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Column Five provides a good example of this in practice. Having created and promoted
thousands of infographics, the firm’s experiences act as an infographic knowledge base

that it draws on to help a diverse range of organizations with a wide variety of information
design needs.

“Regardless of the type of infographic project or the delivery format, every client we work
with derives some benefit from the experience we have accumulated,” says Lankow. “Devel-
oping infographics across all industries, from start-ups right through to the biggest compa-
nies in the world, helps us really understand the information design process and provides
unique insight into the needs of each client.”
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WORKING WITH STUDENTS

If you are not interested in creating your own infographics, or if you have budget constraints
that limit your ability to hire a professional designer, consider collaborating with a student
on your information design projects.

There can be some limitations to working with students (see hiring tips) but, on the positive
side, young designers often bring a high level of energy, dedication, enthusiasm, and creativ-
ity to a project.

This type of design partnership is also mutually beneficial. Your organization can create and

publish infographics with a limited budget, and a young designer can build his or her port-
folio and gain experience from working with real clients.

But how do you go about finding design students to work with?

Schools

One of the first places to find graphic design students is through your local university, col-
lege, or art school.

If the school does not have an organized work program, you may need to contact faculty for
recommendations or keep an eye out for campus job boards or newspapers where students
might advertise.

In many cases, however, design schools have a more formal mechanism for connecting stu-
dents with organizations that offer work experience or employment opportunities.

Co-op Programs

One program that seems to be universal across many design schools and universities is the
cooperative work term, or co-op.

These programs place students in full-time positions for a semester. This is a mutually benefi-
cial program that gives local organizations access to talented young designers at entry-level
salaries while giving students valuable work experience. In some cases local governments
even subsidize part of the student’s salary for the duration of the work term.

Online Marketplace

Web-based platforms such as Elance and oDesk help organizations find qualified freelance
graphic designers around the world. Another such site also has emerged specifically to help
connect organizations with design students.
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OrangeSlyce? is an online marketplace dedicated to student designers. The service provides
an easy way for organizations to find a design school student for their infographic project.

The service is easy for organizations to use. Simply select a design category, and enter your
project description and budget. The system lists recommendations for the top design stu-
dents and sends you applications from designers who are interested in your project.

Tips for Hiring a Graphic Design Student

Obviously, collaborating with students is a bit different from working with experienced
designers. If you decide to hire a design student for a project or extended work term, keep
the following best practices in mind:

¢ Assign someone to communicate with the student and act as a project guide. Most
students don't have a lot of real-world design experience, so it’s in your best interest
and theirs to have someone work closely with them and manage the process.

¢ Clearly define the work that needs to be done. Because of their lack of experience,
students may need explicit instructions to guide their work. Give them a written
project brief to avoid confusion, and regularly communicate project details.

e Set reasonable quality and timeline expectations. Student designers often don't
have a lot of experience and are learning as they work on each project. Don't expect
the same level of quality that you would receive from a seasoned designer. Also,
expect to have to work through multiple iterations, especially early on in your work-
ing relationship, and set deliverable schedules accordingly.

¢ Build a positive working relationship. If things go well, your students could work on
multiple projects for your organization while they are in school. In addition, you may
have an opportunity to hire them as full-time designers after they graduate.

Eleven Areas of Consideration When Hiring an Infographic Designer

You can take two routes when outsourcing infographic design: hiring an agency, or working
with an independent designer (freelancer). There can be pros and cons to both. For example,
agencies generally employ a number of designers who have varied skill sets and are able to
offer a wide spectrum of services. But, because of their overhead, their fees might be higher.
On the other hand, freelance designers may be more economical because they work on their
own but might be less diverse in their service offering.

The choice between hiring an agency or a freelancer has to be based on the needs and
capacity of your organization. Whether you decide to work with a creative firm, an agency
that specializes in infographics, a freelance graphic designer, or a student, here is a list of
things to consider before making your decision:
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¢ Portfolio—Be sure to take a look at the designer’s portfolio. These are organized in
different ways based on the designer but should include samples of his best work
and help you understand the types of information design projects he has been
involved in. It is rare for a designer not to have some form of portfolio, but if he
doesn’t, you should consider that a red flag.

¢ Communication—How well a designer communicates is just as important as how
technically skilled he or she is. Referring to the portfolio, ask prospective design-
ers some questions about the projects they have worked on. What was the client’s
objective for the design? What was the designer’s role in the project? Did she come
up with the creative concepts, or did she receive design direction? What were the
outcomes or business results? How a designer describes her portfolio or her involve-
ment in a project gives you a good idea of her communication abilities and whether
she is a good fit for you to work with.

e Services—It's important to understand a designer’s abilities and business model to
establish if he can meet your needs. What infographic design services does he offer?
Does he work on all his projects in-house or subcontract?

e Size—An agency’s size can affect its abilities regarding design and project scope.
The rule of thumb is that bigger projects tend to be handled by bigger agencies.
The key is to find the designer or firm that is the best fit. A small agency or designer
collective could still have the skill set and capacity to meet your information design
needs, even on larger projects. It's also important to consider service levels. Just
because an agency is large doesn’'t mean it offers great service. It pays to talk to
clients of prospective designers, big or small, to get the scoop on service.

¢ Conflicts—In some cases you may not want your designer working with you
and a competitor at the same time. Check to see if prospective designers have a
policy when it comes to conflict of interest or confidentiality. Moral or philosophi-
cal conflicts may also be an issue for some organizations. For example, you might
be uncomfortable hiring a designer or agency that works with alcohol or tobacco
brands. Establish what you're comfortable with in this area, and check to see if any
conflicts might exist.

¢ Category expertise—Similar to working with a designer who specializes in infor-
mation design, it might be important for a prospective designer to have industry,
sector, or product experience as well. If your infographics are targeted to a specific
audience, this might be a requirement, so be sure to inquire about this when assess-
ing a designer’s portfolio. Note that there are also benefits to working with design-
ers who have no experience with your category. In these cases a designer often
can bring a fresh perspective because he is not influenced by industry perceptions,
norms, and ideas about how things should be presented or communicated.
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¢ Creative skills—If you need help with developing ideas and infographic concepts,
be sure to assess a designer’s creative skill set. Is she clever, imaginative, good at
brainstorming and developing ideas, adept at problem solving?

¢ Process skills—Check to see how the designer manages projects. If he or she has a
process in place, this mitigates the risk of your infographics falling behind schedule
and going over budget.

¢ Social proof—Ask for testimonials, references, and case studies to establish how
well the designer has worked with other clients.

¢ Miscellaneous—Look into the designer’s or agency’s background and history, how
he uses information design in his own content marketing, what design organiza-
tions or associations he belongs to, and so on.

¢ Test project—If you're still unsure after going through all these steps, ask the
designer to work on a (paid) test project. Brief her on a real project, and see what
happens. This process will give you a firsthand look at her information design
“chops” and, more importantly, help you figure out how she communicates and
how well you work together.

Infographic Pricing
Like other business services, pricing for infographic design doesn’t have a set formula or

structure. The fees agencies or freelancers charge vary based on a number of factors, includ-
ing scope of services, experience, skill set, reputation, market demand, and business model.

Here is some general information about infographic pricing to help guide your decision
making. (Note: Every agency and freelance designer has their own fee methodology based
on a variety of criteria. These ballpark prices are intended to offer high-level insight. It's
important to do your due diligence with respect to pricing before hiring a designer.)

¢ Agencies—Depending on the size, skill, and reputation of the agency, hourly fees
for infographic design services might vary from $150-$250 per hour. In some cases,
agencies have blended pricing based on their service offering. For example, if a
project requires development of an infographic content strategy as well as research
and design, an agency will bill out a different rate for each service with strategy
usually being the highest, followed by design and research on a declining scale.
Although internal costs are calculated hourly, to make it easier for clients many
agencies quote on a project basis. Some of the factors that go into the final cost of
an infographic include the following:

e The scope of services. Agencies fees vary according to the services you require.
Some of these could include strategy, research, design, and promotion of your
infographic.
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e Number of iterations. Depending on how refined the infographic idea is at the

onset of the process, the final information design could go through multiple
variations before getting published. This development process comes at a pre-
mium but usually results in a well-thought-out infographic.

Project scope. Based on complexity, some infographics take longer to design than
others. A simple set of graphs will take less time than a detailed information
design that conveys a process, concept, or issue.

¢ Freelancers—Independent designer rates also vary but are based on more indi-
vidual criteria such as skill set reputation and market demand. Generally, freelance
designers tend to charge lower rates than agencies: $75-5$150 per hour. In some
cases, because of limited supply of designers specializing in data visualization and
information design, fees can be comparable to that of agencies.

Students—Design student rates usually are based on experience. Some students
have robust portfolios while others are limited in their practical experience. Student
design rates are likely in the range of $25-$50 per hour.

Infographic websites—Online services offering infographic design usually are
comprised of a collection of independent graphic designers and tend to offer lower
flat rates based on a set service offering. Here are two examples:

e UK firm, Design by Soap (http://www.designbysoap.co.uk/infographic-design),

offers a basic infographic design package where you provide the research, start-
ing at £299 (~US $475). They charge incremental fees for premium services such
as rush production, research, and social media promotion.

Info Monkeys (http://www.infomonkeys.com/Pricing.html) is another online ser-
vice that offers flat rates for information design services. Their fees start at $950
for a design that includes two revisions and unlimited phone/email support.
Additional fees apply for research, copywriting, and social media marketing.

ENDNOTES

1.

Jason Lankow, interviewed by the author, January 2012

2. http://www.orangeslyce.com
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Publishing Your

Infographics

After your infographic is created, it's time to share it with your audience.

Infographics can be published across a variety of channels, including web outlets
such as blogs and social networking sites, as well as offline formats such as print
media.

As discussed in previous chapters, one of the most important factors in the creation
of your infographics is understanding your audiences’ information needs. Similarly,
when it comes to publishing your infographics, it’s critical to understand how your
audiences consume that information. Are they online reading blogs and surfing social
sites? Do they still read printed content?

AUDIENCE RESEARCH

Here are a couple of ways to determine your audience’s favorite social media
sites and how they prefer to consume information:

¢ Surveys—Use tools like Google Docs or Survey Monkey to create sur-
veys (for free) to send to your customers or embed on your website.

¢ Email appending—Use a web application like Fliptop, which accesses
public information found on the Internet, to append your existing
email data base with social media information from your audience.
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ONLINE PUBLISHING CHANNELS

The rapid rate of social media adoption blended with the proliferation of simple digital tech-
nologies has created a publishing environment that is easily accessible and manageable for
organizations and solopreneurs.

You have two primary channels to focus on when it comes to publishing your infographics
online: your home base and your outposts. In addition, outposts can be further segmented
into publishing and promotional platforms.

Blogger, public speaker, and author Chris Brogan first wrote about home bases and outposts
in the context of developing social media awareness. He refers to home bases as the places
where you spend the most time building your digital presence, such as your blog or website.
Brogan defines outposts as “those social sites where you might consider maintaining an
online presence, but where your participation will be split between interacting with people
there, and guiding them gently to your home base.”" This might include a platform such as
Facebook.

Another way to look at these channels is through the use of a real estate analogy. Think of
home bases as places you own and outposts as places you rent. The mechanism of publish-
ing content on your home base and on some outposts can be similar. For example, you can
post an infographic on your blog and also host that same content on your Facebook page.
However, one critical difference between your home base and outposts is in the level of con-
trol you have over the actual publishing channel. You have full control over platforms such
as your blog and website. On the other hand, you are subject to the platform parameters
and business direction of third-party channels such as Facebook and YouTube. If Facebook
decides to change its features, functionality, or corporate direction, you can't do much about
it. It's important to view your infographic content as a business asset. Balance hosting info-
graphics between your blog and other social media channels and be aware of the risks and
implications of having outposts form the foundation of your content publishing strategy.

It's important to take a holistic view of publishing, looking at each channel from the per-
spective of a publishing ecosystem (see Figure 8.1). Which channel combinations will best
serve your infographic communication needs? It makes business sense to take a balanced
publishing approach where you can leverage the communication benefits of popular social
networks such as Facebook while maintaining security, stability, and control via your info-
graphic home base.

Regardless of where you choose to publish your infographics, it's important for your home
base and outposts to reflect your organization’s communication objectives, as well as repre-
sent your audiences’ digital presence and activity.
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FIGURE 8.1 The publishing ecosystem.

When it comes to publishing infographics, you can use three integrated channels to communicate and connect
with your audience. On your home base, you own and direct web traffic. On your publishing outposts, you rent
where you can post infographics and also interact socially. On your promotional outposts, you rent where you
can share links to your home base and create infographic mashups (see Chapter 9).
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INFOGRAPHIC HOME BASE

The publishing home base for your infographics depends on your organization’s communi-
cation objectives and the purpose of your information designs.

If your visualizations are being used to communicate with external audiences such as cus-
tomers and prospects, your home base will likely be your blog or public-facing website. On
the other hand, if they are used for internal communication, they could reside on an intranet
or internal blog.

The following sections describe the main publishing channels to consider when deciding on
a home base for your information designs.

Blog

Over the last ten years blogs have become a popular web publishing tool. Individuals and
organizations use them to communicate with audiences, share ideas, offer insight, serve
their customers, and market their brands.

A recent study conducted by the Center for Marketing Research at the University of Massa-
chusetts Dartmouth found that, although declining or static in some sectors, blogs are still a
significant part of the content publishing mix for many organizations. Blogs are used by 37%
of Inc. 500 and 23% of Fortune 500 corporations to communicate with their audiences.?

Blogs may not be the de facto publishing choice when compared to evolving channels such
as Facebook and Twitter. However, if you are using your infographics to communicate and
connect with external audiences, they can be a viable and effective home base for your
information designs.

Here are a few reasons you may want to consider publishing infographics to a blog:

¢ Engagement—BIlogs are interactive. Your readers can leave comments, enabling
opportunities to engage in a conversation about the infographic content you are
publishing. In addition, functionality that facilitates the easy distribution of your
content is native in blogs. For example, blogs bake in the ability for audiences to
subscribe to your infographics via email or RSS (Really Simple Syndication).

¢ Flexibility—Blogs are a good home base for your infographics because they give
you the flexibility to expand on the story behind your information design (see
Figure 8.2). Writing a concise narrative in conjunction with your infographic helps
flesh out data, ideas, and concepts and adds more texture to the message you are
communicating.
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FIGURE 8.2 Eloqua infographic blog post.

This is an example of an infographic published to a corporate blog. Eloqua uses its blog as home base,
publishing information designs and copy that add insight and context. In addition, Eloqua includes

a snippet of HTML code under each infographic so that users can easily embed information designs
on their own site. (Source: Blog.Eloqua.com. To see the full blog post, visit http://blog.eloqua.com/
history-of-disruptions-b2b-marketing. )

¢ Search engine optimization (SEO)—Blogs have inherent elements that can help
your infographics get discovered by search engines such as Google. One criterion
that helps web pages gain a higher search engine rank is the steady publishing of
new content. One characteristic of blogs that is conducive to SEO is the creation
of new web pages (that get indexed by search engines) every time you publish an
infographic.

¢ History—Blogs create a repository that allows infographics to be easily tagged and
sorted so that they can be discovered, consumed, and used as an ongoing resource
by your audiences long after their initial publishing date.
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As audiences continue to seek out information online it's becoming more important for organizations to
understand the importance of brand journalism and their role as publishers.

FIGURE 8.3a Intersection infographic web page.

Website

In many cases the static parts of your website, such as information pages, can act as an
additional home base for your infographic content. For example, | regularly post information
designs to my blog and consider it my publishing home base. | also publish infographics to
specific web pages on my website (see Figure 8.3). New or revised information designs are
published only occasionally, but these subpages still act as a secondary home base, because
they receive important web traffic, and their goal is to inform prospects and clients.
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Are you a little unsure about what goes into the design and development of an effective website? Intimidated by
the techno-babble? Concerned about over-paying?

FIGURE 8.3b Intersection infographic web page.

Your website can act as a secondary home base for the information designs you create. In these
examples, web pages related to service offerings are used to host infographics. In this case, visualizations
are used to help explain important ideas and concepts related to content strategy development and
website project management, two of my practice areas.

Look at your static web pages as an opportunity to have a secondary home base for your
infographics. Publish information designs that enhance existing text content and visualize
product features, service offerings, business models, ideas, concepts, and processes.
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Intranet

Intranets (internal websites) act as employee communication hubs within many larger orga-
nizations. They inform, educate, fuel productivity, prime culture change, and facilitate col-
laboration among internal stakeholders and teams.

Intranets are a logical home base for your infographic content if your communication objec-
tives center on meeting the information needs of your internal audiences.

Here are some ways you can use intranets to publish infographic content:

¢ Process information—Infographics can be used to help embed knowledge with
respect to important organizational tasks and processes. For example, you could
have an infographic how-to section on your intranet that hosts visualizations illus-
trating everyday work flows such as processing support tickets, writing sales orders,
or filling out purchase requisitions. When it comes to employee education, the goal
of intranets is to provide easily accessible content that can spread know-how across
the organization. Infographics serve this purpose well because they present a form
of visual literacy that is easily digested and ideal for sharing.

¢ Company information—Many corporate intranets have a section dedicated to
human resources that includes information such as employee forms, guidelines, and
company policies. Infographics that visualize company timelines, employee hierar-
chies, and department structures could be published to supplement existing docu-
ments, providing employees with expanded information about your organization. In
addition, product- or service-centric infographics that illustrate features or program
details can be added to enhance text-laden documents such as specification sheets.

¢ Entertainment—Intranets also act as a social platform for organizations. Internal
blogs, which have all the functionality of the public-facing blogs discussed in the
preceding section, engage employees and highlight corporate culture. Infograph-
ics are a perfect fit within this internal blogging framework. They can be used to
introduce new ideas, spark dialog, highlight company or industry news, or simply
entertain.

INFOGRAPHIC OUTPOSTS

Your infographic outposts are the places where you maintain an online presence but don't
own it. Although you don't have the same level of publishing control over these channels,
they are still an important part of a well-rounded publishing strategy. You may be at the
occasional whim of sites such as Facebook and YouTube. But if your goal is to use infograph-
ics to engage external audiences, the popularity and communication reach of these digital
channels are too big to ignore.
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To reiterate, it's important to look at your publishing outposts strategically. Each outpost
you choose to publish on should have a relevant connection to your target audience. If your
customers or prospects don't use a particular channel, don't invest energy and resources
building an outpost there.

The following sections describe some infographic outposts.

Third-Party Blogs

In addition to publishing infographics on your own blog, there are benefits to guest-posting
your information designs on other sites:

¢ Exposure—By guest-posting your infographics to quality sites, you can leverage
existing (larger) audiences to build awareness across a variety of digital channels.
For example, | contribute infographics to Social Media Explorer, a leading blog that
publishes content related to the world of digital and social media marketing and
communication. The exposure | gain from access to a large, quality audience far out-
weighs what | would be able to accomplish via my site alone. To illustrate, a recent
post garnered the following exposure: 854 tweets, 41 likes, 18 Google +1s, and 128
shares on LinkedIn. Use tools such as Google Blog Search, Technorati and blogger
outreach dashboard, blogdash.com, to find blogs and influential bloggers in your
sector. In addition, if you are interested in learning how to develop a successful
blogger outreach program, check out this informative article posted on the Edelman
Digital website: http:/bit.ly/1467Zp.

¢ Links—In addition to exposure, guest-posting your information designs on other
popular blogs presents the opportunity to build links back to your site (home base),
helping improve your search engine rankings. When you post an infographic, or
other content, to a third-party site, you normally get to include an author descrip-
tion. Here you can embed from one to three back links, depending on the pub-
lisher. Figure 8.4 shows my author box on Social Media Explorer and the links that |
can use.

o Traffic—The by-product of the links just discussed is the traffic that gets directed
back to your site (home base) when people click them! A series of guest posts on a
highly trafficked blog can start driving quality visitors to your site, exposing them to
information about your products, services, and organization.
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FIGURE 8.4 Author box back links.

This is an example of my author box on Social Media Explorer. When you post as a contributor or guest, most
publishers allow you to include a few backlinks in your author byline, helping improve your search engine
rankings.

Facebook

Even with constant changes taking place when it comes to publishing rules for business
pages, Facebook is simply too huge to ignore if your audience hangs out there.

A couple of dynamics really make Facebook conducive as an outpost for publishing info-
graphic content: sharing and multimedia.

The process of sharing content on Facebook is so easy that it's become second nature for
active users. As a result, using the channel as a publishing outpost helps your infographics
gain exposure.

In addition, Facebook is geared toward making it easy to present and consume multimedia
such as images and video. Using inherent functionality such as photo albums presents an
excellent opportunity to display your information designs, as shown in Figure 8.5.
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FIGURE 8.5 Facebook infographic photo album.

Facebook photo albums are an effective way to publish and share infographic content.

Flickr

Flickr is a popular image-hosting website and photo-sharing community that currently has
more than 50 million members® and more than 6 billion images uploaded.*

Flickr has established itself as a resource for bloggers and other publishers in need of free
images to include in blog posts and online articles. This site dynamic presents a great oppor-
tunity to gain exposure for your infographics and generate traffic back to your website

or blog.
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Many Flickr users offer their images for sharing under a Creative Commons license—a non-
profit copyrighting alternative for content creators.’

People search for and use content under different types of licenses, the most common being
“attribution-only.” In this case a Flickr user can download and publish an image as long as he
or she attributes it to the creator, usually in the form of a link to the Flickr page where the
image resides.

If your infographics are interesting and relevant, they can get discovered via Flickr search
and end up being used by publishers across the web. This creates awareness of your infor-
mation designs and exposure for your brand.

For organizations that are not comfortable having their infographics republished
without their express permission, Flickr also offers the ability to post images under full copy-
right. This gives you more control but will likely eliminate most people’s interest in using the
images, thus negating the brand exposure benéefits of the channel.

When it’s time to upload your infographics to Flickr, use the following best practices to help
get discovered and generate traffic to your blog or website (see Figure 8.6):

¢ Title—Use relevant keywords in the title of your infographic.

¢ Description—Help guide users to your website or blog (home base) by embed-
ding a URL into the image description box. In addition, take the time to offer some
insight into the information design by writing a concise description.

e Tags—Be sure to attach tags to each infographic. Use keywords that your audience
might search for when browsing for images.

Note that Flickr is free. The site also offers a Pro account option that gives you unlimited
storage and uploads, unlimited numbers of sets and collections, access to your original files,
account stats, ad-free sharing and browsing, and high definition video uploads and playback.
Pro account fees are $6.95 for 3 months, $24.95 for one year, and $44.95 for two years. In

my opinion, if you plan to cross-publish all your infographics to Flickr, the account statistics
alone make the Pro account a worthwhile investment.



f I 3 k ® Signed in as Intersection Cansulting _b_ & MY new) Help Sign Out
Ic r from YAHOO]

Home You Organize & Create - Contacts -~ Groups - Explore - Upload Search

Photo / Edit details
Title

Social Media Strategy Learning Curve and Framewnrk]

Description

B :|Ea href="http’/www.intersectionconsulting.com” reI:'nnfulln\nbwww.Intersecﬂun:nnaultng.:umﬁajt "!
| 'can be cultfor organizafions 1o see he siralegic big piciure when Nl comes 1o social media, especially
| ifthey are focusing all their energy on tools and tactics. Questions abound ... How does social media
| investment relate to business value? What are the real costs? What impact does social media strategy =
have on organizational culture? What kind of strateaic thinking do businesses or non-profits need to
embrace? What do leaders need to understand about the social media adoption curve as itrelates to the
evolution of the campany?

What are tags? )
This high level framewark is designed to illustrate the social media l2aming curve and to help business =

Tags are like keywords or labels thatyou addto a and non-profit leaders understand how strategy relates to investment, value and culture. A

photo to make it easier to find later. You can tag a

photo with phrases like “yosemite hiking mountain

trail.” Later if you look for pictures of Yosemite, you can Tags
ust click thattag and get all photos that have been
I o g Y P ( : [ “social media” “social media framewark” "social business” “social media strategy” ]
tagged that way.
Parals cat Ta SPGLE, CEMEr=pNONE UrDen moblog, Ol 10 Ul < wolos maemer n one tag, use double

For more on how tags work, see our Tags FAQs.

FIGURE 8.6 Flickr publishing best practices.

It's important to use keywords effectively when uploading your infographic to Flickr. To get discovered and generate traffic for
your blog or website, you should do several things. Use keywords in your image title, add your URL and a brief description of
the infographic, and tag your infographics to make them easier to find.

soydesBojul nop Buiysiiand | 8 43 LdYHD

—_
w
—_




THE POWER OF INFOGRAPHICS

Infographic Websites

Sites dedicated to showcasing infographics are another potential publishing outpost for
your visualizations. The two types of infographic websites are ones that allow you to sub-
mit or upload files yourself, and those that control what gets published. For the latter to be
effective, you need to develop an outreach strategy. This topic is discussed in more detail in
Chapter 9.

Here are some of the sites where you can publish your infographics:

Self-Publishing

¢ Visual.ly, http://visual.ly—This site lets you upload static, interactive, or video info-
graphics with a free account. After logging in, you simply upload your infographic;
assign a title, description, and tags; and then publish.

Submissions

¢ Cool Infographics, http://www.coolinfographics.com/contact/—You can submit a
description of your infographic with an image link via the site’s contact page.

¢ Daily Infographic, http://dailyinfographic.com/contact—You can request that your
design be featured on Daily Infographic by emailing the site’s administrator, Jay
Willingham, via the contact page.

¢ Infographic Site Dot Com, http://infographicsite.com/submit-infographic/—To sub-
mit your infographic, just send a link via the online submission form. The site also
offers a premium placement program for branded infographics or designs that need
to be published on a specific date.

¢ Infographics Showcase, http://www.infographicsshowcase.com/submit/—This paid
site charges $100 for a submission that includes an infographic review and a link to
your website. The reviews are unbiased. Therefore, if you are uncomfortable with
your infographics being critiqued honestly, this option may not be for you.

e Killer Infographics, http://www.facebook.com/
KillerInfographics?sk=app_206541889369118—To submit your infographic, simply
“like” the Killer Infographics Facebook page, and fill out the submission form.

¢ The Infographics, http://theinfographics.blogspot.com/p/submit-infographic.html—
To submit your visualization, simply email the site’s administrator a URL and a
description of your infographic.


http://visual.ly
http://www.coolinfographics.com/contact/
http://dailyinfographic.com/contact
http://infographicsite.com/submit-infographic/
http://www.infographicsshowcase.com/submit/
http://www.facebook.com/KillerInfographics?sk=app_206541889369118
http://theinfographics.blogspot.com/p/submit-infographic.html
http://www.facebook.com/KillerInfographics?sk=app_206541889369118
http://visual.ly
http://www.coolinfographics.com/contact/
http://dailyinfographic.com/contact
http://infographicsite.com/submit-infographic/
http://www.infographicsshowcase.com/submit/
http://www.facebook.com/KillerInfographics?sk=app_206541889369118
http://theinfographics.blogspot.com/p/submit-infographic.html
http://www.facebook.com/KillerInfographics?sk=app_206541889369118

Publishing Your Infographics

OFFLINE PUBLISHING OPPORTUNITIES

Although infographics have exploded primarily as a result of digital communication, you can
use a few offline channels to publish your infographics.

Because of their visual nature, infographics are well suited to be published in a tactile for-
mat such as print. Before jumping in, it's important to understand how your audience uses
offline channels. How many employees, customers, or prospects are exposed to print media?
Which offline channels are stakeholders using to consume content?

In addition, because offline publishing can be expensive, be sure to consider the potential
return on your infographic investment before moving forward. If only a small percentage of
your audience is accessible via offline media, it may not be a viable publishing option.

In most cases offline publishing makes the most sense if you are using infographics to com-
municate with internal audiences. Many organizations are still paper-based and use print to
communicate and disseminate information.

Here are some ways in which you can publish your infographics offline:

¢ Brochures/sell sheets—Some clients or prospects are still accustomed to receiv-
ing printed information about your company. If you have products, services, or
processes that can be visualized, consider printing infographics in the form of bro-
chures or specification sheets.

¢ Guides/manuals—When it comes to internal communication and education, info-
graphics are a good fit to be included in employee guides, information manuals, or
resource booklets.

¢ Newsletters—Infographics make great inserts if your organization still sends out
printed newsletters.

¢ Prints/posters—If you have an infographic that visualizes a complex process, hier-
archy, or map, consider printing a large-format poster that can be displayed in rel-
evant areas of the organization.
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Infographics

as an Internal

and External
Communication Tool

As discussed in Chapter 1, brain science related to how we process visual informa-
tion presents a number of compelling reasons for using infographics as a busi-
ness communication tool:

¢ Half our brain’s physical real estate is connected to visual functions.
¢ Our brains process visual information more quickly and easily than text.
¢ Our brains crave novelty.

But where does information design fit into the marketing mix, and how do you use
infographics to create awareness of your products, services, and organization?

USING INFOGRAPHICS TO BUILD YOUR BRAND

In a nutshell, your brand’s value is tied to how your audience perceives you.
These perceptions stem from the experiences your audience has with your
brand across a variety of touch points.

One of these touch points is your communication. How you communicate can
affect how the marketplace views you. Therefore, the goal of your organization
should be to develop a communication mix that helps build and sustain posi-
tive audience perception. From creating awareness and sparking engagement
to highlighting personality and showcasing expertise and thought leadership,
infographics can be used to help achieve this objective.
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It's important to recognize that information design is only one piece of the communication
puzzle. Infographics need to be integrated into your overall communication strategy and not
treated as a stand-alone tactic.

THE BUSINESS OF INFOGRAPHICS

More and more organizations are using infographics as a communication tool to connect
with their audiences and to elevate their brands above a crowded marketplace.

Jason Lankow, CEO of Column Five, feels that more corporations and nonprofits are embrac-
ing infographics as a viable communication tool as information design becomes an estab-
lished medium. He likens it to the evolution of blogging and video.

At some point the sheer novelty of writing a blog post or publishing a video online
wore off, but there is still value in these established channels. People have been
saying the same thing about the novelty of infographics, but the medium is grow-
ing and getting stronger as the quality bar gets raised.!

Lankow believes organizations today are seeing business value in using information design
and data visualization to market their products and services; communicate with stakehold-
ers; and to explain complex ideas, concepts, and processes.

“More organizations are utilizing infographics to share important information, tell their com-
pany story, explain their products and services, or to simply make press releases more visual,”
says Lankow.

Marketing Communication

One of the ways organizations and solopreneurs are beginning to use infographics is in their
marketing communication. But what makes infographics effective as a marketing tool?

Joe Chernoy, vice president of content marketing at Eloqua, a software company specializing
in marketing automation and revenue performance management, believes one of the rea-
sons infographics are effective is that they help ease the burden of consuming information.

It's an overused term, but “information overload” really does apply in this case. We
went from long feature articles to 500-word blog posts and now to 140-character
tweets. The portion size for content gets smaller and smaller, and | think that
we've reached the point now where we look to consume information in a blink. |
think this is where infographics come into play and can be very effective as a mar-
keting tool.?

What Makes an Infographic Great?

Chernov goes on to say that infographics provide consumers with the luxury of being
able to consume and process information in a very short period of time. However, he feels
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well-designed visualizations actually prompt audiences to invest more time than they would
with other content.

He feels the most effective information designs deliver the promise of a distilled thought or
idea to a mass audience while simultaneously offering a more robust information experience
to those who want to invest some time in consuming it.

At Eloqua, we really try to make infographics that work at all different levels of
engagement. If a user just wants to spend a few seconds on it, it works at that
level, and they will be able to get something out of it. On the other hand, if they
want to invest ten minutes studying it, then it works at that level too.

CONTENT MARKETING

The fact that infographics are easy to consume and share lends to their effectiveness as a
marketing tool. But where does information design fit within the marketing communication
mix?

Organizations using information visualization to communicate with their audiences (in a
marketing capacity) tend to include infographics under the umbrella of content marketing.

Content marketing is defined as follows:

The technique of creating and distributing relevant and valuable content to attract,
acquire, and engage a clearly defined and understood target audience, with the objec-
tive of driving profitable customer action.?

Marketing has evolved from traditional one-way advertising messages that attempt to sell
you something to information-rich content designed to facilitate two-way conversations
with your audience (see Figure 9.1). Advertising pitchmen such as those portrayed on the TV
show Mad Men are being replaced by everyday brand journalists—people like you and me
who publish great content that meets the needs of our audiences while helping build aware-
ness for our organizations, products, or services.

Gone are the days when people gathered around their radios or television sets, hanging on
every word uttered by advertisers. The evolution of technology has empowered modern
consumers, enabling them to avoid ad messages using TiVo/PVR or spam filters or by sim-
ply clicking “unfollow.” Today’s consumers are very much in control of the information they
choose to consume.

As a result, planning and publishing relevant content is becoming an important part of an
organization’s communication strategy. In fact, information and experience designer Jesse
James Garrett goes so far as to say, “The single most important thing most websites can offer
to their users is content that those users will find valuable.”
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Old Marketing
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© Mark Smiciklas, Digital Strategist, IntersectionConsulting.com

FIGURE 9.1 The new marketing.

Before the web, companies had to either buy advertising or convince journalists to write about their products or
services. New marketing focuses on brand journalism—the process of publishing great content that meets the
information needs of your audience and helps build awareness of your brand.
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Essentially, content marketing is about using information to interact and build relationships
with your audiences without resorting to the hard sell (see Figure 9.2).

Through this communication process, your organization uses tools such as infographics to
meet the information needs of your audience. The goal of content marketing is to educate
your audience and create top-of-mind awareness and engagement to the point where they
will buy your products or services when a need or want arises.

The Business Value of Infographic Content

Progressive marketing organizations are seeing the business value of integrating infograph-
ics into their content marketing mix.

Kronos

Workforce management software leader Kronos was looking for a way to increase brand
awareness and affinity and engage with its customers, prospects, and employees.

Given that Kronos' brand promise is “Workforce Management Doesn’t Have to Be So Hard,”
the organization decided to use cartoons to visually communicate workforce-related infor-
mation, issues, challenges, and concepts with its audiences. The communication goal was to
take complex ideas and make them simple, funny, and easy to consume and understand.

As the “Time Well Spent” cartoon series (described in Chapter 2) launched, Kronos remained
open-minded about success metrics and expectations, especially because information visu-
alization was a new communication tactic for the organization.

“When we started, we weren't too sure what to expect,” says Laura Shea Souza, senior public
relations manager at Kronos. “But as the initiative has evolved, we've been able to zero in on
a number of objectives related to syndication and awareness.”

The cartoon series has been a successful content marketing tactic for Kronos across a num-
ber of channels:

¢ “Time Well Spent” is currently syndicated by a number of online and offline human
resources-focused publications in the U.S., India, and the U.K. Kronos plans to
expand distribution to even more external outlets.

¢ The organization has received great feedback from internal sales teams using the
cartoons for client presentations.

¢ Web traffic and search engine performance have improved.

¢ A cartoon caption contest garnered close to 500 entries and created excellent brand
awareness among Kronos' target audiences.

“The program keeps growing, and feedback continues to be great from both employees and
external audiences,” says Souza.



142 THE POWER OF INFOGRAPHICS

1. Target

(2]
i R

2. Interact

\ 2 2

=
—_—
#

3. Sell

© Mark Smiciklas, Digital Strategist, IntersectionConsulting.com
Source: Seth Godin, The Panhandlers Secret

FIGURE 9.2 Interact first. Sell second.

Use informative and relevant content to interact with your audience before trying to sell them on your products,
services, and organization.
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Eloqua

Eloqua began using infographics as part of a larger visual communication strategy designed
to create awareness and help differentiate its brand in the competitive sector of marketing
automation software. The organization doesn’t attempt to use infographics to directly gen-
erate leads or mine data.

When it comes to “gating” content—making website visitors fill out a form in order to access
your content—infographics shouldn’t be treated the same as other information assets.
Although infographics can be useful to your audience, they are generally not considered as
valuable as more in-depth resources such as guides, whitepapers, and e-books. This is likely
due to the fact that most infographics are available openly across the Internet.

“Infographics are a pretty loose form of content,” says Chernov. “Because they are a single
information entity, it's unreasonable to ask consumers to enter their data in exchange for
access, regardless of how great the design is. You simply can’t bury an infographic behind a
login, because nobody will ever consume it.”

Chernov goes on to say that, for Eloqua, infographics are really about gaining exposure,
growing overall awareness of the brand, and generating inbound links for SEO purposes.
Eloqua’s Content Grid infographic, shown in Figures 9.3 and 9.4, is a good example. It has
been mentioned in more than 200 articles—a significant amount of public relations (PR) for
a single information design.

Another major benefit has been the number of new business relationships Eloqua has been
exposed to as a result of using infographics as a marketing communication tool. For example,
through researching, designing, and publishing its Blog Tree visualization (see Figures 9.5
and 9.6), Eloqua has been able to connect with a community of influential bloggers.
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FIGURE 9.3 The Content Grid.

This second iteration of the Content Grid, Eloqua’s popular award-winning content marketing infographic,
serves as a how-to for marketers looking to operationalize content marketing programs. (Source: Blog.Eloqua.
com. To see the full version of this infographic, visit http://blog.eloqua.com/the-content-grid-v2.)


http://blog.eloqua.com/the-content-grid-v2
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FIGURE 9.5 The Blog Tree.

This second-generation version of Eloqua’s Blog Tree infographic celebrates the top marketing blogs and
shows their interrelationships. (Source: Blog.Eloqua.com. To see the full version of this infographic, visit

http://blog.eloqua.com/the-new-blog-tree.)
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“Infographics have helped us broker relationships with marketing influencers and also paved
the way for a number of high-profile public speaking opportunities,” states Chernov. “More
and more people continue to get exposed to our brand because of our infographics. We can
draw an inference between increases in web traffic and our infographic publishing efforts
and know that a number of visitors do ultimately fill out a contact form and get into our
demand system.”

INFOGRAPHICS AND SEO

Images represent a big part of the user experience on the web, and search engines
like Google are starting to display more of them in regular search results. As a result,
images are becoming an important part of an organization’s SEO strategy. Here are
few tips to optimize your infographics and help improve the search engine rankings of
your content:

Filename—Include the main keywords associated with your infographic in the
filename. If you have multiple words, separate them using hyphens.

ALT Text—This text has multiple purposes. It is used by search engines to figure
out the content of an image, displayed by web browsers to describe an image

when users switch off their image display (blocking images in email), and used by
screen-reading software to describe an image via audio to visually impaired com-
puter users. Be sure to insert important keywords in the ALT Text description of your
infographic.

Captions—Place the main keywords associated with your infographic in a photo

caption.

Image Size—Although different image sizes show up in search engine results, SEO
experts suggest that images sized larger than 100 x 100 pixels and smaller than
1200 x 1200 pixels tend to be the most effective.

PROMOTING YOUR INFOGRAPHICS

The work doesn’t end after you publish your information design. To maximize the reach of
your infographics, you need to promote them across a number of different channels.

The following sections contain a few suggestions on how to market your infographics.
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Email

¢ Include infographics in your e-newsletters, or email stand-alone visualizations to
your opt-in email list as they are published. Also, consider setting up a sign-up box

on your website or blog to collect email addresses of people specifically interested
in your infographics.

e Insert a link to your infographic in your email signature.

Embed Code

¢ One way to easily share infographics with your audience and seed them across the
web is by including a snippet of embed code at the bottom of your information
designs when you publish them, as shown in Figure 9.7. By simply copying and
pasting the code, anyone can post your visualizations on their own website.

Mashups

¢ If you create a number of infographics for a particular product, service, idea, topic,

or issue, edit them together in a video, and publish it on YouTube and Vimeo, as
shown in Figure 9.8.
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If you wantto embed The Content Grid v2 on your blog, be our guest The embed code is below.

|<pHa href="http:imedia.eloqua.comimagesiThe-
Content-Grid-v2 jpg” target=_blank=<img border="0"
i tle="The-Content-Grid-v2" src="http:/blog.elogua.com/wp-
contentiuploads/2011/08/The-Content-Grid-v2-big-
fthumb.png‘ ali="The Content Grid v2 Elogua JESS3" />
’<.'a»4:p>

FIGURE 9.7 Infographic embed code.

This is an example of the embed code Eloqua includes with every infographic it publishes on its blog.
(Source: Blog.Eloqua.com)
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FIGURE 9.8 Infographic video.

This video is a compilation of 19 static infographics | created over time to highlight social media best practices.
(Source: http://www.youtube.com/watch?v=iqaFuAsTjjo)
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¢ If you have a complex visualization containing a lot of information or a series of spe-
cific points or concepts, think about breaking it into a set of individual information
designs. Then publish it in the form of a presentation or e-book on channels such as
SlideShare and Scribd.

Press Releases

¢ Issue a social media press release every time you publish a new infographic. Online
PR distribution services such as PRWeb and PRLog (free) make it easy to spread the
word about your infographics. These digital releases include the ability to attach
images, links, and video, helping you raise your profile on search engines such as
Google and Bing.

¢ If you are creating a data visualization that speaks to a public issue, popular topic, or
trend, consider sending out a press release to the traditional media. News publish-
ers may be interested in featuring your infographic or using it to support a story.

Social Media

¢ Facebook—In addition to using Facebook to host your infographics via photo
albums, as discussed in Chapter 8, use status updates to post a link to the info-
graphic on your blog or web page. If you have visualizations that help describe your
business, consider linking to them in the “info” section of your Facebook page.

¢ Google+—Share infographics with your circles on Google+.

¢ LinkedIn—Use status updates to publish links to infographics relevant to your
LinkedIn network. For example, many of my connections directly relate to the work |
do as a digital strategist. As a result, | share links to digital marketing or social media
infographics but avoid sharing information designs that may be less relevant to that
audience. You can also search through Linkedln Groups to look for conversations on
topics related to your information design. Join the conversation, offer some insight,
and post a link to your infographic if you feel it offers value.

o Twitter—Tweet a link to your infographic using relevant hashtags such as #info-
graphics, #industry, and #topic. Because information is consumed on Twitter in real
time, when you publish a new infographic, consider scheduling multiple tweets on
different days and times throughout the first week you release your information
design. Also, occasionally tweet links to your infographic archives, especially if they
are relevant to Twitter conversations you may come across through day-to-day inter-
action or keyword research.
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¢ Quora—Look for questions related to the subject matter associated with your
information designs. If your visualizations help answer a question, offer additional
insight into a topic, or add value to the discussion, jump in and share a link to your
infographic.

Submissions

¢ Submit a link to your infographic to social news websites such as Reddit, Digg, and
StumbleUpon.

¢ Submit your design to infographic blogs and websites (see Chapter 8 for a list
of sites).

Sources/Inspiration

¢ If you are creating infographics using third-party data, reach out to the informa-
tion source. By sharing a link to your infographic along with a concise description,
you may be able to leverage the source’s participation in helping market your
visualization.

¢ Share a link to your infographic (and a thank-you) with anyone who has inspired
your design. For example, my infographic ideas are often inspired by things | read
online. After | publish an infographic (that includes a source credit and a link to my
blog), I like to reach out to the person who inspired me via a Twitter mention or
direct message. | offer a quick thank-you and include a link to my infographic. In my
experience, people are happy to have contributed an idea and appreciate the ges-
ture. As a result, most people are willing to share my infographic with their network.

NETIQUETTE FOR SOURCES

Netiquette suggests that it is acceptable to create information designs based on
publicly accessible content. The most common examples of this are the numerous
data visualizations created online using published research findings. It's considered a
best practice to always cite the source of the ideas or information used to inspire your
infographics. On websites and digital channels where copyright is stated or implied,
there are usually guidelines on how content can be used or repurposed. If you are
unclear as to whether you can use someone’s data, idea, or information in your infor-
mation designs, | suggest sending the publisher a permission request by email stating
your intent and context of use. In my experience, if you are not planning to create an
infographic for commercial purposes, most people will grant permission to use their
content. For more information about what is considered “fair use,” check out this Wiki-
pedia article: http://en.wikipedia.org/wiki/Fair_use.


http://en.wikipedia.org/wiki/Fair_use
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¢ Build a community around your infographics. After publishing the first iteration of
its Content Grid infographic, Eloqua collected every piece of feedback (both con-
structive and critical) posted about the design on Twitter and the blogosphere and
captured the data in a spreadsheet. When the second version of the infographic was
created, that list of people got an exclusive preview before the information design
was published on the company blog. “We wanted to acknowledge everyone’s role
in contributing to the updated version of the design and say thanks by letting them
see it before anybody else,” says Chernov. “Building relationships with the commu-
nity is just part of our PR outreach.”

INFOGRAPHICS INSIDE THE ORGANIZATION

In many ways, using infographics to communicate with internal stakeholders serves the
same purpose as using them in a content marketing capacity with external audiences. They
get people’s attention, help simplify complex ideas, and embed understanding.

Infographics are becoming a mainstream marketing communication tool, thanks in part to
the exposure they have gained across social media channels. But has this digital exposure
increased adoption of information design as a tool for internal communication, education,
and decision-making?

INTERNAL ADOPTION OF INFOGRAPHICS

Although not as popular as content marketing infographics targeted at external audiences,
data visuals and information designs created to communicate with employees are slowly
being adopted by organizations.

Content marketing evangelist Joe Pulizzi agrees that infographics are being used primarily
for external communication, but he sees some internal crossover starting to take place.

“Clients are becoming interested in hosting infographics for employee training and education
on their internal blogs and intranets, seeking to provide information similar to those posters
you would see in many manufacturing facilities,” says Pulizzi.®

Because of their high shareability quotient, organizations hope that infographics can facili-
tate more rapid dissemination of important information compared to legacy knowledge
transfer systems (paper documents).

David Armano, EVP of Global Innovation and Integration at Edelman, shares an example that
highlights the power of infographics in helping spread information across an organization.

“We created a cool visual analytics report for one of our technology clients that was very
different from the static dashboards they were accustomed to seeing,” says Armano. “The
information was consumed by almost every department as the report went viral across the
organization.”
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In addition to creating internal information design solutions for clients, Edelman is commit-
ted to embracing the use of infographics and the development of visual literacy initiatives
within the organization.

“We are dedicated to improving the visual literacy of the firm,” says Armano.

He cites the evolution of the agency’s premier intellectual property asset, the Edelman Trust
Barometer, as an example.

“If you compare the most recent iteration to versions from three to five years ago, you will
see a big difference,” states Armano. “It's become much more visual and evolved to include
a number of infographic elements.”

The firm’s own internal social media education program, BELT, also reflects this commit-
ment to visual learning. Many of the training modules are very visual, using infographics to
complement text.

INTERNAL COMMUNICATION OPPORTUNITIES

You have a number of different ways to use infographics to communicate with employees,
management, and other stakeholders within your organization. The following sections con-
tain some internal infographic suggestions.

Decision-Making
¢ Use infographics to present comparative lists and to highlight pros and cons. Visual
elements make it easier for people to compare and make choices.

¢ Use information design to expose data patterns and relationships. Visualizing data
enables employees to analyze reports more effectively.

¢ Use infographics in situations where there isn't much time to interpret information
and where prompt decision-making is required. Infographics help employees digest
and understand information quickly and easily.

¢ Use infographics to visualize important strategic documents, reports, and plans.

Training
¢ Embed infographics into employee training manuals and guides to make them
easier to consume and understand.

¢ Use infographics to create sets of training cards that can be distributed to employ-
ees as a reference tool or used by managers in workshops and training sessions.

¢ Place large infographics in highly trafficked areas in your organization to offer visual
reminders of important ideas, processes, or policies.
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Exchanging Ideas

¢ Use infographics to disseminate important information. Because they are
unique and get shared readily, infographics help embed knowledge across the
organization.

¢ Use information design to communicate in diverse internal environments where
language or education barriers may exist. Infographics are a universal commu-
nication tool that makes it easier to deliver information with less likelihood of
misunderstanding.

¢ Use infographics in meetings and presentations. Visualizations can help employees
digest and understand information within condensed periods of time, making it
easier to communicate takeaways and next steps more effectively.

¢ Use infographics in situations where you need buy-in. Infographics facilitate quicker
consumption and comprehension of ideas and concepts, making it easier to garner
support and obtain consensus from your audience.
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Defining the best way to measure the value of your infographic content can be an
adventure in semantics. Your objectives, the organizational culture you operate

in, and your definition of return on investment (ROI) all contribute to how, or even if,

you measure the business performance of infographics.

ROl is defined as follows:

ROl = gain from an investment - cost of the investment
cost of the investment

The formula is simple enough. So why do ROI discussions always seem to have the
potential to become acrimonious?

Like a good political debate, how you approach the measurement of your content

marketing and communication initiatives can depend on where you sit on the ROI
spectrum, as shown in Figure 10.1.



158 THE POWER OF INFOGRAPHICS

\ ) /C:ontent marketing is ntD
We don't need to worth trying if we don’t
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marketing, it's just the someone get me the ROI
right thing to do. for all the tradeshows we
Now let’s all sing attended this year? Uh,
along...Kumbaya... wait a second...never mind
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Tie content marketing goals
to business objectives.
Use tangible AND
non-tangible metrics to
measure success

The Far Left The Far Right

@ Mark Smiciklas, Digital Strategist, IntersectionConsulting.com

FIGURE 10.1 The politics of content marketing ROI.

ROl ideology can impact how you measure the performance of your content marketing programs. Try a
balanced approach that takes into account both the tangible metrics and the intangible benefits associated
with creating and publishing infographic content.
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Those on the left side of the spectrum believe that creating marketing content such as info-
graphics and publishing it across social media channels helps their brand communicate and
connect with audiences. Because “engagement” is always the right thing to do, measuring
performance becomes less of a priority.

Those on the right side of the spectrum ardently believe that content marketing initiatives
must be able to be measured and show a proven ROI, or they are not viable or beneficial to
the organization.

A practical solution to measuring infographic value lies somewhere in between.

Costs are associated with the development, design, publishing, and promotion of your
infographics. It may be unnecessary to measure the direct correlation between your info-
graphic marketing efforts and revenue, but it is important to understand and measure
the relationship between resource allocation and marketing performance. As a business-
person, you need to be able to justify the internal and external value of infographics as a
communication tool.

Conversely, looking at infographics and other content marketing purely through a fiscal lens
may be too narrow an approach. Not every marketing and communication initiative that
adds value to an organization can be unequivocally connected to revenue. In reality, some
hypocrisy is related to ROl expectations with new marketing tactics such as infographics
and social media when compared to legacy programs. For example, how many organiza-
tions actually measure the ROI of an established marketing activity such as attending a trade
show?

When it comes to measuring the value of infographics, maybe ROl is simply not the best
end goal.

MEASURING THE VOI (VALUE OF INFOGRAPHICS)

Another way to study the value of information design as a marketing and communication
tool is to take a more balanced approach that assesses both tangible and intangible benefits
over the short and long term.

Be sure to set analytics objectives and have a benchmark for each metric so that you can
gauge progress over time. For example, you can note audit and record performance metrics
as of a specific date, such as the first day of the next fiscal quarter. Then measure the same
metrics in regular intervals moving forward—30, 60, or 90 days—comparing them to the
benchmark and subsequent historic figures. This process helps you measure progress related
to awareness and engagement and also helps you assess what infographic content is most
effective.
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TANGIBLE METRICS

You can use several tangible metrics to measure the effectiveness of your infographic con-
tent across four key categories: awareness, engagement, activation, and conversion (see
Figure 10.2).

Infogrephics : A meritocracy emerges

H The Content Grid Ve
B Competing infographic

OFff-site
views:
Tweets: inbound
links:
Likes/ Bl
+1Comments: Arl‘?ie{s :

@ ® o

-
3003 N/A

FIGURE 10.2 Infographics: a meritocracy emerges.

This infographic is from a presentation created by Eloqua’s VP of content marketing, Joe Chernov, and data
visualization firm JESS3. It compares basic awareness, engagement, and SEO metrics of Eloqua’s Content
Grid v2 visualization and one published by a competitor. (Source: http://www.slideshare.net/Eloqua/

infographics-in-15-minutes)


http://www.slideshare.net/Eloqua/infographics-in-15-minutes
http://www.slideshare.net/Eloqua/infographics-in-15-minutes
http://www.slideshare.net/Eloqua/infographics-in-15-minutes
http://www.slideshare.net/Eloqua/infographics-in-15-minutes
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Awareness
These basic metrics indicate the level of exposure your infographics are receiving across dif-
ferent digital channels:

¢ Extended reach—Look at the extended (potential) reach of your infographics by
measuring the ripple effect of your follower network (see Figure 10.3).

FIGURE 10.3 Influence ripples.

This infographic by David Armano highlights the different levels of blog influence. More-influential bloggers
have a broad ripple effect, and lower-ranking blogs have smaller ripples but are higher in volume. This
visualization also illustrates how great content can create a big ripple that overlaps, interacts with, and spans
multiple networks. (Source: David Armano, http://darmano.typepad.com)


http://darmano.typepad.com
http://darmano.typepad.com
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Inbound links—Use Google Analytics and Google Webmaster Tools (free) to
measure how many sites are linking back to your infographic content. Also, if you
offer embed code, track how many people copy and paste the code and embed
your infographic on their sites. In addition to measuring awareness, back links also
provide insight into the types of people and websites that are publishing your
infographics.

Page views—Use Google Analytics to measure how many page views and unique
views each infographic on your website or blog is generating.

Searches—Use Google Analytics to see how many people are finding your info-
graphics by using specific keywords. Understanding which topical or industry search
words are working well can help you refine keyword optimization in future info-
graphic titles. In addition, you will be able to assess the growth of an infographic’s
popularity by how many times people search for its title.

SEO ranking—Use RankChecker to measure the page rank of your infographics on
major search engines such as Google and Bing.

Subscribers—Use the analytics functionality native to each of the applications you
are using—blog, Facebook, Twitter—to measure how many people subscribe to
your content across digital channels. Examples of metrics include blog subscribers
(RSS and email), email subscribers, and followers on social networks such as Twitter,
Facebook, and LinkedIn. It's important to recognize that these metrics reflect your
potential audience reach. Not all your subscribers will necessarily see every info-
graphic you will publish.

Engagement

These metrics measure how engaged your audience is with your infographic content. It’s
important to filter results based on the level of commitment required to connect with your
information. For example, a blog comment signifies a higher level of engagement than
“liking” a post on Facebook or retweeting a link on Twitter.

¢ Average time on page—Use Google Analytics to measure how long users engage

with each of your infographics by measuring how long they stay on each web page.

Comments—Track the number of comments and their tone for each infographic
you publish on your blog.

Social sharing—Use a social media dashboard tool such as Hootsuite or
application-based analytics functionality to measure tweets and mentions on
Twitter and shares on Facebook, LinkedIn, and Google+.
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Activation and Conversion

Infographics normally are not expected to drive sales funnel activity like other forms of con-
tent marketing such as blogs, e-books, whitepapers, and webinars.

However, if your organization uses a social customer relationship management (CRM) plat-
form such as Salesforce.com, you can quantify the impact of your infographics on a business
goal such as revenue.

The first step is to record the name of every user who has connected with your informa-
tion designs in some way, be it through a comment on your blog, a mention on Twitter, or
a shared link on Facebook. Then, every time your site generates a lead, you could cross-
reference that user with your “infographic database.” As a result, you could track if someone
went from consuming infographic content to generating a lead to a sale conversion. Ulti-
mately, you would even be able to calculate the monetary value of each infographic you
create based on the conversion rates between infographic consumption and sales.

Realistically, it would be far more practical to create a generic database that includes con-
tacts who engaged with every form of content you publish as opposed to just infographics.

INTANGIBLE BENEFITS

In addition to quantifiable metrics, a number of less-tangible benefits are associated with
using infographics as an internal and external communication tool.

External

¢ Building relationships—The process of publishing and promoting your infograph-
ics presents opportunities to develop relationships with a wide variety of influential
individuals, media, and organizations.

¢ Credibility—Publishing relevant and useful infographics that educate and offer
insight positions you or your organization as a thought leader within your sector,
building credibility with your audiences.

¢ Experience with your brand—Infographics and other content create micro-
interactions with your audiences, helping facilitate positive experiences with your
organization.
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Internal

¢ Communication—Infographics can make it easier for your employees to communi-
cate problems, ideas, concepts, and processes with each other, allowing more effi-
cient dissemination of information and transfer of knowledge. Infographics, because
of their accessible and viral nature, also have the potential to get spread to all cor-
ners of an organization, fueling expanded internal debate and dialog.

¢ Corporate pride—If an infographic becomes popular and gets shared across social
media channels, it can become a point of pride for employees and the organization.

¢ Decision-making—Infographics speed up information consumption and under-
standing, resulting in incrementally quicker decisions.

¢ Learning—Infographics make complex information easier to understand, helping
educate employees about important data and processes.



Infographic
Resources

his chapter provides a set of information design resources you can use to guide
infographic development and implementation. It also lists some channels for fur-
ther research, learning, and exploration.

GUIDE TO VISUAL ELEMENTS

Figures 11.1 through 11.6 highlight some of the key shapes, icons, symbols,
graphs, and charts you can use to communicate infographic information.
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FIGURE 11.1 A guide to visual metaphors.

Keep in mind these and other metaphorical icons and images when developing new infographic ideas. Use
these themes as a foundation to build on.
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FIGURE 11.2 Charts and graphs to represent numeric data.

Here are some basic charts and graphs you can use to begin telling the story behind your numbers.
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FIGURE 11.3 Diagrams and charts to illustrate process.

Use these charts and diagrams to illustrate information flow or business process.



CHAPTER 11 | Infographic Resources

Timeline

Life Cycle

FIGURE 11.4 Graphics to visualize chronology.

Here are two simple graphics to show the passing of time.
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Venn

+

Formula

FIGURE 11.5 Charts and shapes to convey relationships.

Use these infographic charts and shapes to show how things are connected or related.
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Positioning Map

Matrix

Circle Spoke
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FIGURE 11.6 People icons.

Use a variety of simple people icons to humanize your infographics.
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INFOGRAPHIC TOOLS

A wide range of web-based and desktop design applications are available to help you create
your infographics.

The tools covered here are decidedly geared toward people who are new to information
design and are interested in a self-guided approach. As a result, professional-grade design
tools such as Adobe lllustrator and InDesign have been omitted because of their cost and
complexity.

VISUALIZATION TOOLS
Chartle, http://www.chartle.net

Chartle is an easy-to-use web-based data visualization application that lets you create a
variety of charts, graphs, diagrams, maps, gauges, timelines, and more. The application also
lets you save, publish, and embed your visualizations.

Cost: Free

Creately, http://creately.com

Creately is an information design application that lets you build diagrams using your web
browser or desktop. Creately has a robust collection of templates and design objects you
can use to create information diagrams, organization charts, flowcharts, mind maps, and

doodle art.

Cost: Free (limited-use online version); S5 per month per individual user for the online version;
$75 licensing fee for the desktop version

Diagram.ly, http://www.diagram.ly

Diagram.ly is a browser-based diagram design application that is often compared to Micro-
soft Visio. The application is quickly accessible and easy to use as soon as you get on the site.
Diagram.ly contains more than 70 categories of shapes, icons, and clip art, letting you create,
save, and print a wide variety of information diagrams.

Cost: Free

DIY Chart, http://www.diychart.com

DIY Chart is an online design tool that lets you create charts and graphs using a number of
different templates. The chart types include line, column, bar, area, pie, doughnut, pyramid,
funnel, point, bubble, radar, polar, and more.

Cost: Free; $4.95 per month for a premium version


http://www.chartle.net
http://creately.com
http://www.diagram.ly
http://www.diychart.com
http://www.chartle.net
http://creately.com
http://www.diagram.ly
http://www.diychart.com
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GIMP, http://www.gimp.org

GIMP, short for GNU Image Manipulation Program, is an open-source graphic design and
editing software program that you download onto your desktop. GIMP has a number of fea-
tures, including image creation and rendering, photo editing, and image file conversion. You
can expand the application’s use by adding extensions such as the GIMP animation package
or GIMP paint studio.

Cost: Free

Gliffy, http://www.gliffy.com

Gliffy is a web-based information design application that helps you create a wide range of
diagrams, including flowcharts, network diagrams, organization charts, SWOT analysis, busi-
ness processes, and Venn diagrams.

Cost: Free; $4.95 per month for Standard; $9.95 per month for Pro

Hohli, http://charts.hohli.com

Hohli is an intuitive, easy-to-use browser-based chart design application that helps you
create, save, and/or embed different kinds of charts. The application has templates for
line graphs, bar charts, pie charts, Venn diagrams, scatter plots, and radar charts. The site
doesn’t have a formal how-to section, so check out this video for a quick Hohli tutorial:
http://www.youtube.com/watch?v=RJBIK6MYfPo.

Cost: Free

Inkscape, http://inkscape.org
Inkscape is an open-source graphics editor that you download to your desktop. The applica-
tion lets you create information graphics, shapes, diagrams, icons, and more.

Cost: Free

Lovely Charts, http://www.lovelycharts.com

Lovely Charts is a diagramming application that comes in a simple online version and a more
robust desktop program. The application helps you create several types of diagrams, includ-
ing flowcharts, sitemaps, business processes, organization charts, wireframes, and much
more.

Cost: Free online version (with registration); €29.00 per year for the online Pro version (~US $39.00);
€59.00 license fee for the desktop version (~US $78.00); €3.99 for the iPad application (~US $5.25).


http://www.gimp.org
http://www.gliffy.com
http://charts.hohli.com
http://www.youtube.com/watch?v=RJB9K6MYfPo
http://inkscape.org
http://www.lovelycharts.com
http://www.gimp.org
http://www.gliffy.com
http://charts.hohli.com
http://www.youtube.com/watch?v=RJB9K6MYfPo
http://inkscape.org
http://www.lovelycharts.com
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Many Eyes, http://www-958.ibm.com/software/data/cognos/manyeyes

Many Eyes is a data visualization application (and community) created through the joint
efforts of IBM Research and the IBM Cognos software group. The site hosts a collection of
infographics and data sets for the purposes of viewing, experimentation, and dialog. Many
Eyes lets you view and discuss data sets and visualizations as well as create infographics
from data that already exists on the site. If you register, you can also participate in extended
community activities such as rating, commenting, and uploading your own data.

Cost: Free

Microsoft Publisher, http://bitly.com/wHPTQr

Microsoft Publisher is a desktop-based graphic design software program that helps you cre-
ate and edit a wide range of infographic projects. Publisher lets you insert and edit shapes,
icons, photos, and clip art while giving you a wide variety of coloring and rendering options.
The program offers a range of font selections and ways to import and manipulate design
objects. It also provides a number of output choices with respect to file type and resolution,
including commercial print quality.

Cost: $179

SmartDraw, http://www.smartdraw.com

SmartDraw is a desktop design application that lets you create more than 70 different kinds
of information visuals, including diagrams, flowcharts, mind maps, and more. The applica-
tion allows you to use templates or create original designs as well as add shapes and icons
using an included clip art collection.

Cost: $297 for Standard; $397 for Business; 5597 for Enterprise

StatPlanet, http://www.statsilk.com/software/statplanet

StatPlanet is a desktop software program for creating interactive maps, graphs, and info-
graphics. Information can be displayed as a map, bar chart, line graph, or scatter plot
diagram.

Cost: Free

Visual.ly, http://visual.ly/

In addition to hosting a large information design community, visual.ly also has a built-in tool
that enables you to create your own infographics. The recently launched feature lets you
convert social media data, which is publicly accessible from Facebook and Twitter, into a
series of infographics using a number of predesigned themes.


http://www-958.ibm.com/software/data/cognos/manyeyes
http://bitly.com/wHPT
http://www.smartdraw.com
http://www.statsilk.com/software/statplanet
http://visual.ly/In
http://visual.ly/In
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http://bitly.com/wHPT
http://www.smartdraw.com
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http://visual.ly/In
http://visual.ly/In
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Wordle, http://www.wordle.net

Wordle is an online application used to create “word clouds,” graphic representations of text
in which words that are mentioned more frequently become visually prominent. You can
provide source data for the application by pasting text manually or by entering the URL of
any blog or web page with an RSS feed. After you create your word cloud, you can change
the color palette, font treatment, and layout before printing or saving to the Wordle gallery.

Cost: Free

Word SmartArt, http://bitly.com/xcgm4l

SmartArt is a graphics feature that’s built into Microsoft Word. SmartArt has a number of
templates that let you create information designs quickly and easily. Visualization categories
include lists, processes, hierarchies, cycles, relationships, matrices, and pyramids, with each
one containing several layout options. In addition, you can customize fonts, colors, styles,
and effects.

Cost: Included with Microsoft Word
DESIGN ELEMENTS

The Noun Project, http://thenounproject.com

The Noun Project is a visual language site that collects and organizes symbols and icons for
public use. The site has hundreds of icons that are easily searched by category or keyword.
All symbols are released to the public domain, but licensing varies, so be sure to check the

usage and attribution terms for any images you want to download and use.

Cost: Free

Open Clipart, http://openclipart.org

The Open Clipart Library is an online collection of clip art images. The Open Clipart design
community creates, shares, and remixes clip art for release to the public domain. All clip art
on the site is free to use with no restrictions.

Cost: Free


http://www.wordle.net
http://bitly.com/xcgm4I
http://thenounproject.com
http://openclipart.org
http://www.wordle.net
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My Infographic Toolkit

Some of my favourite tools from the list above include the following:

¢ Microsoft Publisher 2010—This is the tool | use to create all my infographics. As
someone who is not trained as a designer, | find the software intuitive and pretty
easy to use. | also find the application robust enough, from a features perspective,
to facilitate the creation of various design themes.

e Wordle—I love to use Wordle to create word clouds that help clients understand
the impact of keywords and phrases in their online communication. For example,
| would import all the text from a client marketing channel such as a website or
online press release into Wordle to visualize which words are most prominent and
see how they compare to the keywords they need to target.

¢ Noun Project—I use the growing collection of cool icons available at the Noun
Project to embed graphic symbols and elements into my infographics. | find
the simple, modern style of these design elements really helps enhance my
infographics.

FURTHER READING

If you are interested in learning more about the principles of information design and visual
communication, this section lists some books to get you started.

THE BACK OF THE NAPKIN: SOLVING PROBLEMS AND SELLING IDEAS WITH
PICTURES

The Back of the Napkin (Dan Roam, Portfolio Hardcover) introduces you to a simple set of
visual thinking methods and tools. It shows you how to use pictures to communicate more
effectively, develop ideas, and solve business problems.

CREATING MORE EFFECTIVE GRAPHS

A well-designed graph can be a powerful tool for communicating information to your audi-
ence. This book helps you learn more about using graphs to present data effectively. Creat-
ing More Effective Graphs (Naomi B. Robbins, Wiley-Interscience) provides the information
and techniques you need to select the right type of graph to use and shows you how to
create it.
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ENVISIONING INFORMATION

Edward R. Tufte is well-known for his writing on the subjects of information design and data
visualization. Envisioning Information (Edward R. Tufte, Graphics Press), regarded by some as

his best, presents examples of great information designs framed by the principles that make
them effective.

GRAPH DESIGN FOR THE EYE AND MIND

Graphs have become ubiquitous, but many are surprisingly ineffective at communicating
information because they discount how audiences consume them. Graph Design for the Eye
and Mind (Stephen M. Kosslyn, Oxford University Press) addresses eight psychological prin-
ciples required to design effective graphs. It uses that framework to recommend the best
ways to select which graph to use. Then it shows you how to best design the graph so that
your audience will easily understand it.

INFORMATION GRAPHICS: A COMPREHENSIVE ILLUSTRATED REFERENCE

This book is a comprehensive guide to information visualization. Information Graphics
(Robert L. Harris, Oxford University Press) describes an array of visual communication tools,
including charts, graphs, maps, diagrams, and tables. With more than 3,000 illustrations, this
book is a great information design resource.

INFORMATION VISUALIZATION: PERCEPTION FOR DESIGN

Based on the science of vision and perception, this book explores how and why we see
things the way we do. Information Visualization (Colin Ware, Morgan Kaufmann) presents the
underlying principles of infographic communication and helps you create designs that are
more clear, effective, and informative.

MARKS AND MEANING, VERSION ZERO

Marks and Meaning (Dave Gray, Lulu.com) is literally “a work in progress”"—a fluid explora-
tion of visual thinking and information design. The book is part textbook, part workbook.
The author updates it based on reader feedback and commentary. When you buy the book
you're invited to join a community where the book’s ideas and content are discussed.
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NOW YOU SEE IT: SIMPLE VISUALIZATION TECHNIQUES FOR QUANTITATIVE
ANALYSIS

Now You See It (Stephen Few, Analytics Press) teaches simple ways to explore and analyze
numeric data by using your eyes. The book features graphic design techniques applicable to
a wide variety of tools, including everyday programs such as Microsoft Excel. The book helps
you learn to see patterns, trends, and relationships in your data, aiding organizational perfor-
mance assessment and improvement.

SLIDE:OLOGY: THE ART AND SCIENCE OF CREATING GREAT PRESENTATIONS

slide:ology (Nancy Duarte, O'Reilly Media)helps you learn how to communicate and tell a
story visually. The book uses design, big-picture thinking, and case studies to teach you
how to convert ideas and concepts into infographics and use information design techniques
effectively.

VISUAL LANGUAGE: GLOBAL COMMUNICATION FOR THE 21ST CENTURY

This book is less about design than it is about how to effectively convey information using
graphics. Visual Language (Robert E. Horn, MacroVU Press) teaches you ways to convey com-
plex information using shapes and text.

THE WALL STREET JOURNAL GUIDE TO INFORMATION GRAPHICS: THE DOS AND
DON’TS OF PRESENTING DATA, FACTS, AND FIGURES

This book (Dona M. Wong, W.W. Norton and Company) uses a series of examples to illustrate
which infographics are effective and which ones don't work, and why. It explains how to
select the best visualization to match your information, how to use color effectively, and
how to make your infographics more impactful.

INFORMATION DESIGNERS, CONSULTANTS, AND AGENCIES

This list represents a cross section of individual designers, niche firms, and agencies that
offer services related to information design, data visualization, and visual communication
strategy. If you are considering outsourcing your infographic design, use this collection to
learn more about services that are available and/or to jump-start deeper research about a
specific designer or firm.

If you are designing your own infographics and are uninterested in outsourcing, this list can
still be a great resource. Dig into some of these sites to find blogs, portfolios, and discussions
that will surely inspire your work.
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There are too many talented people and agencies to list them all here. Be sure not
to overlook your local market when it comes to finding a graphic designer you can work with
to develop and implement your information design plan.

AGENCIES

Always with Honor, http://alwayswithhonor.com

AWH is an independent information design studio based in Portland, Oregon. It creates
infographics, illustrations, and icons in a style that they describe as “lighthearted.” They have
worked for a diverse range of clients, including Toyota, the Nature Conservancy, and Girl
Scouts of the USA. Their designs have appeared in publications such as GOOD magazine, the
New York Times, and Esquire.

Boost Labs, http://www.boostlabs.com, Washington, DC, USA

Boost Labs, LLC is a web innovations firm located in the Washington, DC area that specializes
in interactive data visualizations and infographics. The firm works with a variety of govern-
ment, nonprofit, and commercial-sector clients to translate complex data sets into easy-to-
understand visual references.

Column Five, http://columnfivemedia.com

Column Five is a prominent information design agency based in Newport Beach, California.
It provides start-to-finish infographic design services, including data visualization and inter-
active graphics that are compatible with the iPad/iPhone. Column Five also offers content

strategy and social marketing services to help maximize the exposure of your infographics.

Design by Soap, http://www.designbysoap.co.uk/infographic-design

Hereford, UK-based Design by Soap has a dedicated team that specializes in infographic
design, data visualization, and social media promotion. DBS creates infographics for compa-
nies and individual bloggers and offers research and data collection services. The firm also
offers a unique fixed-rate pricing plan.

Dynamic Diagrams, http://www.dynamicdiagrams.com

Dynamic Diagrams is an information design firm based in Providence, Rhode Island. The
agency creates visual explanations via presentations, videos, animations, illustrations, info-
graphics, and diagrams that help organizations “transform complex information into clear,
engaging communication that drives results.”
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Fathom, http://fathom.info

Fathom is Boston, Massachusetts-based information design agency that helps clients under-
stand and express complex data through information graphics, interactive tools, and soft-
ware for installations, the web, and mobile devices.

FFunction, http://ffctn.com

FFunction is a Montreal, Canada-based design firm that specializes in user interfaces and
data visualization. Founder Sebastien Pierre and creative director Audree Lapierre create
customized tools, interfaces, and information designs to help organizations address some of
the challenges created by information overload.

Golden Section Graphics, http://golden-section-graphics.com

Golden Section is a Berlin, Germany-based agency that specializes in information design.
The firm is multidisciplinary, working on projects involving data visualization, editorial illus-
tration, user manual design, 3D visualization and animation, interactive design, promotional
infographics, icon creation, and application interface design.

Hothouse Design, http://www.hothousedesign.com.au

Hothouse Design is a Victoria, Australia-based agency specializing in information design. The
firm works on data visualization and creates diagrams, instructional graphics, maps, form
designs, timetables, and presentations.

Hyperakt, http://hyperakt.com

Hyperakt is an independent design firm based in Brooklyn, New York. Specializing in data
visualization (in addition to other design disciplines), Hyperakt is passionate about using
design to effect positive change. The firm works with clients who “fight for justice, celebrate
culture and diversity, spread knowledge, and engage in social entrepreneurship.”

InfoNewt, http://infonewt.com

Dallas, Texas-based InfoNewt is an information design firm that helps organizations improve
their internal and external communication. InfoNewt creates infographics using a wide
spectrum of business data, including social media statistics, product information, consumer
research, budget figures, and website analytics. Their services range from data collection to
infographic design.
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Interactive Things, http://interactivethings.com

Interactive Things is a Zurich, Switzerland-based user experience and data visualization stu-
dio. The agency creates information graphics and interactive knowledge visualizations for a
variety of clients, including educational institutions, nonprofit organizations, financial ser-
vices firms, international banks, and telecommunication companies.

Jess3, http://jess3.com

Considered one of the leaders in the infographic space, particularly in the sphere of social
media, Jess3 is a creative interactive agency that specializes in the art of information visual-
ization and adding context and meaning to sets of data. Its services include user interface
and user experience (Ul/UX), animation, content creation, digital public relations, develop-
ing large-scale installations, social strategies, data visualizations, and infographics. JESS3 is
based in Washington, D.C., and has satellite offices in Los Angeles, California; Oklahoma City,
Oklahoma; and Orlando, Florida. They also have designers stationed in co-working com-
munities in Philadelphia, Pennsylvania; Denver, Colorado; Brooklyn, New York; San Francisco,
California; and Portland, Oregon.

Killer Infographics, http://killerinfographics.com

Killer Infographics is a design firm located in Seattle, Washington. It was founded by Internet
entrepreneurs Nick Grant and Amy Balliett. Grant has a background in business development
and works on the strategy side, helping clients integrate infographics into their marketing
mix. Balliett focuses on SEO and design. The firm concentrates on keeping SEO value a top
priority with all designs.

Stamen, http://www.stamen.com

Stamen is a design and technology studio in San Francisco, California that specializes in
online cartography (designing and building maps) and data visualization. Stamen works with
a diverse range of clients, including financial institutions, artists and architects, car manu-
facturers, museums, technology firms, and universities to help them develop strategies to
display and comprehend complex information.

FREELANCE DESIGNERS

Kelli Anderson, http://kellianderson.com

Kelli Anderson is an artist and designer based in the greater New York City area, specializ-
ing in editorial infographics. Her editorial illustrations aim to connect the “tangible, familiar
‘thingness’ of the subject with nonvisual information” and are created for both print and the
web. Her work has appeared in Fast Company, Wired UK, Hemispheres, and Airbnb.
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Jess Bachman, http://infographics.byjess.net

Jess Bachman is based in Vermont and specializes in designing infographics for the web. He
looks at infographics from a content marketing perspective with the goal of creating “super
viral content for awesome clients” focused on driving retweets, page visits, back links, votes,
and comments.

Stephen J. Beard, http://www.stephenjbeard.com

Stephen Beard is based in Indianapolis, Indiana and specializes in newspaper information
graphics. He plans, creates, and illustrates information designs, charts, maps, and diagrams
for print and interactive media.

Carl DeTorres, http://www.carldetorres.com

Carl DeTorres is an award-winning graphic designer based in the San Francisco Bay area. He
works with organizations big and small, creating bold and unique information designs for
print and the web. The projects he works on are gauged not by company size or design
budget but rather “the project’s potential.”

Francesco Franchi, http://www.francescofranchi.com

Francesco Franchi is an editorial and visual information designer and journalist. He is the art
director for Intelligence in Lifestyle, a monthly newsmagazine published by I/ Sole 24 Ore, the
leading financial and economic newspaper in Italy. Franchi also worked for five years as a
senior designer for Leftloft, a design studio based in Milan and New York. He has a master’s
degree in industrial design from the Politecnico of Milan.

Paul Horn, http://www.cooljerk.com/hornographics

San Diego, California-based Paul Horn has extensive experience as a newspaper information
designer. He has worked as an infographic journalist for the Reno Gazette-Journal and the
San Diego Union-Tribune.

Trevor Johnston, http://www.trevorjohnston.com

Trevor Johnston is an Ottawa, Canada-based illustrator. He offers a wide range of creative
solutions, from detailed technical and product illustrations to newspaper/magazine-style
infographics and humorous spot illustrations.

Marc Kolle, http://www.marckolle.com

Marc Kolle is a freelance information designer, infographic journalist, and illustrator based in
Rotterdam, Netherlands. He has created hundreds of infographics using a “fresh, accessible,
and light style” to convey complex subject matter for multiple media outlets.
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David McCandless, http://informationisbeautiful.net

David McCandless is a London, UK-based data journalist and information designer. He uses
a minimalist style to visualize facts, data, ideas, issues, and statistics. He is interested in the

patterns and stories that hide within data and how information design helps people under-
stand the world around them.

Stefanie Posavec, http://itsbeenreal.co.uk

Stefanie Posavec is a U.S.-born freelance designer working in London. She works for a vari-
ety of clients and focuses on projects related to information design, data visualization, and
book design.

Gavin Potenza, http://www.gavinpotenza.com

Gavin Potenza is a Brooklyn, New York-based information and icon illustrator and designer.
His work has been featured in the pages of Computer Arts, HOW, and multiple books.

Moritz Stefaner, http://moritz.stefaner.eu

Moritz Stefaner is a freelance information visualizer based in Bremen, Germany, who is pas-
sionate about information aesthetics, interactive visualization, and how the web transforms
our understanding of information. He holds a BSc in Cognitive Science and an MA in Inter-
face Design.

Curtis Whaley, http://www.tabletinfographics.com

Tablet is an illustration and design studio in Madison, Wisconsin, that is dedicated to visual-
izing the things that are difficult to explain. Whaley specializes in creating information graph-
ics, animations, diagrams, maps, icons, and symbols that aim to help clients “show instead

of tell.”

Carol Zuber-Mallison, http://www.zmgraphics.com

Carol Zuber-Mallison has a newspaper graphics background, having worked as a copy and
graphics editor at the Dallas Morning News and Fort Worth Star-Telegram. Based in Fort Worth,
Texas, she offers a wide range of design services, including infographics, charts/timelines,
diagrams/cutaways, maps, process graphics, and icons/illustrations using a “content first,
design second” approach.
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CONSULTANTS

One other professional service related to infographics is information design consulting. In
general terms, consultants or consulting firms differ from many traditional agencies and
freelance designers because the foundation of their service offering tends to be rooted in
communication strategy as opposed to design. It should be noted that some of the agencies
and freelance designers mentioned in the previous section may also offer strategy services.
If strategy is an important part of your organization’s information design plan, be sure to
confirm the types of services offered by prospective vendors.

FrameConcepts, http://frameconcepts.com

FrameConcepts is an information design firm in the Greater New York City area that special-
izes in infographics, animation, interactive demonstrations, pictograms, and data visualiza-
tion. Adopting a “business first, creative second” approach, the firm'’s goal is to use visual
communication to help organizations connect with its audiences.

Luminant Design, http://www.luminantdesign.com

Luminant Design, LLC is a New York-based information design consultancy experienced

in communication problem-solving analysis and design in architecture/engineering, soft-
ware, and graphic design environments. The firm’s visual graphic work includes maps, dia-
grams, signage systems, identity systems, software and web interfaces, and print design for
magazines.

Perceptual Edge, http://www.perceptualedge.com

Perceptual Edge is a consultancy based in Berkeley, California, that focuses on helping orga-
nizations learn to design simple information displays for the purpose of effective analysis
and communication. The firm's founder and principal, Stephen Few, has more than 25 years
of experience as an innovator, consultant, and educator in the fields of business intelligence
and information design. He is considered a leading expert in data visualization for data
sense-making and communication.

XPLANE/Dachis Group, http://www.xplane.com

Founded in 1993 by Dave Gray, XPLANE has evolved from an information design company
into a global communications and business transformation consultancy with offices in Port-
land, Oregon; St. Louis, Missouri; Madrid, Spain; and Amsterdam, Netherlands. As part of the
Dachis Group, XPLANE drives results for the world’s leading corporations through the sophis-
ticated process of collaborative consulting, design thinking, technology, social media, and
visual communication.
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