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For Dale, in whose eyes my company is at least as
important as Google...but maybe not as big a deal as
Apple. Within a week of opening my company, he asked
a random hairdresser, "My dad has his own company,
InfoNewt. Have you heard of it?”

You're the reason | keep dreaming big.
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Introduction

I have always loved data.

The data could be huge spreadsheets of numbers, quan-
titative research data, business processes, demographics,
financial results, map locations, or web statistics. It didn’t

matter—I loved it all.

After hours of working with a data set in a spreadsheet or
database, I could see patterns and make interesting dis-
coveries from the numbers. However, nobody else wanted
to review the spreadsheet in that detail. They didn’t want
to see the data; they just wanted to understand the con-
clusions. That’s when I embraced data visualization and

infographics design.



Introduction

If I could put a large number of data points onto one page, I could make
it easier for the audience to understand how they all compared. People
could look at one data point and understand how it fit into the context
of the whole data set. Much later, I learned about studies and research
that support the power of data visualization, but at the time I saw for
myself that for most audiences, seeing is believing. If I could visualize
the data, audiences could understand the information.

Working in marketing and product development departments for sev-
eral consumer product companies, I was mining these visualizations

as inspiration to create visual designs with my own data. I needed to
walk the audience through a sequence of information so that it would
understand how I was reaching my conclusions; I needed to tell a story
with the data. I also determined that it needed to be visually distinctive
for it to be memorable.

Internal graphic design departments never had enough time available
to help with presentations. They were busy with product packaging,
websites, and advertisement designs. My degree in mechanical engi-
neering—not graphic design—meant I had to learn information design
on my own. I came to infographics from the data side and learned
design along the way.

Over time, my designs got better and visualizing the data conveyed a
strong sense of understanding and credibility. I practiced and learned
what resonated with audiences. I might not have started out with the

intent to become an infographics designer, but that is where I ended up.

In 2007, I started the Cool Infographics blog (coolinfographics.com) as an
experiment. I was already collecting good infographic designs I liked
and hanging them on the walls of my office, so those became the first
infographics I posted about on the blog. Privately, I didn’t think the blog
would last more than year because I was afraid I would run out of mate-
rial. Fortunately, the awareness and popularity of infographics exploded
online, and now there are more good infographics than I will ever be
able to post.



This is a book for everyone, but different people use infographics for
different purposes. The chapters have been written so they can each

be read independently, and even though I think you should read every
word, you don’t need to read this book cover to cover to understand the

content.

Chapter 1: “The Science of Infographics” defines the dif-
ference between data visualizations and infographics, the
escalating information overload, the research behind the
power of infographics, and why visual storytelling with data

will continue to grow.

Chapter 2: “Online Infographics” explains why so many
infographics online are designed to be tall and explores the
many different objectives of infographics online. Infograph-
ics are intentionally structured for different purposes like
persuasion, education, advertisements, and more. How
copyrights and trademarks apply to infographics is also

explained.

Chapter 3: “Infographics and SEO” delves into why publish-
‘ ing infographics is so valuable to online marketing cam-

paigns, and how you can get the most value from launching

infographics online. Relevance and online lifespan are

key components to successfully launching an infographic.

A complete strategy for releasing infographics online is

described in detail.

Chapter 4: “Infographic Resumes” takes a close look at

the growing phenomenon of visualizing data in personal
resumes. These resumes have benefits and risks that every
job seeker should understand. Also, various publishing strat-
egies for successful infographic resumes are explained, and a
number of design tools are introduced.

What's in This Book
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Chapter 5: “Internal Confidential Infographics” explores how
people are using data visualizations and infographics inside
companies to improve communication of the company’s
confidential data. These private designs are powerful com-
munication tools shared internally for meetings and presen-

tations, but never released publicly.

Chapter 6: “Designing Infographics” is a chapter for anyone
‘ that wants to jump in and start creating great data visualiza-

tions and infographics. It doesn’t matter whether you are

going to try designing your own infographics or work with

an infographic designer. These design tips and strategies will

help you design cool infographics.

Chapter 7: “Design Resources” presents some of the most
popular options for software applications and online design
tools to create data visualizations and infographics.

The edge of the book is color-coded as a simple visual way to find the
chapter you want.

Jump in anywhere and enjoy!

What Makes an Infographic Cool?

I've been asked by a lot of different people, “What makes an infographic
cool?” Over the years, I've selected hundreds of designs to post on the
Cool Infographics site, out of the thousands of infographics published
online. Is there some magic formula for what makes an infographic cool?
How does one infographic design get chosen as “cool” when others don’t?

Like anything judged to be “cool,” the criteria are a moving target and
the topic of much debate. Opinions about what makes an infographic
cool are quite varied. In 2013, I invited a number of experts in data
visualization and infographics design to weigh in on this question with
guest posts on Coollnfographics.com. Here’s what a few of them said:



What makes infographics cool is that they can be extremely effec-
tive at explaining every conceivable topic in any industry for any
reason.
—KARL GUDE, spearheads the first information graphics program at
Michigan State University’s School of Journalism and is the former
Director of Information Graphics at Newsweek magazine and

The Associated Press

“Cool” infographics effectively build links, drive social shares, and
create buzz in a unique way.

—MATT SILTALA, President of Avalaunch Media

To create a powerful infographic, save the big graphics and clever
images. Dig into the information and find the story that means
something to us all.

—DEAN MEYERS, Visual Problem-Solver

An infographic is “cool” when it presents an important and com-
plex story and does so with integrity and good looks.

—NATHANIEL PEARLMAN, Founder of Graphicacy and Timeplots

You can find the complete guest posts and much more at:

coolinfographics.com/blog/tag/cool
My own short answer is, “I know it when I see it.”

My long answer is that a cool design will be a combination of the fol-

lowing aspects:
Engaging topic
New, surprising information
Visually appealing and distinctive
Simple, focused message

Quick and easy to read

What Makes an Infographic Cool?
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Easy to share
Clear, easy to understand data visualizations
Credible data sources

This book shares more than 100 examples of cool infographics from
designers all over the world that got many of these aspects right. These
designs were chosen to be representative of the thousands of cool info-
graphics available online.

Most of the infographic designs I've included in the book are actually
better when viewed online. Many of them had to be reduced in size to
fit on these pages, because it’s important for you to see the scale of the
entire infographic designs instead of just pieces. I have created a close-
up portion of many of the designs to demonstrate a particular point or
to make some of the text readable.

For all the example designs that are available online, I have included a
link to the original source so that you can see the full-size original ver-
sion online, the way the designer intended. However, many of the URLSs
are long and difficult to type into your browser.

The other challenge I faced is that over time links break. Sites go down
or move to new domain names, but when the URLs are printed in the
book, they are permanent. I wanted to ensure that many years from
now you could still view the full-size versions online. So I have created
a shortcut URL for each of the online examples that I control. If any of
the websites move the infographics to a new link address, I will change
the destination of this shortcut URL to redirect to the new address.



For each of the figures available online, there are four ways you can get

to the original infographics:

The complete original URLSs for online infographics are listed at
the end of each chapter.

I have created a simple shortcut URL for each online infographic
using the coolinfographics.com domain that will take you to the

original page online.

All the links are listed by chapter on a page at www.wiley.com/go/
coolinfographics. From that page, you can simply click the links
instead of typing them in.

All the clickable links are also listed by chapter on a page at

coolinfographics.com/figures.

The ideas and strategies behind data visualizations and infographics

are continuing to evolve and change every day. Cool infographics from
three years ago might not be considered “cool” today. As new tools and
technologies become available to designers, you can expect to see new

innovations in infographics design and distribution.
I encourage you to follow along and add your voice.
Cool Infographics blog: CoolInfographics.com

Twitter: @rtkrum (twitter.com/rtkrum)

Facebook: facebook.com/rtkrum

Google+: gplus.to/rtkrum

LinkedIn: tinkedin.com/in/rtkrum/

InfoNewt: InfoNewt.com

Join the Conversation
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Vision trumps all other senses. We learn and remember
best through pictures, not through written or spoken

words.

—JoHN MEDINA, BrAIN RULES



The Science of Infographics

Why do people love infographics?

Humans have been drawing pictures to communicate
with each other for thousands of years—from pictograms
on cave walls to Egyptian hieroglyphics to ideograms on
modern signs (Figure 1-1). People love using pictures to
communicate and tell stories because it’s hardwired into

the human brain.

Infographics and data visualizations are all around us.
We are surrounded by visual representations of informa-
tion—charts, maps, icons, progress bars, signs, posters,
diagrams, and online visuals (Figure 1-2). These are all
examples of visual communication, but these are not all

infographics.



FIGURE 1-1
Altamira bison
cave painting,
ancient Egyptian
hieroglyphics, and
modern signs.

The word infographic is used by people to mean many different things.
In many cases infographics and data visualizations are considered
synonymous, but in the world of an infographic designer they mean
different things.

Data visualizations are the visual representations of numerical values.
Charts and graphs are data visualizations and create a picture from a
given set of data. Figure 1-3 shows the price chart of the S&P 500, the
NASDAQ, and the Dow Jones Industrial Average since 1950. The reader
can easily see the overall upward trend and the comparison between
the three data sets. Including the volume chart beneath the price chart,
this data visualization creates a picture using at least 80,000 data
points.

2 The Science of Infographics
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Stock price chart

It takes us only seconds to understand the long-term trend, to see the
close relationship between the three indices, and to see the significant
spikes and falls in the stock market. This visualization easily fits on one
piece of paper, a computer screen without scrolling, or a presentation
slide. Seeing the entire data set on one page, we can understand the
data quickly and with little effort.

This is an efficient way to communicate data. Data visualizations can
be very space efficient by visualizing a large set of numbers in a small
space. By designing a visualization that displays all of the data within
the readers’ field of view, this enables us to see the entire data set with

minimal eye movement without scrolling or flipping between pages.

If we looked at a spreadsheet with 80,000 values instead, how long
would it take us to get a general understanding of the market?

In 2001, Dr. Edward R. Tufte, one of the pioneers of modern data
visualization and professor emeritus of political science, statistics, and
computer science from Yale University, clearly explained this phenom-

enon when he stated, “Of all methods for analyzing and communicating

The Science of Infographics



statistical information, well-designed data graphics are usually the
simplest and at the same time the most powerful.”

This screen shot (Figure 1-4) from the StockTouch app on an iPad is
another example of a good data visualization design. The top 100 largest
U.S. stocks are shown from nine different market sectors. In this view,
the companies from each market segment are organized in a spiral
pattern from largest (in the center) to smallest. Each stock is color
coded based on its stock price performance over the prior 12 months,
but the time period is adjustable with the slider on the right. The shades
of green show stock prices that have increased, and shades of red show

prices that have decreased.

Heatmap visualization of stock price changes

coolinfographics.com/Figure-1-4
Source: StockTouch i0OS app, Visible Market, Inc.

The Science of Infographics



Whether it’s a new definition or an additional definition of the term
infographics, its use now implies much more than just a data visualiza-
tion. Up until recently, a common definition for infographics was sim-
ply “a visual representation of data”; however, that definition is outdated
and is more indicative of data visualizations. Originally derived from
the phrase information graphics, infographics was a term used in the
production of graphics for newspapers and magazines.

Today, the use of the word infographics has evolved to include a new
definition that means a larger graphic design that combines data
visualizations, illustrations, text, and images together into a format
that tells a complete story. In this use of the word, data visualizations
by themselves are no longer considered to be complete infographics but
are a powerful tool that designers often use to help tell their story visu-
ally in an infographic.

This new definition of infographics is used consistently throughout this
book. and data visualizations are meant as a separate design element used
within the design of infographics. The art of data visualization is a huge
topic about which many books have been written and is taught in many
university classes. For the purposes of this book, they are not synonymous.

As shown in Figure 1-5, charts were the primary design element used to
create the infographic, Could You Be a Failure? The designer, Jess Bach-
man (byjess.net), combined data visualizations (line charts), along with
text, illustrations, and a photo of a Sharpie marker into this complete
infographic design. The overall design is considered to be one info-

graphic that uses many data visualizations in its design.

However, the best infographics tell complete stories. Infographics have
become more like articles or speeches than charts. Their purpose can
be categorized into the same three objectives as public speaking: to
inform, entertain, or persuade the audience. They have introductions
to get readers’ attention, so the readers know why they should take the
time to read the infographic. They end with conclusions and calls to
action, so the readers have some indication of what they should do with

the information they have just learned.

The Science of Infographics
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Infographic design made from 10 data visualizations
coolinfographics.com/Figure-1-5
Source: Could you be a Failure? from Jess.net and Smarter.org
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This is how many would-be designers end up designing bad infograph-
ics. Many designs simply put a bunch of data visualizations on the
same page without a cohesive story. They include all the data available,
instead of choosing only the data relevant to a central storyline. The
process of good infographic design is about storytelling and not about

just making your data visualization pretty or eye-catching.

The term infographics is also becoming mainstream. Thirty years ago,
the word was only used by art directors and print publications, but

the Internet has changed that. Figure 1-6 (based on data from Google
Insights for Search) shows that the last 3 years (2010-2012) has seen
extraordinary growth in people searching for the term infographic. The

Internet is turning infographics into a household word.

FIGURE 1-6:
Growth of search
for the term
infographic

Explosive growth of the

search term “infographic”
has been more than 20
times in the last 3 years.

2004 2005 2005 20T 2008 2K a1 il F iy 8 i3
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We are all confronted with an immense amount of data and informa-
tion every day—news, advertisements, e-mail, conversations, text mes-
sages, tweets, books, billboards, signs, videos, and of course the entire
Internet. The challenge we face is to filter out the junk, focus on the
relevant information, and remember the important stuff.

It’s a push-pull problem. We are actively seeking information, and at the
same time, companies and advertisers are pushing their information at us.

The first part of this problem is that people are constantly looking to
find new information. In a real sense, we are our own enemy. We are
confronted by most of the information because we look for it. The sim-
plified reason for this is that we want to be better informed so we can
make better decisions.

In 1983, George A Miller®?, one of the founders of the field of cognitive
psychology, coined the term informavore to describe the behavior of
humans to gather and consume information (Figure 1-7). It was later
popularized by philosopher Daniel Dennett® and by cognitive scientist
Steven Pinker!®. Miller states, “Just as the body survives by ingesting
negative entropy, so the mind survives by ingesting information. In a

very general sense, all higher organisms are informavores.”

In 2000, technology writer Rachel Chalmers® wrote, “We're all infor-
mavores now, hunting down and consuming data as our ancestors
once sought woolly mammoths and witchetty grubs.” She wrote that
description as part of her article on how researchers at Xerox’s Palo
Alto Research Center in California were investigating how people find
information on the Internet by using anthropology to compare them to
the foraging habits of early humans. Here’s the condensed version: The
results were that the two behaviors were similar.

The Rise of the Informavore
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The evolution of the informavore

This behavior of hunting for information is not new. Humans have been
driven to gather new information since before recorded history. It’s a
major reason that humans have not only survived, but also have devel-
oped the advanced civilization that exists today. How to grow better
crops, how to build better weapons, and how to survive the winter,
successfully hunting for more food, killing invading enemies, and so on.

Our species thrives because we are constantly learning and improving.

There is also an immense amount of pressure to make better decisions.
Why do people still make poor choices when this massive library of
human knowledge is available? For example, people are pressured to
research products before making purchase decisions because price
comparisons, promotional offers, star ratings, customer reviews, expert
recommendations, feature comparisons, and third-party testing results

are easily available.

Part of this behavior is that people want to be perceived by others

as having made good, well-informed decisions. It might take days to
decide which is the best, new microwave to buy because we respond
to this pressure by doing more research. We need more data, so we go

looking for it.

The Science of Infographics



We live in the Information Age. People have more information at their
fingertips than at any time in history, and this problem is going to get
worse (or better, depending on your point of view). It’s like putting a
starving man in a Las Vegas buffet restaurant. We see this growth in
data all around us; however, it’s hard to quantify how much information
we see every day.

On average, we are exposed to the information equivalent of 174 news-
papers every day (assuming an 85-page newspaper). This research by

Dr. Martin Hilbert®® at the University of Southern California looked at
the state of information capacity in 2007, and the results represented an
incredible growth when compared to the information equivalent of only
40 newspapers per day in 1986 (Figure 1-8).

Another way we can estimate the sheer magnitude of information is
by measuring the amount of data that moves across the Internet. First,
here’s a quick reminder of how data is measured. In Figure 1-9, the tiny
yellow square in the bottom-left corner represents 1 gigabyte of data (a
single pixel on the computer screen). The larger, blue square represents
1 terabyte of data, and the big, purple square represents 1 petabyte.
Each square is 1,024 times larger than the previous square.

Estimates from 2008 are that Google was processing 24 petabytes of
data each day"” and that the entire written works of mankind, from
the beginning of recorded history, in all languages would be a total of
50 petabytes.®!

With the size of a petabyte in perspective, the Cisco Visual Networking
Index™ makes more sense. Figure 1-10 shows you the historical Internet
traffic that has been measured and leads up to the future projection of
more than 120,000 petabytes per month by 2017.

The Rise of Big Data
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FIGURE 1-9: The size of a petabyte
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FIGURE 1-10:
Global Internet
traffic growth

Over 120,000
Petabytes/Month
in2017

TE,DOO
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Global Internet Traffic Growth
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Visual Metworking Index, Csco, 2013

The amount of data available in the modern world can be measured in

many ways, but they all indicate that it will continue to increase.

Why Infographics Work
So, how can we cope?

There are a number of reasons why visual information is a more effec-
tive form of communication for humans. The main reason is that vision
is the strongest form of input that we use to perceive the world around
us. In his book Brain Rules, developmental molecular biologist John
Medina states, “Vision is by far our most dominant sense, taking up
half of our brain’s resources.”%)

14 The Science of Infographics



Studies estimate that between 50—80 percent of the human brain is
dedicated to forms of visual processing,'!? such as vision, visual
memory, colors, shapes, movement, patterns, spatial awareness, and

image recollection.

Pattern Recognition

Humans are pattern recognition machines. Yes, this comes from the
evolution of a survival instinct. To survive, humans needed to see a
situation and react appropriately in mere seconds. We can see the scene
from the photo in Figure 1-11, recognize the lion hiding in the grass,
understand the mortal danger we may be in, and start running away in

a fraction of second.

FIGURE 1-11: Lion hiding in the grass
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Visualizing data taps into this pattern recognition ability and signifi-
cantly accelerates the understanding of the data.'® You can look at a
chart of data presented and understand it quickly by seeing the pat-
terns and trends. This is a much faster way to comprehend information
compared to reading numbers, comprehending the math, and then
imagining in your mind how the numbers relate to each other.

The human ability to see patterns and trends quickly is the major
reason why data visualizations are so powerful as components of info-

graphic design.

The Language of Context

Data visualization is the language of context, which is all about show-
ing multiple values in comparison to each other to provide context for
the reader. If we see a number in text by itself, we don’t know how to
understand it.

Figure 1-12 shows a numeric value in text by itself. In isolation, the
brain doesn’t know how to comprehend this value. Is it big or small,
good or bad, increasing or decreasing? You don’t know. If no context

is provided, your brain tries to provide context from your own experi-
ences. You may think: “There are a lot of digits, so it looks like it might be
a big number. I know there are about 500 kids in my son’s school, so this

number sounds very big in comparison!”

This is the baggage that an audience brings with them. If the designer
doesn’t provide context to help understand the value, the audience will
make up their own. Chances are good that it won’t be how the designer
intended the audience to interpret that data. To communicate clearly,

the context needs to be provided to them.

We can’t effectively visualize a number all by itself. The bar chart
in Figure 1-13 has only one bar and it doesn’t provide context to the

readers either.

The Science of Infographics
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Adding a second value for comparison puts the original value into
context for the reader. It provides a frame of reference to give the reader
a way to understand the magnitude of the original number. Figure 1-14,
includes the population of the United States for comparison, using
circles to visualize both values.

Now the readers have a way to comprehend the original number by
comparing it to something they might be familiar with. They might
think: “The number of global Internet users is more than seven times
larger than the total population of the United States. That’s a lot of

Internet users!”

FIGURE 1-14: There 8 aoomsimately
Providing a

2 267,233,742

comparison creates 1 SR
fE0a| rEsmet Lssrs

context, 1410151

Bporodrmabak

311,591 917

r~.-..:.| peoplaintha LS
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By providing the second number as a comparison, the designer can
control the context that the audience uses to understand the data.
Visualizing the two numbers taps into the pattern recognition of the
brain, and even if the audience doesn't already know the population of
the United States, they can see the comparison between the two values.

Context is a powerful tool for the designer.

However, with great power comes great responsibility. All data visual-
ization is biased. This upsets a lot of people that want data visualiza-
tions to be objective and “true to the data.” By putting numbers into
context for readers, the designer is shaping the perception of the values.
This introduces bias into the data visualization.

The choices a designer makes bring bias to the design. Just by choosing
which numbers to include in the visualization for comparison creates
some bias in the design. What numbers are left out? How far back in
time should data be used to show a trend? How recently was the data
collected? All of these choices introduce small and large elements of
bias to the design.

Figure 1-15 changes the reference value used to create context to be the
estimated total population of Earth.!” Now the original value appears
smaller in comparison because only approximately one-third of the
world population has access to the Internet. This changes the reader’s

perception and understanding of the original value.

Notice the data visualization style is changed between the two examples.
In the first visualization, not everyone in the United States has access to
the Internet, so they display as two separate circles. In the second visu-
alization, all Internet users are part of the total population of the planet,

so the reader can visualize them as a portion of the total in a pie chart.

Designers need to balance two conflicting demands—the need to
communicate a message and the need to minimize bias in the design.
Designers struggle with this challenge every day.

Why Infographics Work
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The Picture Superiority Effect

Probably the strongest way that visual systems can benefit us is in
memory retention. People remember pictures better than words,
especially over longer periods of time. This phenomenon is called the
Picture Superiority Effect.

Even without understanding the science behind the concept, advertisers
have known this intuitively for many years. Even in simple applica-
tions such as the Yellow Pages, listings that include pictures are more

20 The Science of Infographics



successful. People are more likely to remember the company advertised
if there was an image included in the listing.

This is also the primary reason why companies design logos for
themselves, as seen in Figure 1-16. People are more likely to remember
the company logo, an illustration representing the company, than the
actual name of the company. When it comes to purchase decisions,
consumers are more likely to buy products from familiar companies.
When buyers are in a store looking at products on the shelf, they are
more likely to choose the products from companies they recognize, and
logos are more likely to be remembered. Companies know this, and

are very careful to design their product packaging to clearly show the
company or brand logo.

Starbucks Corporation Consumers are

more likely to
remember a
company’s logo

Apple, InG. than the text of the
company name
The Coca-Cola Compary

Mika, Inc.

The Home Depaot LLS.AL Inc.

Budwiser, Anheusar-Busch

Fed ¢« redexcopomtion

Why Infographics Work



Picture Superiority
Effect

Based on research into the Picture Superiority Effect (Figure 1-17),
when we read text alone, we are likely to remember only 10 percent
of the information 3 days later. If that information is presented to us
as text combined with a relevant image, we are likely to remember 65

percent of the information 3 days later!'”!

Combining relevant images with your text dramatically increases how

much your audience remembers by 650 percent!

However, it’s not just any image. It needs to be an image relevant to the
content, which reinforces the message from your data. This works in
advertisements, presentation slides, posters, brochures, websites, bill-
boards, and, of course, infographics. A simple text message combined
with a relevant image can make a lasting, memorable impression on

your audience (Figure 1-18).

Picture Superiority Effect

Memory retention after 3 days

NENENBENE
10%

Text or Audio Only
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Getting information
from the Internet
coolinfographics
.com/Figure-1-18

Source: The Information
Hydrant, Will Lion, 2008

Getting information off the
Internet is like taking a
drink from a fire hydrant.
Aiirreed Rapar

In 1917, artist and illustrator James Montgomery Flagg designed the
still-famous “I Want YOU for U.S. Army” poster (Figure 1-19) that

combines a simple text message with a dramatic image depicting

Uncle Sam.[¥ This poster is still recognizable and remembered almost
100 years later because of the Picture Superiority Effect. Without the

image portion, no one would remember these posters at all.

In infographic design, the Picture Superiority Effect is extended to
include charts, graphs, and data visualizations. Infographic design-
ers use data visualizations and illustrations as the visual component
of a design to trigger the Picture Superiority Effect, which can have
incredible success getting the audience to remember the information
presented.

Why Infographics Work
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The secret is that the visualization needs to stand out. Just because you
include a chart doesn’t make a design interesting or memorable. The
visualization must be unique and impactful, or it won’t be memorable
to the audience. Just as seeing a presentation full of similar bar charts
can put an audience to sleep, if an infographic designer uses the same
chart style over and over again, the audience won't remember the
difference between multiple designs. Designers can spend a lot of time
working on the design of one data visualization to find a new style or
visualization method. This long amount of time focused on one chart
design can contribute to why many people mistakenly think that info-

graphic design is just about making charts pretty.

In 2010, Sam Loman designed the infographic Underskin, shown in
Figure 1-20. The design maps eight different systems within the body
(Digestive, Respiratory, Arterial, and more) and highlights the major
connection points using the visualization style of a subway map. The
design was unique and stood out because it wasn't a text list or a bunch
of callouts on an image of an actual human body. Even though the sub-
way map design style was well known, it had never been applied to this
medical topic before, and the design stood out dramatically compared
to other medical information sources. Even though it was intended for
a medical audience, the design went viral with the general public online
on many nonmedical sites such as Gizmodo, Behance, Vizworld, Infor-

mation Aesthetics, Neatorama, Flickr, and Cool Infographics.

Loman effectively applied an existing design style to a new set of infor-
mation to create a visualization that was new and different. The result-

ing design is definitely unique and memorable.

Why Infographics Work
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FIGURE 1-20: Underskin by Sam Loman
coolinfographics.com/Figure-1-20

Source: Underskin by Sam Loman
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The Art of Storytelling

Good infographic design is about storytelling by combining data

visualization design and graphic design. Many of the good infographics
follow a simple three-part story format: introduction, key message, and
conclusion, as shown in Figure 1-21.

Introduction/Foundation

Ah-Ha!

The Main Event

Conclusion/Call-to-action

FIGURE 1-21: The three-part story format
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Introduction/Foundation

The introduction needs to introduce the reader to the topic of the
infographic. What is the infographic about and why should the reader
care? This is usually some combination of the title and a brief paragraph
of text. This is the designer’s chance to tell the target audience that this
infographic is intended for them and contains something they will find

interesting.

This section also needs to lay the foundation for the information—
anything the readers need to understand clearly before they are ready
to grasp the main event. Introductions may include a couple data
visualizations that help lay the groundwork. Maybe it’s a visualization
of an entire industry before getting into the details, which helps prepare

the reader to be ready to learn something new.

Ah-Ha! The Main Event

For an infographic to be remarkable to the audience, it needs to
contain some new, previously unknown piece of information. This
is the main event and usually the dominant visual portion of the
infographic.

This section is the infographic’s entire reason for existence. The
information contained here is why someone went to the trouble

of designing the infographic. Usually, a large illustration or data
visualization is used in this section to trigger the Picture Superiority
Effect with the readers. If the audience only remembers one thing
from the infographic, the designer wants it to be this main point of

information.

The Science of Infographics



Conclusion/Call-to-action

Infographic designs need to have some closure at the bottom where the
designer wraps up the message for the reader—just like ending a good

speech.

If appropriate, this is where a call-to-action should be included if there
is some type of follow-up the designer would like the readers to take
after learning this amazing piece of information. Should they visit a
website, sign a petition, buy a product, start eating healthier, write a
letter to their congressman, or call their mother?

The design should not leave it to chance that they will act appropriately,
but should tell the readers explicitly what to do with the nugget of wis-
dom just bestowed upon them.

Figure 1-22 is an infographic from RothIRA.com that targets a young
audience with information about saving for retirement. There is a brief
introduction that introduces the character Tom. Some basic assump-
tions are outlined as foundation information, such as saving $1.00 per
day up until age 70.

The main event is the visualization of the tower of stacked beer cases
that Tom would be able to afford if he starts saving at age 25. This stack
of beer is shown in comparison to two smaller objects: the Statue of
Liberty and, the world’s tallest building, the Burj Khalifa Tower. By
choosing two recognizable objects that are smaller than the Tower of
Beer, the design highlights how impressively tall this stack would be.

The explicit call-to-action is the deceptively simple statement: “Learn
more at RothIRA.com.” The subtle call-to-action is for the reader to

start saving for retirement right now.

The Art of Storytelling
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FIGURE 1-22: The Tower of Beer infographic exemplifies the three-part story format
coolinfographics.com/Figure-1-22

Source: The High Life, Tower of Beer, RothIRA.com, 2012
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Six different media formats of infographics are available to designers,
as shown in Figure 1-23. Even though the majority of the infographics
we see online are static images, many designers have begun to uti-
lize storytelling and data visualization in different ways. The choice
between these hinges on the overall objectives of the design.

Static Infographics

Static infographics are the simplest and most common form of info-
graphics design. The final design is saved as an image file for easy dis-
tribution online and to print on paper. Most software applications have
the capability to save the final design as a static image file (JPG, PNG,

GIF, and such) for easy viewing in a browser or as a PDF file.

Figure 1-24 is a good example of a static infographic design. Voice is King
from Nuance Communications uses data visualizations and illustrations
to tell a compelling message. The design fits easily into website and blog
posts, and the static image can be easily shared as a PDF file by e-mail.

Infographic

The six forms of

Imﬂrﬂﬂti\fﬂ infographics in
LEUE'S Df order of increasing
Wd'ﬂﬂ' complexity

Complexity

Animated
Clickable
Zooming

Static
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FIGURE 1-24: Voice is King, Static infographic example
coolinfographics.com/Figure-1-24

Source: Voice is King, Nuance Communications, 2012
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Static infographics are also the easiest format to share online. No
special applications or browser add-on extensions are required. Static
images have a long history as part of web design and are easy to post
and control in web design packages. After a static infographic image is
published online, it becomes available for most readers to share online

using the built-in function on social media sites to share images.

The major social media sites (Twitter, Facebook, Google+, Pinterest,
Tumblr, and LinkedIn) have the capability to share static images built

into the existing status update function (Figure 1-25).

Facebook upload
i i i bl Fsian Y i .
ﬂ sy Ry i i photo image
interface
lipidal Fraeie  aalin Lot P Ablaiss
e F o
! Maypage

A smaller, thumbnail image of the infographic becomes embedded
in the status update and appears to all of the followers as part of the

stream of status updates, as seen in Figure 1-26.
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Zooming Infographics

Zooming infographics add an interactive layer to large, static infograph-
ics online and enable the readers to easily zoom in closer to read the
details. These are normally used for large designs and posters because
the small space available in a computer’s browser window makes the
text too small to read. A large design is reduced in size so that the entire
design can be viewed all at once on the screen, and the zooming controls
are made available to allow the reader to view the small details clearly.

Figure 1-27 shows a zooming interface being used to view The Geneal-
ogy of Pop/Rock Music infographic poster from HistoryShots. This is

a very popular design, but the large format makes it difficult to view
online. The zooming viewer allows the reader to zoom into the details,
but keeps a thumbnail of the overall design in the top left corner. This
thumbnail shows the reader which portion of the design is being shown,
and allows them to easily navigate to other parts of the design.

'PoplRock

Zooming interface example
coolinfographics.com/Figure-1-27

Source: Genealogy of Pop & Rock Music, Reebee Garofalo, HistoryShots
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A zooming interface is usually created by starting with a large image file
of a static design and then adding the interface controls as part of the
web page. Custom web page code such as HTML5 and JavaScript can
create the user interface, but online services such as Zoom.it (zoom.it/)
from Microsoft enable anyone to create an interactive, zoomable image

interface using the link to an available image online.

Figure 1-28 shows the huge infographic design, Ownership of Beer
Brands and Varieties 2010 by Associate Professor Phillip H. Howard
from Michigan State University and his wife Ginger Ogilvie. The design
is a large visualization of the many varieties of beers owned by the vari-
ous parent companies. Viewed as a whole on the screen or page, most of
the text is unreadable.

Chwnerahip ol Bews

FIGURE 1-28: Large
poster-sized info-
graphic designs are
perfect for zooming
interfaces
coolinfographics
.com/Figure-1-28
Source: Ownership of
Beer Brands and Variet-
ies 2010, Phillip H. How-
ard and Ginger Ogilvie

Media Formats of Infographics 35




However, by using the Zoom.it tool, they were able to create the
zooming interface you see in Figure 1-29. The reader can navigate the
design using the mouse or the controls in the lower right-corner. The
design with the zooming interface can be seen in all browsers and even
embedded into other websites to share.

A major advantage to using a zooming interface is that it enables
readers to see the entire design on the screen without any scrolling
before delving deep into details. By starting with the big picture, the
readers gain a better understanding and context of how the details fit

into the overall story.

FIGURE 1-29: Beer
Ownership info-
graphic as seenin
the Zoom.it inter-
face tool

TOOITUIL oo haocn. w7

coolinfographics
.com/Figure-1-29
Source: Ownership of
Beer Brands and Variet-
ies 2010, Phillip H. How-
ard and Ginger Ogilvie
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Clickable Infographics

Clickable infographics also add a user interface layer to static info-
graphic designs by making specific regions of the design clickable with
HTML links. This interface is often created as an HTML Image Map,
which is interpreted by the web browser to identify specific regions of
the static image by their pixel locations as clickable to a URL address.
Designers use the advantage of clickable designs to remove second-
ary information and additional details from the primary infographic

design.

The designer can use clickable infographics as a method to keep the
original infographic clean and simple to read. Readers who want more
information can dig deeper by clicking the links, but the main info-

graphic remains simple and easy to understand.

It’s a little difficult to show how this works on a printed page, as shown
in Figure 1-30. In this design from 2011, the list of the Top 26 Most
Promising Wine Apps from VinTank is shown within a visualization
that groups them by category. Each of the iOS app icons takes the
reader to the appropriate page in the iTunes App Store when clicked.
This kept the design clean and simple by removing the need to spell out
all the URL addresses in the text.

A variation of this type of design style is a pop-up infographic style.
Instead of the reader clicking different areas of the infographic to
access additional information, the secondary information appears as
the reader hovers their mouse pointer over different regions of the

design.

Media Formats of Infographics



FIGURE 1-30:
Eachiconin this
infographicis a
separate HTML link
coolinfographics
.com/Figure-1-30
Source: VinTank App
Spectrum

A Raw Chocolate History is an infographic timeline. The main design
in Figure 1-31 is a simple, circular timeline with illustrations, but when
the reader hovers over any of the illustrations, secondary information
specific to that time period appears (Figure 1-32) providing additional

information to the reader without cluttering the original design.

Both the clickable and pop-up design style share one major drawback.
The additional functionality of the clickable regions and pop-up infor-
mation is only functional when viewed on the original landing page
that includes all the extra HTML code. Whenever a reader shares the
infographic image on another site, only the static image file of the-
original infographic is shared.
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coolinfographics
.com/Figure-1-31
Source: The Raw
Chocolate History, The

Chocolution.com
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Additional Informa-
tion pop-up window
close-up

300-300 A.D. : The Mayans

The first true chocolate lovers, treasuring cacapas g
restorative, mood-enhancing tonec. it becama an inlegral
part of their society, used in ceremonies, given as

gifts and incorporated into their mythologies.

Another variation of this style is that many programs that have the
capability to create the HTML Image Map files can also export the file
into PDF format and maintain the clickable functionality. That means a
designer can save the clickable infographic into a clickable PDF file. The
resulting PDF file is then easy to send through e-mail or make available

for download.

The clickable PDF file is not only fully functional when viewed on the
reader’s computer, but also when viewed on portable devices such as
tablets and smartphones; all the clickable regions in the PDF file still
function correctly and bring up the target URL addresses in the default
web browser on the device.
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My Visual Mapping Blogroll designed by Claude Aschenbrenner
(serialMapper.com) in 2008 is an infographic design in the style of a
subway map. It’s a PDF file available to view or download from the
SerialMapper site (serialmapper.com/archive/2008/09/25/mise-en-seine-de-
blogs.html) and each blog listed at a node is a clickable link that takes the
reader to the URL address of each blog (Figure 1-33).

fimuas sarpppn

Ma liste de Blogs en Cartographie de I'information | My Visual Mapping Blogroll CARTO
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Chwde dgchoobreresr. septamier o B008 Pora Yerien 18
FIGURE 1-32: The Visual Mapping Blogroll
coolinfographics.com/Figure-1-33

Source: My Visual Mapping Blogroll, by Claude Aschenbrenner
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Animated Infographics

Animated infographics create some motion or change to the design as
the reader watches. It might be the bars in a bar chart growing, a color
change, or an animated character. These are differentiated from the
video infographics (next) because these are not video files. These are
animated with HTML code or an image file format to create the anima-
tion but can exist as an object on the web page.

In the Cheetah infographic (Figure 1-34) by Jacob O’Neal, the cheetah
is animated as running in the infographic, along with some other
smaller animations in the charts. You’ll have to follow the URL link to
see the animation online. This is accomplished by using the animated
GIF file format that displays a sequence of static images in a repeating
loop. The result is a constantly moving animation that makes this

design clearly stand out and get noticed.

The use of the animated GIF image file format has a significant
additional advantage. Because the animation is completely con-
tained within the image file, the animation will function when
posted on other sites and blogs. This is in contrast to other designs
using code to create an animated infographic, which is much harder
to share.

How Far is it to Mars? shown in Figure 1-35 is an animated infographic
design built into a webpage. Created by David Paliwoda and Jesse Wil-
liams, the design visualizes the distance between Earth and Mars at a
scale that makes planet Earth a diameter of 100 pixels on screen. Click-
ing on the arrow at the bottom of the screen begins the animation of
scrolling the page to the orbit of the Moon and eventually to the planet
Mars. The visual motion of the star field and the amount of time it takes
before Mars appears on the screen gives the audience a clear under-
standing of how far apart the planets truly are.

The Science of Infographics
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Animated GIF image file used to create an animated infographic

coolinfographics.com/Figure-1-34

Source: Cheetah, Jacob O'Neal jacoboneal.com/cheetah)]
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If the Earth were 100 pixels wide,

100 pixels

Animated infographic begins when clicked by the viewer
coolinfographics.com/Figure-1-35

Source: David Paliwoda and Jesse Williams
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Video Infographics

Video infographics are still fairly new but quickly gaining momentum
online because of the ease of usability on video sharing sites such as
YouTube and Vimeo. The ability to embed fully playable videos from
these sites into blogs and social media posts has caused a tremendous

increase in the traffic and value of video infographics to marketers.

The first video infographic I posted about on Cool Infographics in
2007 was the music video for “Remind Me,” by Royksopp (youtube
.com/watch?v=eo4u433APGk). The video is a story about a day in the life of
a young woman living in London. The data visualizations in the video
are about the details behind modern life that surround her, like show-
ing how the plumbing system in her apartment works while she is
shown brushing her teeth. This video set a high standard for the video
infographic designs that followed (Figure 1-36).

Other video infographics are not made with high-end animation soft-
ware applications. Many of the most popular video infographics online
have been made using readily available presentation software applica-
tions such as Microsoft PowerPoint, Apple Keynote, and Prezi. Using
the animated slide transitions and careful timing steps to automate the
entire presentation, a presentation can be exported as a video file for
distribution.

The “Did You Know? Shift Happens” video infographic by Karl Fisch,
Scott McLeod, and Jeff Brenman (youtube.com/watch?v=1jbI-363A2Q)
started out as a PowerPoint presentation to the faculty at Arapahoe
High School in Centennial, Colorado in August 2006. The initial video
was remixed to remove the school-specific information and uploaded
to YouTube in 2008. It quickly went viral, and that one infographic
video had more than 5.6 million views by the end of 2012 (Figure 1-37).
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“Remind Me” by
Royksopp video
infographic

coolinfographics
.com/Figure-1-36
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FIGURE 1-37:
“Did You Know? 3.0"
Infographic video

coolinfographics
.com/Figure-1-37
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These videos didn’t use many data visualizations (most of the data was
shown in text only), but it did a good job of putting the numbers into
context for the audience. That initial video has spawned a series of
updates over the subsequent years and has grown to become probably
the most successful video infographic campaign to date. Over the last

5 years, it has become a series of videos with the help of design firm
XPLANE (xplane.com) and began using more advanced animation soft-
ware tools. By the end of 2012, the entire series of videos had more than
33 million views online. A complete wiki site has been created around

the history of the video series at shifthappens.wikispaces.com/.

Interactive Infographics

Interactive infographics are designs that give readers some control over
the data or the visualization displayed. They are also popular because
they keep the readers engaged with the data for a much longer period of
time than static infographics. Some of these sites are standalone data

visualizations, and others are built into a larger infographic design.

The New York Times website has become recognized by many as

the world leader in interactive infographics and data visualizations.
Figure 1-38 shows a map of results from the 2012 U.S. Presidential
election. Each county in the country is colored a shade of red or blue
depending on the final tally of votes. I would call this an interactive
data visualization, but because of the historical use of the word info-
graphics within the newspaper design industry, many people refer to
this as an interactive infographic.

In this case, the data was being updated in real-time as the election
results were officially released. Users could see the map evolve as
additional results were reported. The user had the ability to zoom in to
specific states, view the numeric data from each country or change the
display based on the choices along the left-hand side.

The Science of Infographics
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FIGURE 1-328: The New York Times 2012 Election interactive infographics

coolinfographics.com/Figure-1-38

Some companies design and provide interactive data visualization tools
for others to use. Tableau Software is one of the leaders in this area and
makes its Tableau Public version of their product available to users for
free. The tool enables us to use our own data to create interactive visual-
izations and then embed the visualizations into our websites (Figure 1-39).
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FIGURE 1-39:
Tableau Public
coolinfographics
.com/Figure-1-39
Source: Tale of 100
Entrepreneurs, Tableau
Software.
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A few complete infographics have been designed using Tableau as a design

tool to include interactive data visualizations within a larger infographic

design. Inside Super PACs (Figure 1-40) was designed by Jess Bachman at

Visually, Inc., using Tableau visualization modules as the charts within the

design. As a result, all the charts are interactive, and the reader can adjust

any of them by clicking to highlight different information.
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FIGURE 1-40: Separate interactive charts were put together to create the complete infographic
coolinfographics.com/Figure-1-40

Source: Inside Super PACs, Visually, Inc.
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Infographics have exploded in popularity in just a few years. Their
formats will undoubtedly evolve into new types of media, but the use of
data visualization and design to tell stories with data will only continue
to grow. We will never have less data available than we do today. The
amount of data we have to filter through and understand will continue
to grow, and infographic designs are one of the best tools we have to
share and communicate the things we can learn from that information.

1. Edward R. Tufte, The Visual Display of Quantitative Information
(Cheshire, CT: Graphics Press LLC, 2001). http://www.edwardtufte.com/

2. George A. Miller, “Informavores,” in The Study of Information: Inter-
disciplinary Messages, ed. Fritz Machlup and Una Mansfield, (New
York: Wiley-Interscience, 1983), 111-113

3. Daniel Dennett, Kinds of Minds: Toward an Understanding of Con-
sciousness, (New York: Basic Books, 1997).
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6. Dr. Martin Hilbert, “Mapping the dimensions and characteristics of
the world’s technological communication capacity during the period
of digitization (1986-2007/2010),” presented at the 9th World Tele-
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Competition for your audience’s attention is fierce. The
fact that infographics are unique allows organizations an
opportunity to make the content they are publishing stand
out and get noticed.

—MARK SMICIKLAS, THE PoweR oF INFOGRAPHICS



Online Infographics

Infographics published and shared online are the driv-

ing force behind the explosion in the public awareness of
infographics. The term infographics was mostly confined
to newspaper designers and was a behind-the-scenes term
used in the print production process of art departments.
As mentioned in Chapter 1, these more recent online info-
graphics are quickly turning even the term infographic

into a household word.

Of course, infographics aren’t actually new. There are many
historical examples of infographics and data visualization
designs from the last 200 years. Traditionally, infographics
have been defined as anything that qualified as “informa-
tion graphics,” or any visual representation of data or
information. Charts, graphs, data visualizations, maps,

diagrams, and tables were all considered infographics.



The online revolution has created a new, additional definition of the
word infographics for the Internet age. Mostly used for the marketing
purposes of companies, online designs have become a new definition of
what is an infographic. These new infographics are a complete story or
article designed into a single image by combining text, images, illustra-
tions, and data visualizations. Published as standalone images, they
provide a visually engaging story in a self-contained package, usually
an image file. The tools to share photos and images online were already
strong, and these new infographics have taken full advantage of those

tools to make sharing easy and popular.

In the last two years, the Internet has matured to a point at which
people are now using it every day as their primary source of news and
information. Photos, illustrations, and charts have always improved

the readership of stories in print publications by adding a visual ele-
ment, and that phenomenon is even stronger online. At the same time,
online tools such as Tumblr, Flickr, Blogger, and WordPress have helped
personal publishing become mainstream. People using these online
publishing tools to create their own sites and blogs have quickly learned
the same lesson: Visuals help drive traffic and engagement, and info-
graphics are often more effective than images alone.

The tall infographic format shown in Figure 2-1 is a perfect example

of this new type of online infographic. The Mobile Youth: Teens & Cell
Phones design was published online by PrepaidPhones.com and is laid
out in a sequential order that leads the reader through the information
from top to bottom in five sections. This creates a tall design, and most

infographics online follow this same format.

This design format is referred to in a number of different ways, such as
a tall, long, or tower infographic design. From a design and web inter-
face perspective, the aspect ratio of the tall format has some distinct
advantages. The technology built into a computer mouse makes it easier
for the computer user to scroll up and down with a simple flick of the
finger, but more difficult to scroll side to side.

Online Infographics
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An example of a tall format infographic
coolinfographics.com/Figure-2-1
Source: Teens & Cell Phones, PrepaidPhones.com
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More important, most site layouts are designed to allow easy verti-

cal scrolling, but not horizontal. Websites generally fit the width of

a browser window without the need for scrolling sideways and have
content that runs down past the bottom of the window. Users already
expect downward scrolling to reveal the rest of the site content. Images
that are too tall to display on the screen disappear off the bottom of the
browser window, and users know they can scroll down to see the rest of
the image.

As a general rule of thumb, the original full-size version of an
infographic is published online at an image size that is 800 pixels
wide and as long as necessary to tell the story. This size allows an
infographic to display on the company website at full resolution
and fits within the window width of most web browsers and screen
resolutions.

However, when the infographic is shared and reposted on other sites,
the image size is normally reduced to a smaller thumbnail image to fit
the width of the content space of a blog or website layout. Most of the
layout templates available on blog design platforms (such as WordPress)
have a content space that is only 600 pixels wide to allow for additional
site content in a sidebar. A vertical, tall format design is usually still
somewhat readable when reduced to fit the smaller content width, but

a horizontal format would be reduced so dramatically that it would
become a tiny, unreadable thumbnail.

For example, Figure 2-2 shows an infographic design from Hotels.com
called What Guests Want. The original infographic design was pub-
lished as an 800 X 4,000 pixel JPG image file. People who repost the info-
graphic on their own blog would probably shrink that image file down to
500 x 2,500 pixels. A reduction in width of 37.5 percent, but a reduction

in overall size (area of the design) of 61 percent.
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FIGURE 2-2:
Vertical infographic
size comparison
&

coolinfographics
.com/Figure-2-2
Source: What Guests
Want, Hotels.com
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By contrast, if we consider this fun design, in The History of Swimwear
infographic from BackyardOcean.com in Figure 2-3, the story is dif-
ferent. The original infographic design is a wide 4,000 x 800 pixel
horizontal format design, and the viewers are required to scroll side

to side to see all the content. Side scrolling is not ideal, but the imple-
mentation on the BackyardOcean.com site is easy for the audience to
scroll through the design. However, to fit within a standard blog format,
the 4,000 pixel width would have to be reduced to 500 pixels wide. A
reduction in width of 87.5 percent, but the overall size reduction is 98.4
percent—too small for viewers to read.

Width is the size-limiting factor when posting infographics online.
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FIGURE 2-2: Horizontal infographic size comparison

coolinfographics.com/Figure-2-3
Source: History of Swimwear, BackyardOcean.com
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Image-sharing sites such as Pinterest use a vertical, scrolling interface
to browse images with variable lengths. This allows for tall format
designs to display in their entirety. Although it wasn’t intended for this
purpose, it resulted in an ideal display for a gallery of tall format info-
graphics. In Figure 2-4, you can see how all the infographic image sizes
are condensed to fit the fixed width columns. The tall format designs
are much easier for the reader to view, but horizontal format infograph-

ics are reduced to a very small size.
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Although tall format infographic designs are ideally suited for online
distribution, they are only effective if online is the only place you are
going to publish the infographic. The tall format designs are particu-
larly difficult to use in presentation slides or printed out for physical

distribution. For both presentation slides and printing, the limiting

dimension changes to height, not width.

Tall format designs that are printed out on standard letter-size or A4
paper or pasted into presentation slides are scaled down to make their
height fit the size of the page. This creates images that are usually too
small to read or understand.

The Our Amazing Planet: Top to Bottom infographic (Figure 2-5) is

a cool infographic by designer Karl Tate that illustrates the scale of
altitude and depth from 35,000 feet above Earth, down to 35,000 feet
below sea level. The design places all the height and depth examples
correctly on a visual scale. The original design (far left) created an
incredibly tall format infographic, sized at 800 x 15,000 pixels, but
when shrunk down to fit on a printed page, it becomes too small to
read.

This infographic was specifically designed for the online viewing expe-
rience. The tall format reinforces the huge scale of distance represented
by making the audience spend a lot of effort scrolling the page to view
the entire design. A second version (middle) was created as a better
aspect ratio for printing as a custom poster, but even this version must
be significantly reduced in size to print on a standard page size.

In this case, this works very well because the primary experience is
online. However, designers need to carefully consider their publication
strategy for any infographic design. If it’s primarily going to be viewed
online, tall formats are optimal. If you intend to print the infographic as
a handout or use the infographic in presentations, consider limiting the
overall design to fit within the size of a single piece of paper, or design-
ing it in sections that can be easily printed on separate pages.

Vertical Versus Horizontal Layouts
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Tall format is great for viewing online, but can be a poor choice for printing.

coolinfographics.com/Figure-2-5
Source: Our Amazing Planet, Karl Tate, LiveScience.com
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One of the biggest challenges for any marketing function within a
company is to communicate directly to the end user of its product

or service. Many companies sell to an intermediary company, like a
retailer or service provider, and don’t have many opportunities to send
their message to the end users of their product or service. In addition,
consumers generally don’t thoroughly read the packaging or the manual
that comes with the products they buy.

However, companies have some great stories to tell about their products

or services.
What consumer problems do they solve?
What unique advantages or value propositions do they offer?
How do they differ from other products?

What benefits to the consumer have been designed into the
product?

Why were specific design choices made?

How have they addressed environmental or sustainable concerns?

How do they get the consumers to listen to stories about why their prod-
ucts are better than the competition or how to use the products effec-
tively? Infographics have become a fantastic format to reach consumers
directly. Cool, fun, and engaging infographics published online can

reach the target end users directly and grab the consumer’s attention.

Figure 2-6 is a great example of this from Extra Space Storage. The
Solar Savings: A Solar Innovation Story infographic is a design meant
to share additional information with both customers and shareholders.
The infographic provides some transparency into the data behind the
decisions that are driving the business, and helps establish Extra Space
Storage as a market leader in self storage.

Types of Online Infographics
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FIGURE 2-6: Using an infographic to inform consumers and shareholders about the company
coolinfographics.com/Figure-2-6

Source: Solar Savings: A Solar Innovation Story, Extra Space Storage Inc.
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Informative Infographics

Informative infographics are the dominant type of design you see
online. The underlying theory is that online audiences are more willing
to read and share valuable information instead of advertisements. If
companies can provide valuable information to readers without a bla-
tant sales pitch, those infographics have a significantly higher chance to
be shared with friends and family and potentially go viral online.

After publishing infographics online for a number of years, I am com-
pletely convinced of this theory. If the goal of the design project is to
maximize the number of views, visitors, and backlinks to the hosting
site, informative infographics are more successful than all other types

of designs.

Consider this example from S.B. Lattin Design in Figure 2-7, The Com-
mon Cook’s How-Many Guide to Kitchen Conversions. The design is
beautiful, and the topic is a purely informative summary of common
kitchen measurement conversions shown in a visual form. Nowhere in
this design does it tell you what the company does or pitch its services
to the reader. You know it comes from S.B. Lattin Design because it

clearly shows its logo in the footer at the bottom of the design.

The information presented is common knowledge, available publicly to
anyone that wants to compile it (people can figure out the conversion
rates from most cookbooks), but the designer took the time to gather
the data and present it in a visually compelling way to reach its audi-
ence. The design continues to be shared heavily online, generates sales
as a printed poster, and puts S.B. Lattin Design into the mindshare of

its target customers.

Types of Online Infographics



Informative info-
graphic design
coolinfographics
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The best designs focus on a topic directly related to the company busi-
ness or brand, and this creates the relevance that search engines are
looking for. The infographic in Figure 2-8 is The Lifespan of Storage
Media published by CrashPlan, an online backup company. Of course
the company wants to sell its backup services to new customers, but
the infographic isn’t a sales pitch. Based on its extensive research, the
infographic uses data visualizations to show the readers why an online,
cloud-based backup is better than storing their data, music, videos, or

photos onto their own devices.

The overall message is that all storage devices are at risk of failure
over time, but an online storage solution offers a backup that has
the additional benefits of being expandable, redundant, and offsite.
Notice that the message is meant to be independent and objective.
“Any” online cloud-based storage solution could provide those same
basic benefits, but by publishing the informative infographic, Crash-
Plan establishes itself as a credible market leader in the minds of the

readers.

The link to the company brand could be blatantly obvious or subtle,
but the objective of informative infographics is to tie the value of the
information presented to the value of the brand. This creates a positive

perception of the brand.

Persuasive Infographics

Persuasive infographics take a slightly different approach. These
infographic designs lead the readers to a clear call to action and they
attempt to convince the audience to do something after seeing the

infographic.
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FIGURE 2-8:
Informative info-
graphic about data
storage, not an
advertisement or a
sales pitch
coolinfographics
.com/Figure-2-8
Source: The Lifespan

of Storage Media,
CrashPlan
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The visualizations and information in persuasive designs are all
intended to lead the reader to a predetermined conclusion and then
provide a specific action that the reader should take. This type of design
can make readers skeptical and resistant to the message. They know

the company or designer behind the infographic is pushing a specific

agenda, but that doesn’t mean these designs mislead the audience.

It’s worth stating the obvious: “Readers should be skeptical of any
infographic information.” Everyone should check the sources and make
sure they understand the context of the information being presented,
but they often don't.

There is a portion of the population (probably a large portion) that is
not good at critical thinking. Over the years, information presented in
an official-looking form is often perceived to be credible and has been

often mocked:

I read it in the newspaper, so it must be true.

I heard it on the radio, so it must be true.

I saw it on television, so it must be true.

I found it on the Internet, so it must be true.

I learned it from an infographic, so it must be true.

Readers might not question the authenticity or validity of informa-

tion being shared with them, and data visualizations can be especially
compelling to audiences. Even if the audience doesn’t understand the
detailed data, the mere presence of data visualizations implies a scientific,

quantitative credibility that appears to be objective. They imply that the

information is a fact, not an opinion, even though that may not be reality.

As mentioned in Chapter 1, all data visualizations have some bias. The
designer chooses what data to include in a visualization design. If the
goal of the infographic is to persuade, of course the designer wants to
present the information in a compelling way.
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Millions of different reasons motivate people to choose their actions
every day, and good storytelling is an effective way to convince people
that they should join a particular effort. The actions that these designs
try to convince the audience to take could be anything. Often these try
to convince you to do good things to help yourself, your local commu-
nity, or the world at large.

Start exercising.

Vote for a candidate, party, or referendum.

Travel to a new destination.

Visit a website.

Improve the environment.

Donate to a charitable organization.

Join a community.

Contact an elected official.

Sign a petition.

Buy a product.

Give time to a worthy cause.

Participate in an event.
Figure 2-9 shows the Most Polluted Cities in United States 2012 info-
graphic based on data gathered and published by the American Lung
Association. The organization gathers air quality data from thousands
of air sensors across the country and is an organization dedicated to
improving health. The data is published in a 200-page report for anyone

that wants to dig into the detailed information, but a series of info-
graphics effectively shares the key findings with the general population.
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FIGURE 2-9: Persuasive infographic leading the reader to the suggested actions at the bottom
coolinfographics.com/Figure-2-9
Source: Most Polluted Cities in United States 2012, American Lung Association
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There’s nothing subtle about this design, and that’s the point. It’s obvi-
ously from the American Lung Association, a well-recognized organiza-
tion, and the title “Most Polluted Cities... “ immediately tells the readers
that this infographic is about to tell them how bad the situation is.

After the readers have looked through the information, the design
assumes they are now convinced to act and offers three clear potential

actions at the bottom of the design:
Read the full report.
Check local air quality score.

Send a message to a congressional representative.

Another persuasive infographic is Cancer from MesotheliomaHelp.net,
shown in Figure 2-10. This design includes data visualizations using
several statistics gathered about the types of cancer, different locations
across the country, and the mortality rate of cancer victims. At the end
of the design is one clear call to action: Click to Donate, which takes the
reader to a specific page on its website that lists many different cancer
charities that the reader should contribute to. This design does a great
job of laying out the scope of the problem and presenting a specific
action that the reader can take to help the fight against cancer.

Now break down a persuasive design. The Can Soap Make You Sick?
infographic from GOJO Industries in Figure 2-11 is a great example and
demonstrates a structure similar to Monroe’s Motivated Sequence', a clas-
sic technique for organizing persuasive speeches. As you read through
the infographic from top to bottom, the story told to the audience is a
series of carefully structured facts with a powerful effect.

The key message. “1 in 4 bulk soap dispensers are contaminated
with bacteria.” This grabs the audience’s attention, and even if
they don’t read the rest of the infographic, they can understand
the main point of the design.
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FIGURE 2-10: Persuasive infographic design with one clear call to action: Donate

coolinfographics.com/Figure-2-10
Source: Cancer: Incidences of Cancer in the United States of America, MesotheliomaHelp.net
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What’s the problem? This section builds credibility of the Key
Message by explaining how easy it is to get bacteria into a bulk

soap dispenser.

What’s the danger? This section tells the readers specifically the
risks they can face and makes the information more meaningful
to individual readers. It explains how the problem can affect the
readers personally.

What’s the solution? Now that the audience understands the
underlying problem, it can understand the solution presented
and what problems it solves.

What can I do? The design finishes with two clear calls to action
that the reader should take. Forward this information to a facil-
ity manager (which implies that the reader is concerned about
the issue), or sign an online petition to help raise awareness

of the issue.

Notice that this is not an advertisement. The call to action is not to pur-
chase a product, but to help inform others of the potential health risk.
The design does not explicitly try to sell a GOJO soap dispenser, but the
design is clearly from GOJO. By raising awareness of a potential health
risk, GOJO raises its brand authority, and a persuaded facility manager
is likely to contact GOJO to help replace its current soap dispensers
with safer products.

Visual Explanations

Many infographic designs do not try to visualize a bunch of statistics,
numbers, or data sets. Instead, they try to explain an idea, a process,
relationships, or a complex concept to the audience. These visual expla-
nation designs use illustrations, diagrams, and icons (and occasionally
data visualizations) to explain their topic to the audience.

Online Infographics



CAN 'WASHRODM S0AR MAKE 10U

| SICKT &

'ﬂif
What's the danger? -

!'-r"nln

] : Lo I
What's the solution’ \ =

A,

I-’@

What can | do’? \ -
e Bl

e

FIGURE 2-11: Persuasive structure that leads the reader through the
sequence of information

coolinfographics.com/Figure-2-11
Source: Can Soap Make You Sick?, GOJO Industries
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How Our Laws Are Made (Figure 2-12) is an award-winning design by
Mike Wirth and Dr. Suzanne Cooper Guasco, PhD. The infographic is a
visualization of the step-by-step process that takes a bill to a law at the
federal level in the United States. Notice that there are no charts or data
visualizations. It’s an infographic design that uses illustrations and text
to explain a process to the audience.
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Visual explanation of the process to pass a new law in the
United States

coolinfographics.com/Figure-2-12
Source: How Our Laws Are Made, Mike Wirth and Dr. Suzanne Cooper Guasco, PhD.
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Visual explanations are an effective way for companies to demonstrate
their authority and competence in an industry. These infographics often
become a design that readers keep or print out for future reference,
which from a marketing sense is terrific because it provides ongoing
exposure to the company. Of course, for the exposure to the brand to be

meaningful, the topic has to be relevant to the company’s business.
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Figure 2-13 is a visual explanation of How Affiliate Marketing Works
from Sugarrae.com. There is no numerical data in the design. The
design visualizes the process by using three color-coded characters on
a path to show the sequence of events that occur. This could have been
a simple 10-item text bullet list in a blog post, but turning the process
into an infographic design, made it incredibly popular. The infographic
went viral online and further established Rae Hoffman as one of the top
authorities in the country on Affiliate Marketing.
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A 10-step process designed as a visual explanation infographic

coolinfographics.com/Figure-2-13
Source: How Affiliate Marketing Works, Rae Hoffman, Sugarrae.com
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Infographic Advertisements

Infographic advertisements are a specific form of persuasive infograph-
ics, in that they obviously attempt to motivate the audience to take
action. In this case, the call to action is usually intended to convince

readers to purchase specific products or services.

In general terms, readers are less likely to share an infographic adver-
tisement than a purely informative one. This is true for any form of
content, not just infographics. People are less likely to share obvious
advertisements with friends because it can feel like a sales pitch instead

of forwarding something valuable.

However, data visualizations and infographics are a fantastic way for
companies to show customers their product benefits. The goals of these

designs are different.

The goal of an infographic advertisement is to educate the potential
customers about the product instead of building links and traffic to
the web page. They can be used to effectively share the often-complex

information about a product.
Comparing competitive products
Assembly or usage directions
Product benefits
Product specifications

Consulting or service processes
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Figure 2-14 is How to Pair Wine with the Bright, Bold Flavors of South-
east Asia, an infographic advertisement from the P.F. Chang’s restau-
rant chain. This is an advertisement for its new promotional menu
items. The design visually ties unique cooking ingredients with the new
dishes and presents wine pairing suggestions. The call to action is for
the reader to go to a P.F. Chang’s restaurant location and try the new
menu items.

The company is obviously trying to sell their food, and that’s perfectly

acceptable. My impression is that the design is meant to appeal specifi-
cally to repeat restaurant guests by giving them a reason to come back

to try something new.

This infographic advertisement is one content piece of a larger market-
ing campaign that includes a dedicated web page, print advertisements,
an interactive PDF available for download, online videos, and the
infographic.

Every product and service has a complex story to tell customers

why the company made specific design decisions that shaped a prod-
uct idea into an actual product on the store shelf. People work hard
on these projects at companies and become passionate about them.
They are often disappointed when the customers they expected to
buy these products or services aren’t as excited and passionate as
they were.

The main difference is that the company’s employees get to see all the
stories behind the product. Consumers see only what’s on the product
packaging or in the advertisements, and they often don't take the time
to completely read either of them. A company’s opportunity to catch a
consumer’s interest long enough to tell their stories is rare.
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FIGURE 2-14:

P.F. Chang’s

new menu items
infographic
advertisement
coolinfographics
.com/Figure-2-14
Source: How to Pair
Wine with the Bright,
Bold Flavors of South-

east Asia, P.F. Chang's
China Bistro, Inc.
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The use of infographics to tell the product’s message can be a convinc-
ing form of advertisement. There are many specific reasons a company’s
products have been designed to its unique specifications, including:

Unmet consumer needs
Differentiation from competitors
Unique benefits

Lower price points

Color selection

Design style or fashion trends
Ergonomic design

Ease of use

Environmental impact

The Picture Superiority Effect (refer to Chapter 1) can be used to make
visual information 650 percent more likely to be remembered by

the audience, and this is a major reason that companies have logos.

A potential customer is more likely to remember a visual logo than
the name of the company alone, and that memory carries over into
purchasing behavior in stores. Customers tend to buy products from
brands they recognize.

Infographics provide an opportunity for companies to tell the unique
stories about their products and services in a compelling way that
malkes the complex stories easy for consumers to understand, share,
and remember. By making the stories about their products visual, com-
panies can increase the amount of information potential customers will
remember when they stand in a store making a purchase decision.

Making an Organic Choice from SoNice in Canada (Figure 2-15) is an
infographic advertisement that compares its organic processes mak-
ing soy milk products to conventional food-processing methods. The
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company is passionate about organic foods, and an infographic design
gives it the chance to show the data behind its passion side by side with
data about conventional food. This is a great way to convey information

that consumers may not realize.

FIGURE 2-15:
Side-by-side
comparison as
an infographic
advertisement

coolinfographics
.com/Figure-2-14
e ol P == Source: Making an
R ivnadgld b it st ot 2 B Organic Choice, SoNice,
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PR Infographics

Similar to advertisements, companies also use infographic designs for
public relations (PR) with press releases. The objectives of PR are differ-
ent than advertisements. Instead of directly trying to sell a product, a
PR strategy may use an infographic to build awareness of products and
brands, to provide information to shareholders, or to increase the value
of the brand. Infographics used for PR can be published as a supplement
to a text-only press release, or the entire press release can be contained
in the infographic design.

Many companies consider coverage by the news media as a more afford-
able and credible form of advertising than traditional advertising. Many
people are more likely to pay attention and believe information from a
news report than an advertisement, even though the information may be

coming from the same source: the company’s PR department.

When Honda announced the 2013 Accord, the design was a major design
change to the car, inside and out. As a part of its PR content strategy, it
released the infographic design, Accord: 30 Years of American Craftsman-
ship (Figure 2-16). Honda’s primary target audience were members of the

press. This one design was used as content in a handful of different ways:

The infographic was printed and displayed on 7-foot banners at
press events all across the country.

A USB drive with a PDF file of the infographic was given out in
the press kits provided to attendees.

The infographic was made available as media content on the
Honda North America press website, which can be accessed only
with login credentials given to members of the press.

The objective of the infographic was to get attention and coverage from
news sites and blogs covering the automotive industry. Many automo-
tive-related sites published the infographic as part of their coverage of

the 2013 Accord release. Only after all the press events were complete
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was the infographic published publicly on the Honda News Flickr
account to make it available to the general public.

Infographics can

be used as part of

a Public Relations
campaign
coolinfographics
.com/Figure-2-16
Source: Accord: 30 Years
Saarr ol Ammncan Coffmanssy of American Crafts-

GRS - 2013 manship, Honda North
America
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Hotels.com maintains a dedicated section of its press website just for
infographic designs at http://press.hotels.com/en-us/infographics/.
Its market position and research give it unique insights into the overall
hotel industry, and it is continually providing data and information to
the press. News outlets use this information in their reporting and cite
Hotels.com as the source of the research data. The appeal of the data
from Hotels.com is that the PR content is fun and engaging for news
audiences, which encourages media outlets to utilize the information.

Twice a year, Hotels.com releases its Hotel Price Index (HPI), which is a
summary of the results from its own research and survey data related to
changing hotel room prices and popular travel destinations all over the
world. For the last few years, it has designed and released infograph-

ics visualizing the data (Figure 2-17) along with a series of text press
releases highlighting the key findings from the research. All of this is
then published on its dedicated press website.

Infographic Posters

Along with the explosion of online infographics, a subindustry has
begun to emerge dedicated to designing and selling large, wall-hanging
infographic posters to the public. These niche designers have created
some amazing designs and are creating businesses selling these posters

online.

Instead of designing these posters to client specifications, this business
model allows the designers to choose their own topics, select the data
they want to include, and design the complete infographic poster based
on their own design tastes and sense of style. These face the same risks
as any consumer product. The topics and data research are completely
done by the designers, and they are taking a chance that their choices

will be popular enough to generate sales.
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FIGURE 2-17: Hotels.com uses infographics to highlight key research findings on its press website.

coolinfographics.com/Figure-2-17
Source: Bi-Annual Price Index, Early 2011, Hotels.com

Types of Online Infographics 91



FIGURE 2-18:
Hockey: History
of the Stanley Cup
poster, Infojocks
.com
coolinfographics
.com/Figure-2-18

Infojocks

Infojocks.com is a site dedicated to sports-related infographic poster
designs from infographic designer Jeremy Yingling. Self-described as the
art of sports statistics, Infojocks has infographic poster designs covering
the NFL, NHL, NBA, college teams, and other specific team histories. Fig-
ure 2-18 is the infographic poster titled, Hockey: History of the Stanley Cup.
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HistoryShots.com

HistoryShots.com was created by Larry Gormley and Bill Younker, and
they sell designs that combine information and art. Their designs are
usually focused on the historical timeline or evolution of a particular
topic, and the posters are printed on museum-grade papers. Meticu-
lously researched, they offer amazing designs based on their interests in
pop culture, sports finance, and politics. Figure 2-19 shows the incred-
ibly detailed poster, Genealogy of Pop/Rock Music by designer Reebee

Garofalo.

Timeplots

Timeplots.com is an information graphics firm founded by Nathaniel
Pearlman. Located in Washington, DC, Timeplots has released a
number of highly detailed infographic posters covering the histori-

cal timelines of various political topics. It has some fantastic designs
covering the history of the Presidency, the Supreme Court, the Senate,
the House of Representatives, both major political parties, and more.
Figure 2-20, A Visual History of the American Presidency is the poster
that visualizes details about election results and the state of the country

during each term.

Pop Chart Lab

PopChartLab.com is an infographic poster design firm located in
Brooklyn, New York, founded by Patrick Mulligan and Ben Gibson.
They have created some amazingly detailed posters covering the evolu-
tion of Apple products (Figure 2-21) or incredibly complex network
diagrams showing the relationships between the varieties of beer, the
full array of culinary tools, a taxonomy of hip-hop, and many more

mappings of cultural topics.
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FIGURE 2-19: The Genealogy of Pop/Rock Music poster, Reebee Garofalo, HistoryShots.com

coolinfographics.com/Figure-2-19
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A Visual History of the American Presidency poster, Timeplots.com

coolinfographics.com/Figure-2-20
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FIGURE 2-21: The Insanely Great History of Apple poster, PopChartLab.com

coolinfographics.com/Figure-2-21
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Intellectual property law is a murky quagmire of legal opinion, inter-
pretation, and confusion. Still, there are some fundamental issues that
infographic designers must consider. The following observations are
drawn specifically from the author’s experience with U.S. laws.

Infographic designers have the responsibility to produce work that
conforms to legal requirements and doesn’t put their company or their
clients at risk. Clients expect designers to be the experts in these areas,
and infographic designers should have a good understanding of these

four areas:
Copyright
Creative Commons
Trademarks and Fair Use Doctrine

Using images and illustrations

Copyright

Copyright law exists to allow the creators of designs (the copyright
holder) the ability to control how other people are allowed to use, copy,
or distribute their creative works. Sharing creative work without first
getting explicit permission in the form of a license is called copyright
infringement and is generally regarded as illegal. This law is what
enables creative professionals to charge for their work and also protects
their work from being copied by competitors. It applies to any type

of creative product, such as photographs, art, books, music, graphic
designs, videos, and of course infographics.

Designers make a living selling their creative work, and any time
someone else uses their creative work without first getting a license, the
designer loses potential income. When creative professionals find their
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work being used without their permission, the ugly process of cease-

and-desist letters and lawsuits begins.

In the United States there are essentially three basic levels of copyright
protection.

The lowest level of copyright is given to original creative works auto-
matically. In 1989, Congress amended the U.S. copyright law (specifi-
cally to conform with the Berne Convention Implementation Act)
making the use of copyright notices optional. Most infographic design-
ers use this level of protection because they believe this automatic
protection completely covers them; however, in practice, this level of
protection is the hardest to enforce in court and any awarded damages

are often lower.

The second level of protection is claimed when the official copyright
symbol (©) is displayed on the infographic, along with the year and
name of the copyright owner. Designers can add the copyright notice
to their original design work without any cost or official paperwork. By
adding this explicit notice of copyright, publishers have clearly com-
municated their claim of copyright ownership and make any argument
of “innocent infringement” a difficult defense. I recommend this level
of protection to all of my clients as the best way to cover an infographic
design with copyright protection.

The highest level of copyright protection is an officially registered
copyright. To achieve this level, the publisher must submit the final
published creative work to the United States Copyright Office and pay
a registration fee, which establishes a copy of the work on file and an
official date of registration. This level is the easiest to defend in court

Intellectual Property Issues



and can pay the highest damages. However, this level of protection is
generally overkill for infographic designs that are going to be widely
shared on the Internet.

Creative Commons

In 2001, Creative Commons (CC) was founded as a licensing alternative
to traditional copyright licenses. Designed to provide for more open
sharing of creative works while still controlling some key rights for

the publisher, Creative Commons is often seen as the ideal license for
infographics.

Even though Creative Commons is an open sharing license, many
mistakenly think it means giving up all of their rights and publishing
their work into the public domain. This is absolutely not true. Creative
Commons is a type of copyright license that allows the owner to
encourage sharing of their creative work, while still retaining control

of how it is used.

A Creative Commons license is free cre ati\fE

for anyone to use and has a number of @mmuns
options that can be adapted to the needs

of each specific design. The license own-

ers have to make a few choices about what they are willing to allow oth-
ers to do with their work; this will define the correct license to use.

The most common license used for infographics is identified by four
two-letter codes as CC-BY-NC-ND. Designers should display the offi-
cial license image shown in Figure 2-22 in the infographic image itself.
That way, the license remains accessible to readers no matter where the
infographic is posted.
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Table 2-1 shows the four aspects as they relate to an infographic design.

cc

BY

NC

ND

@O0

Creative Commons

Attribution

Noncommercial

No Derivative
Works

Identifies that the creative work is
covered by a Creative Commons
license.

Any use of the infographic must
include a link or credit back to the
original author. The license owner
can define the title, name, and URL
address of the original source that
must be included whenever anyone
reposts the infographic design.

This enables anyone to copy,
redistribute, transmit, and repost
the infographic only for noncom-
mercial purposes. Others may not
sell or profit from your infographic
without getting specific permission
from the owner.

Everyone may use or redistribute
your infographic only as long as

the design remains unchanged.
They may not modify or alter the
infographic design without getting
specific permission from the owner.

Creative Com-
mons license
CC-BY-NC-ND
creativecommons
.org/choose/

Four aspects of a
Creative Commons
license

Intellectual Property Issues



The easiest way to generate a CC license is for the content owner to go
to the Choose a License page at creativecommons.org/choose/, shown in
Figure 2-23, make attribute selections, and then use the license image
that the site generates. If you need a larger version of the license image
to include in the infographic design, there are higher resolution ver-
sions available on the creativecommons.org/about/downloads page. If
the publisher uses the HTML-embedded code generated on this page
to display the license on its web page, it also contains some additional

metadata for web browsers.

Choosing a Creative License Features [} Selected License
Commons license e e s Attribution-NonCommercial-
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Trademarks and the Fair Use Doctrine

Trademark protection is often confused with copyright protection,

but they are two different things. Copyrights protect complete creative
works, and trademarks protect distinctive words or symbols associated
with specific companies, products, or services. The test for trademark

infringement is called “likelihood of consumer confusion.”

If you are designing an infographic for your own company, of course
you have the rights (and probably the responsibility) to include your
company’s trademarked logo in the design. This clearly identifies the
company as the publisher of the infographic design and is necessary for
the infographic to have any positive effect on the brand perception.

But what about including trademarked logos from other companies?

There is an exception to the trademark law called the Fair Use Doctrine
that allows for limited use and publishing of a trademark in certain
cases without permission of the owner. For infographics, your design

needs to pass two tests:

Use of the logo can’t make it appear that the infographic is
designed or published by the company whose logo you are using.

Use of a company’s logo can’t imply that the company funds,
authorizes, approves, supports, or endorses the infographic.

However, you can use another company’s trademarked logo to identify
or compare that company. The Conversation Prism 4.0 from Brian Solis
and JESS3 in Figure 2-24 is a popular infographic design that promi-
nently displays hundreds of trademarked logos from other companies.
In this instance, the logos are used to identify the major companies in

the different types of social media businesses.

An average reader of the infographic would not be confused that any one
of these companies is the original publisher or endorses the design. Using
trademarked logos in this way passes the two tests for fair use, and they
did not need to get permission from all of those companies.

Intellectual Property Issues



THE
CONVERSATION
PRISM

Braught te you by
Brian Solis & JESS3

For morg informathon
check out consersationprism.com

Fair use of trademarked company logos
coolinfographics.com/Figure-2-24
Source: Brian Solis and JESS3
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Images and Illustrations

Beyond company logos, most infographic designs incorporate many
images and illustrations. They might be photographs, illustrations, or
vector art designs. Infographic designers need to have the appropriate

rights to include any image that isn’t an original design of their own.

Probably the most common way (and at the same time the worst way) to
find images to include in an infographic design is to perform an image
search in Google or Bing. Just because it has been published on the
Internet does not make it public domain! Actually, it’s just the opposite.
As mentioned in the earlier section, copyright law automatically covers
all original creative works, even if it doesn’t have a copyright notice or
include the copyright symbol.

Using images found through an Internet search, you are likely putting
yourself and your client at risk of copyright infringement. An info-
graphic designer needs to be certain the images included in a design are
available through a public license. If youre designing an infographic for
business reasons, you could unintentionally be putting your company at
legal and financial risk.

Royalty-free stock image sites (like iStockPhoto.com or Shutterstock.com)
are the best solution to ensuring that you have the required permis-
sions to include an image in your infographic design. When you pur-
chase a design asset (photo, illustration, vector art, video, and so on)
you are actually purchasing a license to use that artwork. Royalty-free
means that you can include that artwork in your commercial design
without paying an on-going royalty to the designer. When designing
infographic projects for clients, you should make sure that all of the
images you include as part of the final infographic are either your own

original designs or licensed royalty-free images.

In additional to icons and illustrations, hundreds of data visualization

design elements have begun to become available on the royalty-free

Intellectual Property Issues



FIGURE 2-25:
Infographic Elements
by Artvea
coolinfographics
.com/Figure-2-25

stock image sites. Figure 2-25 is a collection of vector art objects called
Infographic Elements and is available for purchase from iStockPhoto.com.
This collection is meant to help an infographic designer with predesigned
visual elements that make the design process faster. Designers must still
modify the visualizations to match the data included in their infographic

design.
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An infographic designer doesn’t need to create all these visual elements
from scratch. In general, infographic designs are not meant to be pieces
of art; they are visual storytelling with data and information. If design-
ers spend most of their time designing custom illustrations, the project
is going to take much longer and cost much more than necessary.

AIGA, the Professional Association for Design

The legal issues are complicated, and all of them aren’t covered here.
You should consider an additional source of information meant to help
designers understand and navigate the legal landscape.

AIGA, the professional association for design, (www.aiga.org) is an
excellent resource for graphic designers about a wide variety of issues. It
publishes a number of articles, case studies, videos, and webinars and a
complete guide to Design Business and Ethics that covers copyright and
trademark issues in more detail. The complete guide is available online

at www.aiga.org/design-business-and-ethics/.

The AIGA Design Business and Ethics guide outlines the criti-
cal ethical and professional issues encountered by designers and
their clients. [The guide] is mailed to all new professional- and
associate-level members when they join.

AIGA WEBSITE

Should You Copyright Your Infographic?

Online infographics defy the traditional thinking behind protecting
creative work online. With the exception of the infographic posters,
publishers are generally not attempting to sell online infographics.
Actually, it’s quite the opposite. Most infographic publishers are
actively trying to get their infographics shared, posted, linked, e-mailed,

and even printed as frequently as possible but without any payment or

Intellectual Property Issues
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licensing. It’s viewed as a huge success for a company to have its info-
graphic reposted on a major site that drives thousands of views.

In the case of online infographics, the purpose of a copyright needs to
be thought about differently. Even though they may not be trying to
sell their infographics, designers and companies should still copyright
their infographic designs. A copyright prohibits others from modifying
the design, claiming it as their own, or selling the infographic without
the creators’ consent. These are still important aspects of publishing
creative work.

For example, even though all the examples included in this book have
been published publicly online, available for anyone to view, they are
all covered by copyrights. Because this book is a product for sale, it is
considered a commercial use of those designs. To republish them in
this book, I needed to get official permission from each publisher or

designer for a copyright license to include their infographic designs.

So, should infographics be copyrighted? Yes. They are automatically
covered by a copyright, but adding the official copyright notice to an
infographic removes any ambiguity or misconceptions. Publishers
should be clear and obvious about what rights they are granting to oth-
ers related to their infographic designs.

Online infographics are a powerful content tool for companies to share
information, build awareness, and drive traffic to their websites. They
have exploded in popularity in the last few years, and their use will
continue to grow going forward.

Infographic designers need to understand the objectives of an info-

graphic project so they can make informed decisions about the format,
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orientation, and content that should be included in each design. Good

infographic designers can bring together storytelling, data visualiza-

tion, graphic design, online strategy, and legal understanding together

to make a successful infographic.

1.

Alan H. Monroe, Principles and Types of Speech, (Chicago: Scott,
Foresman, 1935).

Many of the images in this chapter can be viewed by using the follow-

ing links or going to www.wiley.com/go/coolinfographics.

1.

Mobile Youth: Teens & Cell Phones, PrepaidPhones.com:
http://infonewt.com/portfolio/client-work/18409928

What guests want, Hotels.com:
http://press.hotels.com/en-ca/more-infographics/hotels-com-

amenities-survey/

The History of Swimwear, BackyardOcean.com:
http://www.backyardocean.com/History-0f-Swimwear-Bikini-Thong-
Infographic-s/758.htm

Cool Infographics Gallery on Pinterest:
http://pinterest.com/rtkrum/cool-infographics-gallery/

Our Amazing Planet: Top to Bottom, LiveScience.com:
http://www.livescience.com/27551-our-amazing-planet-top-to-bottom-

mountaintop-to-ocean-trench-infographic.html

Solar Savings: A Solar Innovation Story, Extra Space Storage Inc.:

http://www.extraspace.com/infographics/solarpower/
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7. The Common Cook’s How-Many Guide to Kitchen Conversions,
S.B.Lattin Design:
http://sblattindesign.wordpress.com/2012/01/03/measure-up/

8. The Lifespan of Storage Media, CrashPlan:
http://www.crashplan.com/medialifespan/

9. Most Polluted Cities in United States 2012, American Lung Associa-
tion (stateoftheair.org):
http://infonewt.com/portfolio/client-work/18409910

10. Cancer: Incidences of Cancer in the United States of America,
MesotheliomaHelp.net:

http://www.mesotheliomahelp.net/news/cancer-charity-infographic

11. Can Washroom Soap Make You Sick?, GOJO Industries:
http://www.gojo.com/NoMoreBulkSoap

12. How Our Laws Are Made, Mike Wirth and Dr. Suzanne Cooper
Guasco, PhD:

http://www.mikewirthart.com/?projects=how-our-laws-are-made

13. How Affiliate Marketing Works, Rae Hoffman, Sugarrae.com:
http://www.sugarrae.com/affiliate-marketing/how-affiliate-

marketing-works/

14. How to Pair Wine with the Bright, Bold Flavors of Southeast Asia,
P.F. Chang’s China Bistro, Inc.:
http://www.pfchangs.com/inspired/infographic.aspx

15. Making an Organic Choice, SoNice, Earth’s Own Food
Company Inc.:

http://www.sonice.ca/good-for-you/organic-choice

16. Accord: 30 Years of American Craftsmanship, Honda America:
http://www.flickr.com/photos/hondanews/7950209832
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17. Bi-Annual Price Index, Early 2011, Hotels.com:
http://press.hotels.com/en-us/more-infographics/us-hpi-first-
half-2011-results/

18. The Genealogy of Pop/Rock Music poster, Reebee Garofalo,
HistoryShots.com:

http://www.historyshots.com/Rockmusic/index.cfm

19. A Visual History of the American Presidency, Timeplots.com:
http://www.timeplots.com/collections/all/products/a-history-

of-the-us-presidency

20. The Insanely Great History of Apple, PopChartLab.com:
http://popchartlab.com/collections/prints/products/
the-insanely-great-history-of-apple

21. The Conversation Prism 4.0, Brian Solis (http://www.briansolis.com)
and JESS3 (http://JESS3.com):
https://conversationprism.com/

22. Infographic Elements Artvea:
http://www.istockphoto.com/stock-illustration-22855224-info-
graphic-elements.php
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Relevance is a search engine’s holy grail. People want
results that are closely connected to their queries.
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Infographics and SEO

Normally, the objective of an online infographic design
project is to increase traffic and links to the company web-
site. The company that publishes an infographic wants to
build the awareness and equity of its brand (or product) and
increase its position in search engine results related to its

business.

This is the realm of Search Engine Optimization (SEO)
strategies, and in the last few years infographics have
become a powerful content tool for companies to employ
that encourages site links and increases their overall site
relevance. When a company publishes an engaging, well-
designed infographic on its site, many people post it on
their own sites with links back to the company and share
it within social media with their own networks of friends

and followers.
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Search engines calculate a score for a web page’s credibility and author-
ity as one way to quantify its relevance to specific keywords. They use
complex, proprietary algorithms that use many different signals. Some
of these classify for relevance, others for quality of content, and oth-

ers for overall importance on the Internet. One of the most famous is
the Google PageRank classifier, which considers both the number and
quality of links pointing at a page to determine its standing. All of these
combine together to determine the search engine rank score of a web

page for a specific search.

The higher a specific company’s website page scores for a particular
search, the higher the link to that page appears in the search results for
users searching with those keywords. The goal is to have the company
website appear as high in the list of results as possible. The best results
appear on the first page of search results for the keywords related to the
business, and the best result a company can achieve is the coveted top
position of the #1 ranked search result.

Google’s PageRank is a logarithmic scale (not linear) from 0-10. To
help people understand the concept, Elliance designed the infographic
shown in Figure 3-1 in 2008, and it’s still used by people everywhere to
help explain PageRank. The “climbing a mountain” visual metaphor is
effective, but it’s important to understand that every page on a website
has its own PageRank. So, the homepage of a company site may have a
PageRank of 5, but an internal page may only have a PageRank of 2.

In general terms, the more links to a specific company web page from
outside websites, the higher that page’s rank becomes. Links from web
pages that have high PageRanks of their own are more valuable links.
However, it’'s a moving target. All the search engines frequently change
their algorithms to improve their services, and the most recent links
and visitors to a site are what matter most. A website could be on the
front page of search results today, but tomorrow appear on page four

because an algorithm was updated.

This chapter won’t make you an SEO expert, but it covers the basics of
effectively using infographics as a part of an SEO strategy.

Infographics and SEO



Google PageRank Explained
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The Search Engine Challenge

Search engines are in business, too, and they need to provide a valuable
service to their customers to keep them coming back to use their search
service. If you perform a search, and the results aren’t close to what you
are looking for, that reflects poorly on the search engines’ brand. They
want to provide the right results to their users because that’s their busi-
ness, and it’s what convinces people to return to use their search engine

again in the future.

Producing the search results that you rely on (and take for granted) is an
incredibly tough technical problem, as shown in the infographic in Fig-
ure 3-2, from Stone Temple Consulting. According to Matt Cutts, head
of the Webspam team at Google, the size of the Internet was measured at
more than 100 trillion web pages. Each search engine company (Google,

FIGURE 3-1:

Google PageRank
scores pagesona
logarithmic scale
from 1-10.
coolinfographics
.com/Figure-3-1
Source: Google Page
Rank Explained, Elliance
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Microsoft Bing, and so on) has its own spiders crawling all these pages on
the web to parse both the text and the links from every page. They create
their own massive index of the Internet and then query the index to pro-

vide the search users with a clean list of relevant results.
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According to comScore, in August 2011, there were 61,000 Internet
searches performed every second'—which makes it impressive that the
search engines can query their own index of the Internet and return

valuable results in less than a second every time.

When you, as a search engine user, consider the benefits of a good
search engine, you can easily evaluate four aspects of the results to
judge the success of the search:

» Speed—How fast did I get my results?
» Quantity—How many results did I get?

» Relevance—How relevant were the results I got?

» Coverage—Were all of the important pages included in the

results? Any major pages missing?

When searching for the term infographics on Google today, 14,300,000
results are found in 0.15 seconds. Wow!

However, the most important of the four aspects is relevance. It’s not
how many results or how fast they appeared. If all 14 million of those
results aren’t what you are looking for, you would be extremely unsat-
isfied. In fact, you would probably be happier to get fewer, excellent
results even if it took a little extra time.

In 2013, the Microsoft Bing search engine started an ad campaign
comparing the relevance of its search results directly head-to-head
with Google (Figure 3-3). The folks at Microsoft know what’s impor-
tant to users, and its marketing campaign competes with the market
leader, Google, directly on the aspect that users care about most:
relevance.
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FIGURE 3-3:

The Microsoft Bing
search engine is
competing directly
against Google

on the basis of
relevance.
www.bingiton.com

Source: Bing It On adver-
tisement from Microsoft
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The Objective of SEO

From a marketer’s perspective, the objective of using an infographic as
SEO content online is to improve where its company web pages appear
in search results for related keywords, and ultimately increase the num-
ber of visitors to the site. Infographics have become a popular tool for
this because they are so easy to read and easy to share, which creates
more links and views for the company that published the infographic.

When an infographic becomes extremely popular online, it’s referred

to as “going viral.” How popular? There’s no numeric threshold value

of views that content has to reach to be considered “going viral.” The
process of going viral online means that an ever-increasing number of
people are viewing and sharing the content, usually increasing with
each generation. An example of this is shown in Figure 3-4. If 10 people
share the original infographic, and each of those shares is shared again
by two followers, and each of those shares is shared again by two follow-
ers of the second generation, and so on, the growth could be exponen-
tial, but it’s still measured in comparison to a web page’s normal traffic.

In practice, when an infographic goes viral, it means that the page views
and shares on social media outpace your normal content by a significant
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margin. It’s all relative. So if a post on your company blog normally gets
500 views per day, but suddenly one post gets 5,000 views because you
posted a cool infographic, it probably “went viral.” You have to consider
its success in comparison to other content you have published because
there is no easy way to observe or measure the sharing phenomenon.

A more ambitious goal is to achieve publication on one (or many) of the
major online news sites. Links from sites with high PageRank scores
can be much more valuable than links from small, personal blogs. So,
the goal is not only to get a high number of views, but also to get links
from high value sites. The high value sites that are the most valuable
depend on your industry. Which news sites post articles about your
company, your industry, and your competitors?
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The Link Bait Challenge

Link bait is a phrase used to describe any content that has been specifi-
cally crafted to attract a significant number of views and links from
other websites. Usually, the content used for link bait is something cho-
sen to have broad appeal to the widest possible audience. That way, the
company that publishes the content has the best chance to get as many

links and views as possible.

For many, link bait has earned a bad reputation and can be perceived to

be a shady form of online marketing. Even the term link bait sounds like
it’s related to spam, but it really isn’t. Every infographic online could be
considered link bait, because they are all trying to attract more traffic with
visually engaging content. You'll see link bait online in different formats,
things like shocking gossip, surprising news, amazing photos, funny
videos, Top 10 articles, and of course, infographics. The best topics for link
bait are controversial subjects or topics with strong emotional appeal. Link
bait is neither good nor bad; it depends on how it is used. All of the cool
infographics shown in this book are good link bait designs. In contrast, an
infographic that leads readers to a malicious site that loads malware onto

their computers would definitely be considered to be bad link bait.

The problem comes from content that isn’t relevant to the site that pub-
lishes it. When the topic of the infographic is not related to the site that
publishes it, the search engines have a hard time determining if a link

should be considered as an endorsement of the company.

As an example of infographic link bait, the James Bond: 50 Years of Mov-
ies design in Figure 3-5 is a well-designed infographic. It contains lots of
great information for fans of James Bond movies, a beautiful color pal-
ette, engaging icons, and the data is easy to understand. The infographic
was popular online with tens of thousands of views, thousands of shares
in social media, and hundreds of outside pages posting the infographic
with links back to the H&R Block web page. By all accounts, the info-
graphic “went viral” and you can see in Figure 3-6 that a Google image
search found 284 sites that had reposted the infographic.

Infographics and SEO
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FIGURE 3-5:

An example of a
cool infographic
used as link bait

coolinfographics
.com/Figure-3-5

Source: James Bond:
50 Years of Movies, H&R

Block
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FIGURE 3-6: Google image search finds 284 sites that reposted the infographic image.
This is a good use of link bait to drive traffic to the site (there’s no mali-

cious intent). The challenge for search engines is that the topic of James
Bond movies has nothing to do with H&R Block’s business of preparing
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tax returns. Algorithmically, all those views and links back to the info-
graphic landing page on H&R Block’s site have the potential to increase
the site’s overall score in each of the search engines. In turn, the higher
score causes H&R Block’s site to appear higher in search results.

However, this is not what the search engines want to happen. This
could be perceived as a method of gaming the system that uses info-
graphic link bait as a strategy to raise the score of the H&R Block web-
site. Is it a good infographic? Absolutely. Should links to the infographic
page raise the credibility of H&R Block for tax preparation services?
Probably not. The act of people linking to the infographic because they
like James Bond movies should not be interpreted as an endorsement of
H&R Block’s services.

It's ALl About Relevance

At this point, the search engines don’t have a good way to solve this
challenge. Today, link bait infographics are effective as an SEO tactic

and can successfully raise a website’s overall score.

This is a problem that Google is actively trying to solve. In 2012, Matt
Cutts, head of the Webspam team at Google, specifically mentioned
this challenge with infographics during an interview with SEO expert
Eric Enge*

In principle, there’s nothing wrong with the concept of an info-
graphic. What concerns me are the types of things that people are
doing with them. They get far off topic, or the fact checking is really
poor. The infographic may be neat, but if the information it’s based
on is simply wrong, then it’s misleading people.

The other thing that happens is that people don’t always realize
what they are linking to when they reprint these infographics. Often
the link goes to a completely unrelated site, and one that they don’t
mean to endorse. Conceptually, what happens is they really buy
into publishing the infographic, and agree to include the link, but
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they don'’t actually care about what it links to. From our perspec-
tive this is not what a link is meant to be.

I would not be surprised if at some point in the future we did not
start to discount these infographic-type links to a degree. The link is
often embedded in the infographic in a way that people don’t real-
ize, vs. a true endorsement of your site.

This comment has a number of companies, SEO consultants, and
infographic designers worried that Google may start discounting all
infographic links across the board. Even beyond infographics, it’s a
challenge for all types of link bait content (text articles, photos, videos,
interactive pages, and so on) but infographics in particular have been
used heavily for this type of SEO tactic.

Now, a year after Matt Cutts’ comment, you haven't seen this type of
change yet, but Google makes major updates to its algorithms mul-

tiple times each year. They might figure out a method to differentiate
unrelated link bait content and lower the impact of those links to the

PageRank calculation.

To protect against any form of link bait discounting in the future, com-
panies and designers should focus on publishing relevant infographics.
This can protect links to your site that are relevant to your business and
should always be considered to be a valid endorsement of your site by
the search engine algorithms.

Figure 3-7, Streamlining your digital life with the new iPad, an info-
graphic from NextWorth, is an example of relevance. Published shortly
before the release of the iPad 3 in 2012, this design focused on many of
the older electronic gadgets that the iPad’s functionality had replaced.
NextWorth is in the business of buying back older consumer electron-
ics gadgets from people and recycling them. The infographic design is
fun, engaging, and relevant to the NextWorth business. A link to the
infographic inherently should imply an endorsement of recycling old

gadgets and supporting its business.
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FIGURE 3-7:

The topic of replac-
ing electronic
gadgets is directly
relevant to Next-
Worth’s business.
coolinfographics
.com/Figure-3-7
Source: Streamlining
your digital life with the
new iPad, NextWorth

The Search Engine Challenge 125



126

To remain relevant and in the good graces of the search engine com-
panies, you should avoid any actions or practices that could be con-
sidered “spammy.” Search engines continually work to improve their
algorithms, and something that helped a web page score yesterday
could actually hurt the score today as the algorithms are improved and
the programmers devise ways to detect any questionable promotional
efforts. Some algorithm updates have even punished websites that
were seen as practicing unscrupulous methods of increasing their page

value, by actively lowering their page scores.

Online Lifespan

Online lifespan is the amount of time that an infographic remains
relevant to audiences. Topic and data selection here are crucial. When
choosing the topic of an infographic, many companies fail to under-

stand the importance of online lifespan.

From a designer’s perspective, it generally takes the same amount of
time and effort to fill an infographic design with current, trending
information as it does to include information that can have long-term
value to the readers. In a financial sense, it costs about the same to
design an infographic that will only be popular for one week as it does
to design an infographic that will be useful to readers for a year or
more. The infographic design will be roughly the same size, with a simi-

lar amount of illustrations, text, and data visualizations.

You need to consider the goal of the infographic project when choos-
ing the topic and the range of data included. If the objective of the
infographic project is to drive traffic and build links to the company
website, you don’t want an infographic that will be outdated or forgot-
ten a week after you publish it. If the objective is to increase brand
awareness in a short amount of time, a hot, trending topic could be

more successful.
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From an SEO perspective, the most recent views and links are often
more heavily weighted. So even if you publish an infographic that goes
viral, if it happened three years ago, it probably isn’t providing much of

a positive effect on your search engine score ranking today.

On May 1, 2011, the big news story of the day was the U.S. operation
that killed Osama Bin Laden. There were a handful of infographic
designs developed quickly that were published within 24 hours of the
news breaking. Figure 3-8 shows one of these designs from Column
Five Media that does a great job of clearly telling the story of events
leading up to the operation and visually showing readers what was
known about the operation in Bin Laden’s compound. A lot of effort
went into creating the design in a short period of time, and the end

result is a well-designed infographic. However, the topic was so tied to
the hot trending news of the day that when the news cycle moved on to
other stories, interest in the infographic went away as well. The online
lifespan of this infographic was only about one week. After that, views
and links diminished rapidly.

The Death & Taxes 2014 poster in Figure 3-9 is a popular design that
visualizes the President’s proposed budget and is redesigned and repub-
lished each year. It’s a huge undertaking for the designers, and the final
design becomes obsolete a year later when a new budget cycle begins.

Its online lifespan lasts for one year.

Many designs can have significantly longer lifespans. The History of
Halloween in Figure 3-10 from FrightCatalog.com is an unusual case.
The infographic is a timeline of events that have led up to the modern
day Halloween holiday, so even though its online lifespan will be many
years, it’s mostly only relevant during the month of October. This
actually works nicely for the publisher, an online retailer of Halloween
costumes, because it adds visitors and traffic to its busiest month...

every year.
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FIGURE 3-8: Breaking news as an infographic topic: online lifespan = one week
coolinfographics.com/Figure-3-8
Source: Bringing Down Bin Laden, Column Five Media
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FIGURE 3-9: Online lifespan lasts as long as the data is current: budget data = one year
coolinfographics.com/Figure-3-9
Source: Death & Taxes 2014, Timeplots
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The online lifespan of the Pairing of Wine & Food infographic in
Figure 3-11 also spans many years. Twenty years from now, the infor-
mation will still be the same, and the design will still be relevant to
readers. It’s not like suddenly dessert wine will go well with vegetables!

Online lifespan can make a huge difference to the ongoing SEO value
of any infographic and should be an integral part of the topic selection
process.

PAIRING WINE & FOOD
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FIGURE 3-11: For general information topics, online lifespan = many years
coolinfographics.com/Figure-3-11
Source: Pairing Wine & Food, Wine Folly
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Infographic Release Strategy

It’s disappointing to see how many companies publish their new
infographics online, and then just wait for people to come and find it.
Many companies will spend a lot of time and resources to research data
and design a good infographic but then choose not to spend any effort
on marketing or promoting the infographic. Infographics are content
pieces that need as much marketing support as articles, videos, adver-
tisements, and even products.

Before a company publishes an infographic, it should carefully consider
a comprehensive Infographic Release Strategy to promote the info-
graphic. When you have a good infographic design ready to publish, you

want to make sure that you maximize the benefit you get in return from
the infographic.

Following are three key steps in an infographic release process:
1. Landing page
2. Self-promotion
3. Outreach

A company doesn’t need to follow through with all these steps, but
effort put into promotion can significantly improve the success of
publishing an infographic. Most of this activity is just a commitment of
effort on behalf of the company and doesn't cost a lot of extra money.

Landing Pages

The first question that needs to be addressed is, “Where should you
publish the infographic?” Infographics can be published online in a
hundred different ways, but many of them are not effective. Should you
host the infographic on your own site, your Flickr page, as a photo in
Facebook, in a guest post on another site, on an infographic gallery site,

or in a blog post?
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The answer depends on the company’s goal for the infographic project.
Normally, a company wants to attract links and visitors to its website.
In that case, a company should create a dedicated infographic landing
page within its own website. That way it’s on a site that the company
controls and is not dependent on any outside companies or services.
Also, publishing and hosting the infographic on its own dedicated page
gets all the benefit from the links and page views, as well as retaining

complete control over the content on the page.

The landing page should have a short, simple URL, which can be used
as the clear destination for links to the infographic. By pointing all

the traffic and links to one dedicated landing page, it can have the

best chance to achieve a high score within the search engine rankings
as opposed to spreading the links across multiple locations. Also, a
number of people will be typing in the web page address to find the
infographic, so a short and simple URL can be important. A long, com-
plicated URL may discourage visitors.

There are exceptions, though. If the goal is to build an audience for the
company’s Facebook Fan Page, developing an infographic and publish-
ing it as new image content on Facebook would be perfectly acceptable.
Links would bring new people to the company Facebook page and
attract new followers.

The Image Problem

When it comes to infographics, here’s the problem. Figure 3-12 shows
how your infographic appears to the search engine spiders. It’s just

an image asset on the page with no content because the web spiders
crawling sites for content can't tell what’s included in an image or an
infographic. They can’t determine your topic, your keywords, your data
sources, your key message, or any relevant information. Without text
to gather and parse, the spider has nothing to send back to the search

engine index.
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FIGURE 3-12:
Search engines just
see a blank image
asset on the web

page.
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The search engines have begun to experiment with software for face
recognition, optical character recognition (OCR) and similar image
searches to add context to an image, but these tools are not very effec-
tive. It’s up to the infographic publisher to tell the search engines all
about the infographic by adding text to the page, both visible and
hidden. The dedicated HTML web page where the original, full-size
infographic is hosted online is called the infographic landing page. You
need to add text to the page describing the content and using the key-
words that you want to be related to the infographic. The text is what
determines the context and relevance of the infographic, and it’s also
the only way a search engine can truly know when to display a link to
the infographic when it shows search results to its users.

There are a number of important page elements that should be included
on an infographic landing page. For this purpose, imagine publishing

a fictional infographic called SEO Strategies Used by the Experts. This
doesn’t exist as an infographic on the Internet today, but it may in the
future. For purposes of this example, also make the assumption this

is a well-designed infographic that tells a visually engaging story that
people will want to share. That might be a big assumption, but if you
start with a bad design, most of this effort to support the release of the

infographic won’t have much impact.

Keywords

The cornerstone of any SEO strategy is focusing on a short list of key-
words. Keywords can be defined as the most common words entered
into search queries when people search for information about a specific
topic. Different keywords exist for various company sites based on the
differences in industry, products, services, and information that each
company offers—even different keywords for the different pages on

each company’s website.

Companies want to make sure that their site pages are considered by the
search engines to be highly credible and relevant to the words related
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to their business. As a very simple example, Nike wants to be relevant
for keywords like shoes and footwear, and Ford wants to be relevant for

keywords like cars and trucks.

It’s important to understand the keywords that people are actually using
when searching. If a car dealership creates content using the words
“pre-owned car,” their content may not appear in the results for someone
searching with the more common words “used car.” Sometimes, search
engines will understand that the two terms are related, but often they
don’t. Research should be done ahead of time to determine the most

popular terms already being used to find similar content.

When publishing an infographic, it is helpful to create a short, specific

list of target keywords that you would like the infographic be associated
with and then use those keywords consistently on the landing page. For

your fictional infographic, the list of keywords might look like this:

1. SEO
2. Search
3. Experts

4. Strategies
5. Marketing

This fictional infographic example is fairly simple with single keywords,

but you can also promote multiple-word keyword phrases.

Landing Page URL

Search engines will take into account the words used in the URL of the
infographic landing page on your website as a potential place to find
relevant keywords. So, the best URLSs use natural words that are easy
for the search engines to parse and separate the words with hyphens
(dashes) to clearly break them apart because spaces are not allowed in a
URL address.
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Google has publicly acknowledged that it considers hyphens to be word
separators and underscore characters as word joiners. Don’t use an
underscore character unless you are purposely trying to combine words
together. If you use the underscore character to separate words such

as SEO_Experts, the search engines combine the words together in the
index as the one-word SEOExperts. So, your landing page URL should
look something like this:

http://coolinfographics.com/SEO-Strategies-Experts-Infographic.
html

It’s also helpful to keep the URL as short as possible because some read-
ers get to your infographic by typing in the address.

Title Tag

The title tag is an HTML code element that should be on every web
page. The title element is included in the <head> portion of the page, and
the text displays in the browser window title bar or tab.

<head>

<title>Expert SEO Strategies Infographic</title>
</head>

This is one of the first things that identifies the page content to the
search engines and is especially important because the title tag is often
used as the link text displayed on the search results pages. Consider
using natural language with spaces and including the word “info-
graphic” as the last word of the title tag. This helps identify the content
as an infographic to both the audience and the search engines, and the
last word is considered to be the least important but still relevant.

The title tag is also used by social media sharing buttons as the proposed
default text for posts or tweets if no other suggested text is available. For
example, unless you create some specific suggested text for Twitter, when
someone uses the Twitter button on the page to share the infographic, it
will propose the text from the Title Tag as the content of the tweet.
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Page Title

The page title is the visible title displayed in the <body> section of the
page as text. If you use the HTML code for the H1 header, the search
engines knows this is some of the most important text on the page, and
any included text displays on the page in a large bold font. Words in the
page title are often given more importance or value than the rest of the
text on the page.

<body>

<h1>SEQ Strategies Used By The Experts</hl>
</body>

The actual text of the page title is often the same as the title tag, but it

doesn’t have to be. From a content perspective, authors usually want the
page title to be as short as possible so that the text doesn’t wrap on the
page. Too many words here make the overall page look complicated and
messy, and you can omit the word “infographic” in the page title to help
shorten the text. The readers viewing the page can already see that the

content is an infographic.

Description Text

The easiest thing to add to your landing page is a short paragraph

of description text about the infographic. It could be text from the
infographic or text that is written specifically for the landing page.
This provides additional text for the search engines to index, but keep
it short! The highlight of the page is the infographic; so don’t scare off
your visitors with too much text. When readers see too much text on
the page (or within the infographic), they often tune out and leave the

page without reading it because the content appears to be too dense.

Consider including a couple text links to other relevant pages within
the same site in the description text. This provides two benefits. First,
as the page value of the infographic landing page increases with views

and links over time, these text links to other pages within the company
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site become more valuable. Second, people that post the infographic on
their own blog or social media account often copy the entire descrip-
tion text as extra content to include in their post. Remember, they need
text for the search engines to index on their own pages, too, and this
can create additional valuable text links to the pages on your site.

However, keep any included text links relevant to the infographic topic.
Some infographic landing pages have text links to unrelated pages, so
they could build on the success of the infographic. Although it can be

effective, readers see this as spammy.

Infographic Image Filename

The search engines even look at the name of the infographic image file
to try to find words that describe the content. If the image filename is
just numbers identifying the image, such as IMG1234567.jpg, the search
engines just ignore it, but you don’t want to miss any opportunities to
link your keywords to the infographic. The easiest thing to do here is

to use the main words from the title tag as the filename. So following
your fictional infographic, this could be the filename of the infographic
image you load onto the landing page:

SEO-Strategies-Experts-Infographic.JPG

Just like the preceding landing page URL, the filename should use
hyphens as word separators. Avoid using underscore characters

between words, because Google considers those to be word joiners.

Alt Text Description

An important HTML element for infographics is the alt attribute of
images that enables the browser to display text describing an image
when displaying images on-screen has been turned off in the browser.

Due to modern Internet access speeds, the practice of viewing web
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pages without displaying images is rare, but the HTML element

remains and is used heavily for search engine indexing.

The alt text description should be written as a brief description in natu-
ral language. The content here should ideally be a single sentence to
describe the infographic and can also be used by many screen readers
for people with visual impairments. Accessibility software will speak
the text of the alt description out loud for people that have trouble see-
ing the images, which makes a natural language description that much

more important.

The alt text description is included in the HTML code that identifies
the actual image file displayed on the page.

<img src=" SEO-Strategies-Experts-Infographic.jpg" alt="Top SEO strategies
used by expert marketing consultants to improve the PageRank of web pages">

The one thing you don’t want to do is to stuff the alt text description
with a long string of keywords. Not only is this practice spammy, but
also the search engines can recognize this and will reduce any value the
alt text description would have provided to the page. This is also incred-

ibly rude and irritating to the visitors that use a screen reader.

Social Media Sharing Buttons

An infographic landing page should absolutely include sharing buttons
for the major social media networks. Companies should make sharing
their infographic as easy and painless as possible, and including the
sharing buttons on the landing page is the most popular way to share
the infographic.

One way to add buttons to the landing page is to use separate, indi-
vidual, dedicated buttons from each of the social networks. A web
developer can copy and paste the HTML code provided by each social
network site onto the page. This method keeps the relationship simple
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and direct between the landing page and the social network but

requires more work by the web developer.

The more popular way is to use one of the sharing button aggregator
services. These services enable developers to add only one block of
HTML code to the landing page which displays a number of buttons
for the various networks. The major advantage of this method is the
convenience of one central service for both the code and the tracking
analytics. The downside may be that the aggregator also has access to

your analytics, if that is a concern.

The major sharing button aggregator services are:
» AddThis: www.addthis.com
» ShareThis: www.sharethis.com

» AddToAny: www.addtoany.com

In practice, sharing buttons should always be displayed “above the fold”
on the landing page—meaning, they should be visible at the top of the
page without any scrolling. Many readers will only view the top por-
tion of the infographic and make the choice to share it in their social
networks. Only a small portion of the readers make it all the way to

the bottom of the page, so it’s less effective to place the sharing buttons
there.

In some cases, especially for very tall infographics, sharing buttons can
also be repeated at the bottom of the page as an added convenience for
the reader.

Embed Code

Embed code is a section of HTML code that displays on the web page as
text. The code is similar to the HTML image display code used on the
landing page, but this code is intended for other blog authors to copy
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and paste as an easy way to display the infographic on their own sites.
This code is included in the <body> section the page.

The advantage of making the embed code available on the landing page
is huge for the publisher. The code can be written to display the correct
infographic image and provide a link back using the correct URL for the
infographic landing page. In addition, using the embed code can make
the process of posting an infographic incredibly convenient for bloggers.

There are two parts to adding a block of embed code to your info-
graphic landing page. First is writing the HTML code you want
bloggers to copy, and second is adding the <textarea> code to your

own page so the code appears on your page as text instead of actually
displaying the infographic. This is important because when people view

your infographic landing page, you want their browser to display the
code instead of trying to interpret it and display the infographic image
a second time.

The embed code for your fictitious infographic might look like this:

<body>

Please share this infographic on your site by copying and pasting the
code below

<p>

<textarea style="width:540px;height:100px">

<a href= "http://coolinfographics.com/SEO-Strategies-Experts-Infographic.
html">

<img src=" SEO-Strategies-Experts-Infographic-small-500px.jpg" alt="Top SEO
strategies used by expert marketing consultant to improve the PageRank of
websites">

<Ja>

<p> SEO Strategies Used By The Experts - An infographic by the team at <a
href="http://coolinfographics.com" >Cool Infographics</a>

</textarea>

<body>

On your infographic landing page this will display the embed code text
in a small text box as shown in Figure 3-13. This is an easy way to make
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the image display code available to anyone to copy and paste into their
own site or blog. Instead of uploading the image file onto their own
server, this code will display the infographic image from your server
when someone views their page. It’s a nice way to help bloggers save
space on their servers because they don’t need to host the image file.

FIGURE 3-13: Please share this infographic on your site by
The <textarea> copying and pasting the code below
element will display
the HTML code in a o3 fref= e ) fenres g s oo [SED- Soraneg e - En pens- infagragtie mmi e
zimg irg=" L00-Seratag i - Lugi rii-infograntes - smal- S00px fog™ Sr="Top S00 stratagies. uaad by
small text box. wupert marketeg conssitant te improse e PageRank of websies = < fax

w @il SEC Enimlegees Lived By The Exgstins - A indogeadthes By (i R all <4
Fred="hita |/ cosdinlpgraphEs.com” >Coal Infograpsicy</as

Following are six key aspects to understand about what is included in

this example embed code:

1. A simple request above the code asking bloggers to use the
embed code.

2. All of the HTML code is visible in the box. Too much code text
would run past the bottom of the box, which would hide a por-
tion of the code from view. The box will display a scroll bar, but it

can feel like you are hiding some of the HTML code on purpose.

3. When displayed on the blogger’s site, the infographic has a click-
able link back to the original infographic landing page at the
URL defined by the publisher. This lets you choose where you

want the link to go.

4. A smaller, 500 pixel-wide JPG image file of the infographic is used
as the source for the image that is displayed on the blogger’s site.
This is more likely to fit into the smaller space of blog formats (see
Chapter 2, “Online Marketing Infographics”), and will load faster
than using the size parameters to display a larger image.
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5. An alt text description is written by the publisher to maximize
its SEO value.

6. An additional line of text can be displayed under the infographic
as a caption with a text link to the front page of the company
website.

With the help of a good web developer, much more could be done
within the embed code, including some spammy SEO practices you
should avoid like adding a long string of keywords or linking to unre-
lated pages. Filling the embed code with keywords and text links is
obviously unnatural, and the search engines are smart enough to ignore
that type of content. Publishers should be transparent about the code
they offer to bloggers by making all the text visible on the page so that

bloggers can see what code they would be adding to their own sites.

The code should also be short and simple like the example embed code
above. Even if all the code is written with good intentions, a long, com-
plicated block of code has a greater chance of including spammy code
hidden within it. Most bloggers are not web developers proficient with
HTML and may not understand what all the embed code means. A
long block of code has a high probability of scaring off bloggers because
putting unknown HTML code they don’t understand on their site is
potentially risky.

The embed code is also just a suggestion to bloggers to use. They can
paste the code as-is into their sites, or modify the code any way they see
fit. If they want to change the alt description, they are free to do so. As
the publisher, you are providing the code as a convenience.

In practice, only a small portion of bloggers actually take advantage of
using the embed code to display an infographic on their blog. Usually,
they download the JPG image file itself or display the image by linking
directly to the hosting server. That leaves the flexibility to choose their
own link, write their own alt text description, or choose not to include
them at all.
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However, it is definitely worth the effort to make the embed code avail-
able on the infographic landing page because it can maximize the value
of the links from those bloggers that do use it. The reality is that the
infographic has a life of its own on the Internet, and the publisher has
little control over how it is shared.

Self-promotion

The second part of the release strategy is self-promotion. Many com-
panies already have existing communication channels established with
customers, investors, suppliers, and the media. After an infographic
has been published publicly with a dedicated landing page, a company
should broadcast that URL as widely as possible through their own
channels. You never know whose network of followers will reach the
right audience.

This is where you should blow your own horn. This is marketing, and
you are pitching the infographic to your audience as valuable content.
If they like the infographic, they will share it with their own net-
works...and if those followers like it, they will share it with their own
networks...and if those followers like it they will share with their own

networks...and so on. That’s one way a worthy design can “go viral.”

The opportunity is that promoting your infographic through the exist-
ing company communication channels is essentially free. It just takes
some effort by the employees, and companies can control how much
time they ask employees to spend on promotional activities. This is also
an opportunity for a company to take advantage of the different forms

of presence they have established on the Internet.

Company Communication Channels

How can visitors find the infographic on the company website? If you
establish a dedicated infographic landing page as previously mentioned,
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it’s now a custom page within the website that’s accessible only to
people that know the URL or click a link from another site. What about
people who visit your website on their own? How can they get to the

infographic or even know it exists?

Depending on the company policies surrounding control of website
development, the ability to make changes to the website varies dramati-
cally. A large, global corporation may need months of review and even
legal approval to add a single link to the website homepage. A small,
nimble startup might be willing to add a link to the homepage within

minutes.

Table 3-1 shows the most effective places companies can add links to an

infographic they have published.

TABLE 3-1:
WEBSITE AREA DESCRIPTION Effective link

. . . . locations
Navigation Most sites have a consistent form of naviga-

tion throughout the site. A navigation bar
across the top or navigation links down the
sidebar are common. Where you add the link
to the infographic depends of the topic of the
design.

Front page link A small thumbnail image on the front page
is the best way to draw viewers in to see the
full-size infographic, but even a text link on
the front page can drive a lot of your website’s
organic traffic to view the infographic.

Product page link  If the infographic topic is specifically related
to one of the company’s products or services,
a thumbnail or text link to the infographic
on the product page can also help reach the
target audience.
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WEBSITE AREA DESCRIPTION

Blog The company blog is an ideal place to promote
the infographic. Use the smaller 500-pixel
version of the image in the blog post and link
to the dedicated landing page, so that readers
can find the full-size version.

Press Releases If press releases are a part of the website,
write a press release about the key message
of the infographic that includes the image and
a link to the landing page to reach an entirely
different audience than the blog.

Media Library Upload a copy of the infographic file to the
media library on your website to allow media
contacts access to download the design and
include it in any articles.

Often companies also have some more traditional, legacy forms of
communication. You might include the infographic in regularly sched-
uled emails or printed newsletters physically mailed to customers. Use
these communication channels as an additional way to share the info-
graphic with a broader audience and include the link to the infographic
landing page.

Company Social Accounts

These days, it’s highly likely that your company maintains its own social
network accounts on Facebook, Twitter, Google+, Flickr, Pinterest, and
so on. Companies should absolutely post links to their own infographic
on every social media account they have and should post it multiple
times. If you post only once, most of your audience will miss it. Your

social media followers aren’t watching all the time, and if they aren’t
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paying attention, your post will scroll off the bottom of the page before
they have a chance to see it as other new content is posted into their
news feeds. When you log in to Facebook, you probably don't scroll
back to where you left off yesterday and read everything. You probably
read only the top few pages and then move on to other things. Anything

further down in your feed is never seen.

There’s some good data supporting this behavior. Bitly.com is a popular
link-shortening service. Because it is so popular across many services,
it has some amazing quantitative data about social media links. As you
might imagine, when new content is posted online, there is an initial
surge of activity by readers clicking the links to view the new content,
but then the traffic decreases over a long period of time. Nothing truly

dies on the Internet, so the content may continue to get a small number

of views even years later.

In 2011, bitly.com published an analysis of what it calls the mean half-
life of the links posted to various social networks using its service. By
its definition, the half-life of a link posted to social media is the amount
of time at which this link will receive one-half of the total number of

clicks it will ever receive.

What bitly.com found was quite surprising. You can see the chart it
created from the data in Figure 3-14, and the initial surge of clicks is

obvious. From the bitly.com blog post:?

We looked at the half-life of 1,000 popular bitly.com links and the
results were surprisingly similar. The mean half-life of a link on
Twitter is 2.8 hours, on Facebook it’s 3.2 hours, and via “direct”

sources (like email or IM clients) it’s 3.4 hours.

On average, this means that after about 3 hours, your link has dropped
low in the news feeds of your followers and they aren’t seeing your post
anymore. Not surprisingly, if they don’t see the link, they don’t click the
link. This is data from 2011, and since then more people have joined

social networks, and more content is posted every day. If this analysis
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FIGURE 3-14:

A posted link will
get half of the clicks
it will ever getin the
first 3 hours.

Source: Half-life of
social media links,
bitly.com

were repeated today, the half-life would probably be even shorter
because of the increasing velocity of tweets and posts as they scroll
down the page faster and faster every day.

danily

tims {5)

You can also see on the chart that videos on YouTube had a much
longer half-life of 7.4 hours, but that information is not applicable to the
majority of infographics posted online. Most infographics are not vid-
eos and don’t get posted to YouTube. However, this strategy wouldn’t be
much different for infographic videos, based on the much longer scale

of an online lifespan that covers months or years.

So how can you use this information to your benefit? There are two

parts to a company’s social media strategy based on this data:

First, a company should post links to an infographic multiple times over
a period of time. How long? Post once a day for a week and no more
than twice in one day. Posts should be at least 5 hours apart to catch

a different portion of your audience that pays attention to its social
networks at different times of the day. Some people check Facebook on
lunch breaks and other people don’t check until they get home in the
evening. Spread the posts out to different parts of the day.
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Second, there is a high likelihood that a small portion of your audience
will see a few of your posts linking to the same infographic. You don’t
want these people seeing you repeat that exact same text from earlier.
Each post should be written differently. Highlight a different piece of
information from the infographic and include both an image (if the
social network allows images) and the link to the landing page. Some
social networks can automatically find and display the image when you
add the URL link.

Each post should be treated like a headline. You want to catch the atten-
tion of your audience and entice them to want to read more. If your
company has them, involve the copywriting and PR staff to help write
the text of the different posts. They are experts at writing these ready-

for-press releases and advertisements.

Kickoff Sharing

The last thing you should leverage from within a company is the exist-
ing pool of employees. Share the infographic internally and invite all
your employees to share it publicly within their own social networks.
This has the potential to kickoff the sharing counters on the infographic
landing page and may reach some networks of people that don’t follow
any of the company’s communication channels.

The social networks rely on the momentum of frequently shared
content to promote the most popular posts. A popular post is shown
to more users, which, in turn, can make it even more popular. Asking
your employees to help kick-start this cycle of sharing can trigger the
promotion of posts linked to your infographic. Many people also look

specifically for the current trending posts or most popular topics.

The challenge is that many companies have a big hurdle to overcome
here with their employees. Most employees don’t work for the market-

ing or PR departments and they may fear that posting anything related
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to their company could impact their continued employment. That is,
they don’t want to get fired. They may want to keep their work life sepa-
rate from their personal life. It may be fear that they could be misun-
derstood as speaking on behalf of the company. The company may have
specifically asked them not to post any information about the company

to protect confidential information.

However, online infographics are a different type of public company
information. The objective is to share the infographic with as many
people on as many different sites as possible. Hopefully, the infographic
is sharing some type of new, surprising, insightful data about the
company’s industry, market, research data, or products. The company
should be proud of this message and want everyone to share it.

To overcome this hurdle, companies need to proactively give employees
permission to share the infographic...in writing. Usually an internal
e-mail is all it takes. Normally, this message mentions something about
the topic of the infographic, how excited the company is to share this
information with the public, and, of course, the link to the infographic
landing page. Politely request that employees become involved to help
kickoff the launch of the infographic and use the sharing buttons on the
landing page to share the infographic with their own social networks.
Some employees won'’t participate, but many will.

The one thing you should never do is demand or require employees to
share any of your content. This quickly becomes a lose-lose scenario.
A company can quickly create a lot of animosity from employees and
put the company at risk of a lot of bad publicity. Seriously, if people
don’t already want to share the infographic on their own, and you feel
like you need to compel people to share the infographic, youre doing it

wrong.

Infographics and SEQO



Promotion, Publicity, and Outreach

The third part of the release strategy is Outreach. This is the activity
of marketing the infographic to other authors and sites outside of the
company. The hope is that they will appreciate your infographic and
post a link. This can be a murky practice that gets into some question-
able, spammy practices, but you should remain strong and stay focused
on the best practices to build organic links to your infographic.

Again, the search engine companies are constantly trying to improve
their algorithms to filter out spam and artificial links so their users

get good search results. You want your outreach activity to focus on
contacting actual authors and bloggers that may have an interest in the

infographic. If someone posts your infographic because they like it,
and they think their audience will like it, you don’t need to worry about

future algorithm updates.

Remember that links from sites with high scores are the most valu-
able. There are a number of tools that can help you determine the

rank of a particular web page. A simple one to use is PRChecker.info
(www.prchecker.info) that enables you to enter the URL of any web page

to determine its current Google PageRank.

Topic-Specific Blogs

Unless it’s someone’s personal blog, most blogs have some focus on a
topic they specialize in. The Cool Infographics blog obviously focuses
on infographics, but you can consistently find blogs related to any niche
topic you want. If your infographic design is about chocolate cupcakes,
you can find hundreds of cupcake-themed blogs to consider for your

outreach plan.

Research online to find the blogs related to your infographic topic.
You can easily use Google Blog Search (www.google.com/blogsearch) to
search for blogs related to keywords from your infographic. Click the
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Search Tools button at the top of the results page and you can choose
between Posts to find specific authors that have posted articles related

to your topic or homepages to find entire sites.

An effective method is to look at the list of sites that already link to
your existing website content. You have to dig into your company’s web
analytics or use one of the site explorer tools listed next. These sites are
aware of your company and liked some of your prior content enough

to post it on their site. They are likely to be receptive to any additional
quality content from your company.

After you make a list of potential sites, a little extra digging can help
narrow it down by determining which blogs are most valuable to
include in your outreach plan. No one has time to contact 500 blogs, so
focusing your effort is important.

The following list covers five different aspects of blogs that you should
research and use to help evaluate the value of any links to your
infographic:

» Active?—Blogs are created easily and abandoned just as easily.
Check the dates on the most recent posts to make sure they still
actively post content. If the last post was a year ago, cross it off
your list. Don’t waste your time on abandoned blogs.

» Rank?—The easiest statistic to check is the Google PageRank of
each blog you find. There are a number of different tools online
that can reveal SEO data about websites, some free and some paid.
Try using the PageRank Status extension for the Google Chrome
browser (pagerank.chromefans.org) to display the PageRank of
any page you visit. There are other SEO tools that score websites
using their own metrics that are also useful to help determine how
valuable a link to your infographic could potentially be. Open-
SiteExplorer from SEOmoz (www.opensiteexplorer.org) scores sites
with a measure called Domain Authority, and the MajesticSEO
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Site Explorer (www.majesticseo.com) evaluates sites based on mea-

surements called Trust Flow and Citation Flow.

» Traffic?—It’s harder to determine how much traffic a site
receives, but it’s certainly helpful information to determine the
potential reach of a posted link to your infographic. Because
site traffic is not public information, a few sites have tools that
can estimate site traffic, such as Quantcast (www.quantcast.com)
and Compete (www.compete.com). The numbers are an estimate,
but a ballpark number is probably good enough to evaluate an

outreach target site.

» Followers?—It’s fairly easy to determine a rough estimate of the
social audience of blogs. In addition to the traffic estimate, check
out their social media presence. How many Facebook followers
do they have? How many people follow them on Twitter? If avail-
able, how many people subscribe to their RSS feed? How many
people have them in circles on Google+? How many followers do
they have on Pinterest? These can all help paint a picture of how
many people might be exposed to your infographic when posted

to their social networks.

» Infographics?—Browse or search the site to see if they have
posted infographics from outside web pages before. Some sites
post only their own content, so it’s good to know if a blog is open
to publishing good infographics from outside sources.

After you narrow down your list of blogs to include in your outreach
plan to something more manageable, the next challenge is determining
how to reach them. Of course, you can always use the Contact page of
the blog (if there is one) to reach the blog author, but a cold contact like
that can get lost among all the other contact messages.
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A more effective way to persuade an author or site to share your info-
graphic is to establish some form of direct communication. Email is
best, but many people hide their email addresses to reduce the amount
of spam they receive. Find and connect with them through their social
media accounts. For example, you could follow them on Twitter. If they
follow you back, that would enable you to send them a private Direct
Message (DM) to make contact. If they accept a connection from you
on LinkedIn, you can send them a message or view their email address

on their portfolio page.

When writing a message to a blog author, make it personal. I receive
approximately 400 submissions every week to the Cool Infographics
blog, and if the message is obviously a template or a form letter, I ignore
it. I've seen the exact same message submitted 10 times on the same day
with only the link changed. Humans are pattern recognition machines
(Chapter 1, “The Science of Infographics”) and it’s easy to spot the
scripted messages that have been copied and pasted into the e-mail.
These go straight into the trash.

A good message should be written directly to the blog author and
should contain relevant information. Why would their blog audience
be interested in the infographic? What prior posts have they published
on similar topics? What content have they posted from your company
before? What prior posts from the bloggers have you helped share in
your own social networks?

Make sure you include the URL link directly to the infographic land-
ing page. Don't try to send them the infographic JPG image file as an
attachment. You don’t want them to host the infographic image on their
site because then they don’t need to link to your page. Just send the
URL link, and let them use the embed code or sharing buttons from the
landing page. They can also get the JPG from the landing page if that’s
how they would like to post it on their own site. It’s often helpful to
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include a short text description of the infographic in the e-mail so that
they can paste that into their blog post as additional text, even if it’s the
same text description from the landing page.

After you release your infographic into the wild, it takes on a life of its
own. Ultimately, you don’t have control over what happens to it. You
will undoubtedly see both positive and negative comments about it,
and from an SEO perspective, it’s all good. If people post links and talk
about your infographic, your web page rank can benefit.

News Media Sites

News related sites are always looking for good content to publish, but

they are also constantly bombarded with hundreds or thousands of
story ideas, editorials, press releases, and infographics. If you work for
a medium- or large-size company, you may already have an internal PR
department or contract with an external PR firm that has an existing
list of media contacts. You know these media contacts already post
articles relevant to your industry, so take advantage of them. That’s a

huge benefit of working for a larger company.

In addition, many popular, high-ranking media sites often post info-
graphics submitted from the outside, but the challenge is getting your
infographic onto their radar. Some have a system for submissions on
the website, but some obscure that process so that they don'’t get thou-

sands of submissions every day.

Many news sites are focused on a specific topic area, like politics, the
environment, health issues, or technology. The selection of news sites

to include in your outreach plan depends on your specific infographic
topic; however, many news sites cover a wide variety of topics that could

be applicable to many different infographic topics.
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GOOD Magazine—www.good.1is

Good Magazine loves infographics. It has made data visualiza-
tion and infographics an integral part of its culture both online
and in print. Create a free account on its website and upload
your own infographic as content that the community can learn
from.

Mashable—www.mashable.com

Mashable is a popular online news site that generally focuses on
technology, business, and innovation content. It has a dedicated
page for story submissions open to the public and includes links
to its editorial staff on Facebook and Twitter.

Smashing Magazine—www.smashingmagazine.com

Smashing Magazine posts content generally related to technol-
ogy, online lifestyle, web development, graphics, and design. The
Contact page has a form to submit suggestions that are reviewed
by its editorial staff.

The Next Web—www.thenextweb.com

The Next Web covers content related to the latest news about
Internet technology, business, and culture. On its Contact page,
it lists tips to pitch a story (your infographic) and has a contact
form to use at the bottom of the page.

You can also submit press releases about your infographics to a

number of PR distribution services. These services can make your

infographic, along with text and links, available online to news ser-

vices and websites, and accessible to the search engine spiders. Your

company may already have an account with one of these services,
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but if not, they offer affordable pricing options for individual press
releases.

» PRWeb—www.prweb.com

PRWeb offers a variety of paid options to upload a press release
that gets submitted to major news sites and search engines.

» PRLog—www.prlog.org

PRLog offers both free and paid options to submit a press release
for distribution.

» PR Newswire—www.prnewswire.com

PR Newswire offers a handful of plans at different price points to

distribute and track your press release. There are separate plan

options for small businesses and nonprofit organizations.

A different strategy would be to approach specific authors instead of
news outlets because they may post content across multiple sites. This
is more likely to succeed as a long-term strategy. Find authors that
post about your company’s industry and start interacting with them.
Add comments on their published content, post links to their articles,
share links in your company social media accounts, and follow them
on the social networks they use. Cultivate an on-going relationship
with authors related to your industry, and they will be more receptive
when you have quality content to share. They may even follow you back
and pick up on your infographic from your own self-promotion efforts
without any prompting.

Infographics Sharing Sites

When I started the Cool Infographics blog (coolinfographics.com) in
2007, it was one of a handful of websites on the Internet that focused on
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information design, data visualization, or infographics. I could count on
my fingers the number of sites online that published similar content. As
a fan myself, I had to visit only a small number of sites to keep up with

infographic design news online.

However, in 2013, there are now hundreds of blogs, Tumblr pages,
Flickr photo groups, Pinterest boards, Facebook fan pages, and sites
that exist for the sole purpose of posting infographics. Over the last
few years, a large group of people have become fans of good infographic
designs, regardless of the topic of the design. There’s an audience that
loves to see good infographics that have made infographics a part of

their daily information consumption.

These curated gallery and review sites are the easiest group of sites to
approach as a part of an outreach plan. They are actively looking for
infographics to post as content for their readers, and many of them
allow you to self-publish by creating a user account and uploading your
infographic to the site. These sites can help generate a large number of
views and links to your infographic landing page.

Different sites approach the process of accepting infographics for pub-

lication differently. Some sites post every infographic they can get their
hands on to build a huge showcase of infographics and some sites filter
the infographics and choose the ones they post based on review criteria

such as topic or design.

For example, I'm selective about which infographics I post on the Cool
Infographics blog. I mentioned earlier that I get approximately 400
submissions every week to the Cool Infographics blog, but I post only a
handful on the blog every week. With that many submissions through
the site contact page, it’s a serious challenge to keep up. A good info-
graphic submission might be unread in my inbox for months before I
find it, and then it might be much longer before I get around to writing
a blog post about it.
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An additional advantage of these sites is that you may reach an audience
you had never considered before. Readers of infographic sites may not
have any reason to visit sites related to your company’s product or ser-
vice, but when they see your infographic, it may attract their attention

and build awareness.

Here’s a short list of infographics sites for your reference. This list

is constantly changing as smaller sites collapse and new sites are
launched every day, so I attempted to include the more long-lasting
sites. I do maintain an ongoing list of current infographics sites on
the Cool Infographics blog. You can check for the most current list at

coolinfographics.com/links/.

Infographic Self-publishing Sites

These sites enable people to create a free account and upload their own
design work. When people view the infographic you uploaded on these
sites, they also have easy sharing buttons and embed code automatically
generated so viewers can share them easily. This might not be as power-
ful as using the embed code from your own infographic landing page,

but it’s convenient and easy to use.
»  Flickr—www.flickr.com

Use your own account (free or paid) to upload the infographic
image into your own photostream. After the infographic is in
your account on Flickr, you can add it to groups focused on
sharing infographics by joining them. If your infographic topic is
relevant to other photo groups, you can also join them and add

the infographic as well.
» Visual.ly—visual.ly

Visually has built a tremendous showcase of infographics. After

you create a free account, you can upload your infographic to be
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included in the gallery. The site enables you to include a short
text description and links to the source site and designer. When
you view infographics on Visually, there are tools for easy shar-
ing and it also allows viewers to like or comment on the info-
graphics. Popular infographic designs are featured on Visually’s

homepage.
Visualizing.org—www.visualizing.org

Visualizing.org is a free community site to share data visualiza-
tions and infographics designs. Upload your own infographics;
they are made available to anyone for viewing and commenting.
They also maintain a large library of public data sets and host
visualization design challenges.

Graphs.net—www.graphs.net

Graphs.net is a free gallery site that enables you to upload your
own infographics. The site also provides space to include a text

description and a link to the original source URL.
Love Infographics—www.loveinfographics.com

Love Infographics is a free gallery that enables people to create
an account and upload their own infographics. The infograph-
ics can include a text description and links to the original and

enables other designers to add comments.
VisualizeUs—vi.sualize.us

VisualizeUs is an image-sharing site that includes a large col-
lection of infographics intended as inspiration for designers.
Create an account and install its browser widget to upload your

infographics to the site.
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Free Infographic Submission Sites

Free infographic submission sites can be run by anyone, and new sites
appear (and disappear) every day. Just like researching the topic related
blogs, you should also research the web analytics of any infographics
gallery sites to help determine which sites can be most valuable in your
outreach plan.

These sites have free reign to control the content they post and are
under no obligation to post any infographic you submit. Just like the
blogs, try to connect with the author to break through the clutter. On
free sites, there’s no barrier of entry. So, every infographic gets submit-
ted to these sites, often multiple times, which is annoying. That’s a

lot of noise that your infographic design has to break through to get
noticed.

» Cool Infographics—coolinfographics.com

On Cool Infographics, I strive to post the best examples of info-
graphic designs I can find. I post only a handful of infographics
each week out of the hundreds of submissions and infographics I
find on my own. This careful selection has built the site into one
of the strongest links you can get from an infographics gallery
site. Submit your link and message through the Contact page.

» Visual Loop—www.visualoop.tumblr.com

Tiago Veloso has built Visual Loop into one of the largest and
most popular infographics galleries. You can find infographics,
portfolios, interviews, Pinterest boards, and much more. This
site makes the commitment that every infographic submitted
will be posted to its Tumblr page, which then has the chance
to be posted on its other channels. Submit your infographic
through the Contact link on the page.
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Paid

Chart Porn—www.chartporn.org

Chart Porn is a great collection of the most visually appealing
data visualizations, maps, charts, and infographics designs. The
site is curated by Dustin Smith, and you can submit your info-
graphic to the e-mail address on the About page.

News I Like—www.newsilike.in

Bharat Prajapati posts infographics along with his own reviews
of the designs on a frequent basis. Use the Submit page to send
the URL link to your infographic landing page.

Submit Infographics—www.submitinfographics.com

Submit Infographics posts selected infographics along with
descriptive text, links, and a review by a designer. It requires a
minimum of 100 words in your description to be considered.

NerdGraph—www.nerdgraph.com

NerdGraph posts multiple infographics each day and enables
anyone to submit infographics for review through its Submit
page. Although it doesn’t post them all, it includes a text descrip-
tion, keywords, a link back to the original, and a promise to send

an e-mail notification when the infographic is posted.

Infographic Submission Sites

A number of infographic gallery sites charge for submissions to be con-

sidered. Usually it’s a small fee to cover the author’s time to review the

infographic and compose a blog post. The pay wall also helps reduce the

amount of submissions the site receives to only those publishers serious

enough to pay the fee. Some sites even offer a range of services with dif-

ferent prices, from free up to expensive premium listings.

Infographics and SEO
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Unlike the totally free sites, there’s an implied agreement that your
infographic will definitely get posted if you pay the fee and probably not
if you don't pay. If you pay the money, you should expect to get coverage
and links. This addresses the uncertainty of submitting to the free sites
that have the freedom to ignore your submission. Fees listed next were

current as of 2013 and will change over time.

It’s unclear whether the search engine companies will consider these to
be spammy paid links in the future, but currently these small fees seem
to fall below their radar. In the SEO industry, paid links are considered
to be a questionable practice of link building, and the search engine
companies are constantly developing ways to eliminate the impact of
paid links in their algorithms. Your company must choose its own level
of risk tolerance and if the value of links from these paid sites are worth
the fees. On the other hand, for a small marketing expense (approxi-
mately $1,000 total) you can be guaranteed to get your infographic onto
all these sites.

» Infographics Showcase ($100)—www.infographicsshowcase.com

Infographics Showcase will post a review of your infographic
design with grades for both design and information. Pay the
fee, and within 7 days it will post the infographic, along with a
thorough written review. Use the PayPal button on the Submit
page to start the process. As it states on the page: “We will take
the good and the bad, but we prefer the good. Bad infographics,
get bad reviews.”

» Infographic Journal (Free-$25)—www.infographicjournal.com

Infographic Journal accepts both free and paid submissions. The
staff filters free submissions to choose which ones get posted, but
it guarantees that paid submissions will be posted. Use the form
on the Submit page to send it the URL link, description, and
embed code of your infographic.
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Infographic Love ($60)—www.infographiclove.com

Infographic Love requires that a text description of at least 200
words be submitted along with the infographic, and it features
only well-designed infographics with good research. Use the
PayPal button on the Submit page to start the process.

Daily Infographic (Up to $350)—www.dailyinfographic.com

Daily Infographic consistently posts one good infographic every
day and has built a large following. If you submit your e-mail
address, it will send you details about the fees to submit and
feature your infographic on the site.

Infographics Archive (Free-$399.95)—www.infographics

archive.com

Infographics Archive offers a range of prices from free submis-
sions with no guarantee to be listed, up to $399.95 for a 10-day
spotlight package. Use the PayPal button on the Submit page to
start the process.

Amazing Infographics ($100)—www.amazinginfographics.com

Amazing infographics will post your infographic along with

a text description and two supporting links that you can use

to link back to your landing page or company website. Use the
PayPal button on the Submit page to start the process, and your
infographic should be posted within 7 days.

Infographic Gallery (Free-$30)—www.infographicgallery.co.uk

Infographic Gallery enables both free and paid infographic sub-
missions. Only paid submissions are guaranteed to be posted.
Use the forms on the Submit page to start the process.
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» Info-Graphic (£20)—www.info-graphic.co.uk

Info-Graphic posts only paid infographics submissions. On the
Info-Graphic Submit page, you can send your infographic along
with a preferred title, text description, URL link, keywords, and
embed code. Use the PayPal button to submit payment.

Hundreds more free and paid infographics sites exist online, so this list
will naturally change over time. Do your own research and leverage this
community of infographic fans to help build an audience for your own
infographic designs.

Final Thoughts

The goals of most online infographics are to build awareness, reach
customers, drive website traffic and improve placement in search
engine results. A cool infographic design alone is generally not
enough. Don’t publish an infographic and just hope that people show
up to see it. It takes some extra effort to maximize the return on
investment a company makes into the data research and infographic

design efforts.

Leverage these insights and tactics to give your infographic the
best possible chance for success. Your infographic needs to be vis-
ible to the search engines and easy to find for readers. Build a good
infographic landing page, share the infographic through all of the
company’s communication channels, and reach out to authors and
sites that will consider your design to be valuable content for their

readers.

Combine all of these efforts together with a cool infographic design and

you have the formula for an extremely successful project.
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The more strikingly visual your presentation is, the more
people will remember it. And more importantly, they will
remember you.

—PauL ARDEN, WHaTEVER You THINK, THINK THE OPPOSITE



Infographic Resumes

The principles behind good infographic design have
recently made their way into the resumes of individuals.
Job candidates are looking for new ways to make their
resumes stand out from the crowd, quickly communicate
their top attributes, and be more memorable to the pro-
spective employer who may review hundreds of resumes
for an open position. Infographics are a fantastic way to
tell your story to a potential hiring manager—and they’re

cool too!
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This rising trend of infographic resumes is a hotly debated topic.
Recruiters, candidates, resume writers, hiring managers, and human
resources managers can have widely opposing, strong opinions. Some
believe that adding any graphics to a resume is unprofessional and may
lead to a candidate not being considered for a position. Many others are
huge supporters of graphic resumes because they break the monotony
of all-text resumes and stand out from the pile of resumes reviewed.

As discussed in Chapter 1, “The Science of Infographics,” the research
behind visual communication of information shows that visualizations
can often be more effective than text alone. Although traditional illus-
trations and images are mainly appropriate for graphic designer-type
roles, the advent of infographic design brings credible data visualiza-
tions to candidates seeking any type of role. Whether it’s a complete
infographic design or just including small data visualizations in a

text resume, visualizing a candidate’s key information on a resume is

quickly becoming popular.

Michael Anderson’s infographic resume shown in Figure 4-1 was one of
the first infographics resume designs to be published online and go viral
in social media. This caused me to originally take notice of the concept
of infographic resumes. Posted online in 2008, the design was colorful,
eye-catching, and broke the traditional resume mold. A link to Michael’s
resume was posted on the Cool Infographics blog in 2010, but it was also
featured on hundreds of sites and blogs including some mainstream sites

such as Mashable, Business Insider, Fast Company, and FlowingData.

The infographic resume visualizes his work history as an area chart
timeline, with work experience above the date line and his educational
accomplishments below. His resume states that “Area represents rela-
tive energy expenditure over time,” which is a subjective value that
Michael created to design the chart. The overlapping nature of the
design is appealing because it also shows concurrent activities clearly.
The Daily Intake and Output is a fun, lighthearted chart of the amount
of each activity plotted over his waking hours from 8 a.m.—2 a.m.

Infographic Resumes
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FIGURE 4-1:
Infographic resume—Michael Anderson
Coolinfographics.com/Figure-4-1

The Primary Skill Sets visualization is a doughnut chart with two
dimensions. The angles of the pie slices represent his personal time
spent developing each skill and the height of each slice shows the
amount of time each skill has been used in a professional capacity.
For example, it shows that Michael has spent a lot of personal time in
photography, but that skill has not been utilized much in his profes-
sional career. Again, the values are estimated by Michael, so they are
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subjective and just meant to be indicative of his skills. Also, notice that
no values are shown on any of the visualizations. Actual values had

to be created to design the charts, but they aren’t shown because they
aren’t needed. This removes unnecessary information and keeps the
design simple.

This design stands on its own as a preview to his full text resume.
Because this design doesn't replace his traditional resume, it gave
Michael the opportunity to cut out most of the lengthy text descrip-
tions and let the visualizations stand by themselves. It’s a great tool

to attract the attention of both prospective employers and freelance
clients, and anyone interested has the contact information required to
learn more about Michael.

The definition of an infographic resume is:

A visual account of an individual’s history and abilities that uses
data visualization design to communicate key portions of a job
candidate’s skills, history, education, or other relevant information.

The key distinction that makes infographic resumes unique is that the
graphic elements visualize important information and help tell a better
story about the job candidate. It’s not just about adding graphic ele-
ments but communicating data or information more effectively.

Graphic designers have been designing creative, colorful, artistic
resumes with illustrations, fonts, images, and photographs for decades;
however, the idea of using data visualizations to create a new style of
resume has taken hold only in the last few years. A handful of designs
began appearing online in 2008, as the awareness and popularity of
online infographics was beginning to build momentum. The trend has
continued to grow at an accelerated pace, and by January 2013, thou-
sands of infographic resumes incorporating data visualization could be
found online.

Infographic Resumes



In Figures 4-2 and 4-3, Faz Besharatian’s infographic resume appears
next to his traditional text resume. His work history has been visual-
ized in a timeline that highlights the length of time Faz spent in each

role and the skills that were required.

In this instance, there is more complete information contained in the
text resume. The infographic resume serves three purposes: to attract
attention, to highlight the roles and companies in his history, and to
demonstrate his graphic design ability. If interested parties want to
learn any of the details, such as accomplishments, responsibilities, or
specific achievements within each role, they can learn more from the
full-text resume. Faz makes both versions available for anyone to down-
load from his website.

It’s still the early days for infographic resumes, but they will probably
become mainstream in the next few years. In the future, an all-text
resume will be seen as boring and dated, reflecting poorly on the job

seeker. Recruiters and hiring managers will appreciate the speed and

ease of reading from infographic designs and will begin to experience
frustration with the extra time and effort required to search for key

information hidden within an all-text resume.

The quality of these infographic resume designs covers the full spec-
trum. There are some fantastic, inspiring designs online, but there are
also some “cringe-worthy” designs as well. As designers continue to
experiment with different design styles, they are beginning to learn
what works in the field of resumes. Most people design their own
infographic resume. The market for professionally designed infographic
resumes is a new type of service now offered by many designers and

design firms.
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Key Benefits

The three key benefits of infographics designs discussed in Chapter 1 are

what also make infographic resumes game changers to the job market.

First, visual designs stand out from the pile of text-only resumes and
attract attention. Hiring managers and human resources departments
are skimming hundreds, if not thousands, of resumes for open posi-
tions. An infographic resume breaks the pattern and draws the reader’s
attention. The first step to landing a new job is to get the hiring man-
ager interested enough to learn more and an infographic resume can
get a candidate that extra attention.

Second, data visualization can make the understanding of a candidate’s
unique information faster for the reader. Recent research has concluded
that a recruiter or hiring manager looks at an individual resume for
only an average of six seconds!!. By visualizing a candidate’s key infor-
mation using data visualization design techniques, the reader can learn
more about the candidate in that same short timeframe. Six seconds
reading an infographic resume is more effective than six seconds read-
ing a text resume. This means that hiring managers may understand
more about job candidates that have infographic resumes.

Third, because of the Picture Superiority Effect, anyone reading an
infographic resume is much more likely to remember the visualized
information three days later. The visualized data triggers the reader’s visual
memory and the recruiter or hiring manager is more likely to remember
that candidate after reviewing many resumes. This significantly improves

the chances of a candidate to advance to the next step in the hiring process.

What's the Risk?

The risk of using a poorly designed infographic resume is that they can
quickly and effectively demonstrate that a job candidate would not be a
good hire for the company.

Infographic Resumes



A poor design could:
» Be visually unappealing
» Visualize data incorrectly
» Fail to visualize the relevant information
» Confuse the reader with too many visualizations
» Highlight the wrong attributes for the desired position

» Use an inappropriate design tone (such as, a fun, lighthearted

design style when applying for a serious role)
» Not print correctly if not designed to fit standard paper sizes

A poor design can stand out from the pile of job candidate resumes and
create a negative impression with the recruiter just as fast and effec-

tively as a good design can create a positive impression.

Many of the best practices behind designing a good text resume apply

to designing an infographic resume as well. Being concise and focused
is critical. Candidates need to identify clearly their key strengths related
to the type of position they would like to attain. An infographic resume
should focus on communicating those key strengths quickly and clearly
to the recruiter. If the design visualizes everything possible from a can-
didate’s history, the key strengths are likely to get lost in the visual noise,
and the recruiter could become frustrated trying to read the resume.

Just like every other resume, if the reader becomes confused, annoyed,

or frustrated, the candidate’s resume can quickly end up in the trash.

Designing an Infographic Resume

Remember that infographics tell stories. Infographic resume designs
should be used to tell the story about job candidates. The story can include
their background, history, education, skills, experience, achievements,

accomplishments, roles, successes, aspirations, goals, and more.
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The key to an effective infographic resume is to use data visualiza-

tion design to highlight only the most important aspects for a specific
individual. The visualizations draw the readers’ attention to the key
information, and with the Picture Superiority Effect, that is the informa-
tion from the resume most likely to be remembered. So, a younger, less
experienced candidate might highlight education and software skill pro-
ficiencies, but an older, mature candidate could highlight major accom-
plishments and employment over many years with respected employers.

The design challenge is to tell a simple story that is quick and easy

to understand. The mistake many people make when designing an
infographic resume is to attempt to visualize everything they can. Too
many data visualizations can create excess visual noise and confuse the
readers. The hiring managers may not understand the key attributes of
the job candidate within those short few seconds they have to review
the resume. As a general rule, the best designs include three or fewer
data visualizations in the design. As an additional benefit, focusing on
only the key attributes demonstrates to the hiring manager the candi-
date’s ability for clear and concise communication—a desirable skill for

any position.

The first step in the design process is to identify which aspects of an
individual’s history are the most beneficial while also considering what
is most relevant and important to the prospective employer. After the
key aspects have been identified, the designer can begin to focus on
which types of visualization design are appropriate to include.

Most infographic resume designs focus on a combination of these three

key types of information:
1. Timeline of education and work experience
2. Relative experience and proficiencies among key job skills

3. Geographic locations

Infographic Resumes



Timeline Designs

Designers have the same variety of design options for visualizing an

individual’s history as seen in other infographic designs.

Randall Knapp included a timeline of his programming experience as
part of an overall infographic design (Figure 4-4). He used an area chart
with overlapping colors to highlight the different types of activities over
a 7-year period. Even though the timeline is the main focal point, it’s
part of a larger design that includes additional information and a sepa-
rate visualization of skill proficiencies.

The overlapping areas on the timeline also do a great job showing
concurrent activities. We lead parallel lives, not sequential ones. Many
people have roles that overlap each other, as well as with educational
and other activities. A visual timeline is the best way to show that type
of information that gets lost in a text-only resume. Going to school at
night or working two jobs shows significant dedication and motivation
in an individual’s history. With a text-only resume, the reader must

take time to put together the timing of different activities to understand
overlap or gaps in a candidate’s history. With a visual design, overlap-

ping activities and gaps between roles are understood within seconds.

Timelines usually highlight an individual’s history related to one or
more of the following activities:

» Time spent at learning institutions or earning degrees
» Time spent working for different companies

» Time spent holding different roles or positions

» Time spent as a member or volunteer for organizations
» Time spent using different software applications

» Time spent in different locations

» Major events or milestones in a person’s career
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FIGURE 4-4:
Timeline focused
infographic
resume—Randall
Knapp
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lines, but designs using line charts, number lines, and overlapping

shapes are also common.

Although many designs incorporate timelines as one element of an
overall layout, designer Mike Wirth effectively used a large timeline

visualization as his entire infographic resume design (Figure 4-5).
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FIGURE 4-5: Infographic timeline resume—Design by Mike Wirth
Coolinfographics.com/Figure-4-5

In Mike’s resume, the years along the x-axis become the backbone of
the entire design. It’s a central design element around which all the
other information is placed on the page. The locations he has lived

are shown as gray-colored columns in the background, and instead of
overlapping colored sections, he uses a stacked area design to show the

overall increase in total experience over time.

Although a completely different design style, Duncan McKean’s info-
graphic resume (Figure 4-6) takes a similar approach by making the
entire infographic resume design into a timeline visualization.
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FIGURE 4-6: Infographic timeline resume—Duncan McKean
Coolinfographics.com/Figure-4-6
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A job candidate’s work and education history over time is one of the
most important pieces of information to a recruiter or hiring manager.
An infographic timeline can visually demonstrate a candidate’s history
in an engaging way that’s faster and easier to understand.

Relative Experience Designs

Levels of experience in different job skills are normally qualitative and
subjective. The candidate may consider himself to be highly skilled at
project management, but not have any firm numeric data to back up

that claim. That’s where relative experience comparisons come into
play.

Hana Tesar’s infographic resume (Figure 4-7) is based on showing her
skills in relation to each other. There are no numbers shown as value
labels on the bar charts, but visually she is telling the reader how her
skill levels compare. The implication is that the highest bars are not

only her strongest attributes, but also implies that they are areas in

which she is exceptionally skilled when compared to other candidates
within the job market. She has some experience in all the skills shown,
but the highest bars are the ones she wants to highlight most to a
potential employer or client.

This is where visually comparing multiple attributes with a data visu-
alization becomes effective. In Figure 4-8, Navdeep Raj uses a different
skills comparison in his resume design. The different job skills are
shown with bars of varying size. This communicates to the reader that
the candidate’s skills are strongest in User Experience and Information
Architecture compared to the other skills that he thought were also
appropriate to include. The candidate does have some skill in 3-D ani-
mation, but it’s weaker than the other skills.
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FIGURE 4-7: Relative experience resume—Hana Tesar
Coolinfographics.com/Figure-4-7
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FIGURE 4-8:
Skills visualization resume—Navdeep Raj
Coolinfographics.com/Figure-4-8
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Visualizing the skills in relation to each other allows the candidates to
communicate their subjective strengths in key areas without needing to
assign specific numeric values to each skill.

Bar charts are the most common visualization to show skills, but
there are many other design styles that could also be used. Circle
sizes, sliders, bubble charts, Sankey diagrams rose diagrams and more
can also be effective visualizations to display proficiency among mul-
tiple skills.

Geographic Designs

Where a candidate has lived and worked can also be relevant informa-

tion on a resume. Maps are a common design element to show not only
employment locations, but also to visualize length of stay, the sequence
of the locations, or the many different countries visited in the course of

a career.

A map visualization dominates the space on Ana Foureaux Frazao’s
2-page infographic resume (Figure 4-9). Her prior roles in International
Public Relations are clearly shown to the reader and strongly reinforce
her international experience. The locations of her positions are color-
coded by the type of work she did and the map design is simplified by
removing all the country borders.

Maps have a unique challenge when used as data visualizations in a
resume. The design needs to illustrate enough spatial information to
make the identified locations easily recognizable to the audience, but
too much detail (such as terrain, borders, cities, and roads) may also
create unwanted visual noise. The focus of the design should be the key
information the candidate wants to communicate, not a pretty map.

Infographic Resumes
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The design should also limit the amount of geographic information dis-
played to only the required area. If a candidate has worked in three dif-
ferent cities in the state of California, a map of the entire United States
is not needed. If a candidate has worked in five cities across Canada, the
entire world map would take up valuable space. The real estate on the
resume page is too valuable to waste. The infographic should show only
as much map space as needed to include all the highlighted locations in

a recognizable space.

Chris Robertson’s resume (Figure 4-10) shows diverse locations
including multiple states in the United States and also locations in
foreign locations, such as Dubai and Lebanon. Instead of showing an
entire world map, Chris shows only the relevant states and countries
and pinpoints the city locations where he has worked. This saves space
and allows Chris to place the locations along a timeline. This design
also gave Chris space to include additional information such as his
title, the companies he worked for, and a few major client projects.

Company Logos and Icons

One of the easiest and most effective ways to add visual design elements
to a resume is by including company logos. Companies have spent a lot
of effort, time, and money to build their brand equity and recognition of
their logos. Prior employment with a recognized company is a positive
attribute in employment history and reflects well on the candidate for a
new position. When people include the name of a prior company on their
resume, one of the primary desired benefits is that respect for a recog-

nized company will transfer some of that good will to the job candidate.

In traditional text resumes, people use many different text adaptations
to emphasize the different companies they have worked for in the
past. Bold, italics, different font type, or larger font size are all used to
make the names of companies stand out from a page full of text as key

information.
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FIGURE 4-10: Infographic resume with map data—Chris Robertson
Coolinfographics.com/Figure-4-10

After reading the study from The Ladders (mentioned earlier) that
concluded most recruiters look at each resume for only six seconds,
Adrian Saker created this logo-only resume, using logos from both the
companies he worked for, the client projects he was involved with, and
additional logos for skills, education, and interests (Figure 4-11).
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The addition of graphic logos from the different companies included in

prior work experience can draw the reader’s attention. If the companies

are known and recognized by the reader, the logos can quickly make a

candidate’s work history easy to understand. If those companies have

a positive reputation, the job candidate may instantly leave a positive

impression on the hiring managers, even before they read a single word

of the resume.

Based on this principle, LinkedIn, the site dedicated to professional

connections, has begun displaying company logos on everyone’s profile

pages if it has one available from an official Company Page, as you can

see from the author’s profile (Figure 4-12). When people add a company

position to their personal work history in their LinkedIn account, if

they choose a company that LinkedIn already recognizes, the official

company logo displays on the individual’s profile page.
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FIGURE 4-12: Company logos shown on LinkedIn profiles
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There are many posts and articles online about understanding the

legal issues surrounding the use of trademarked company logos. Many
people do not understand trademark law and especially the Fair Use
doctrine. In a reference to a company, especially in a list of multiple
companies, the Fair Use doctrine enables the use of a company’s trade-
mark when referring to that company. More information about the Fair
Use Doctrine is covered in Chapter 2, “Online Infographics,” but it’s
worth repeating that trademark law is different across countries, so it’s

worth understanding local laws.

Sascha Kuntze used many company and brand logos in his infographic
resume (Figure 4-13). In this design, the logos are used to represent past
clients and also his social media presence. The reader is likely to rec-
ognize some of the mainstream logos included in this design, and the
value of Sascha’s work is elevated based on his association with these

respected companies.

David P. Ingram’s use of logos in his resume (Figure 4-14) is also effec-

tive. The logos draw the eye and attention instantly and creates the
first impression the resume leaves on the reader. For example, Sony is
generally regarded as a company with a tremendously positive reputa-
tion, especially related to its training of high-quality employees. The
first impression on a hiring manager reading his resume might be that
David comes from a reputable company, so David’s resume is probably
worth the extra time to read thoroughly.

As a hiring manager sorts through a pile of a hundred resumes, getting
through that initial filter determining which resumes are worth serious

consideration is a huge advantage for any job candidate.
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FIGURE 4-14: Company logos on infographic resume—David Ingram
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200 Infographic Resumes




Software Application Logos

Infographic resumes initially grew in popularity with a younger gen-
eration of graphic designers and social media managers. These roles
require an expertise in multiple software applications and web services
key to the job, and using the application icons is similar to using com-
pany logos. Many of the primary applications are instantly recognizable
by their icons.

Unlike company logos though, the software icons generally serve as

a visual acknowledgment of the requirements for the job. The icons
instantly show the hiring manager that the candidate has the software
skills required for the open position, but doesn’t position him above
any other candidates that also possess the required skills unless more

information is added.

Tina Chen’s resume (Figure 4-15) displays the four different software
application icons that she primarily uses for her design work to dem-
onstrate proficiency in each of them. Her other information, like years

of experience, foreign language fluency, and the overall design itself are
what set Tina apart from other candidates.

Additional visuals, such as the relative experience designs mentioned
earlier can be used in combination with the software icons to add
information. In Figure 4-16, Anibal Maiz Caceres’ infographic resume
shows the software icons integrated into a relative experience bar chart
that shows his varying proficiency level in each application. Anibal
also makes the resume available online in multiple languages (English,
Spanish, and French), and the use of icons reduces the amount of text
that needs to be translated for each version.
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202 Infographic Resumes




Anibal Maiz Caceres ey
Infographics, web & graphic design.

[ soruies |

Frrmry el o b Speie Dt e o e s

FIGURE 4-16: Infographic resume with software icons combined with a relative experience
visualization—Anibal Maiz Caceres
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Using an Infographic Resume

Because infographic resumes are still relatively uncommon in the job
marketplace, the next challenge is how candidates can use them effec-
tively in a market in which most resumes are still text-only. Initially,
infographic resumes were embraced by candidates looking for graphic
designer, web designer, social media, and web development roles. After
the first couple of years, the trend quickly spread into other fields, and
many infographic resumes have been used for more traditional roles
such as CEOs, vice presidents, managers, accountants, actors, and IT
professionals.

Job Application Systems

The biggest hurdle facing the use of infographic resumes are the
automated job application systems (also called application tracking sys-
tems) used by many companies. These online systems prompt the job
applicant to input or upload their resume file into a database, usually as
text-only or Microsoft Word format. The application system then parses
the text into key words that are automatically organized into predefined
categories. The key words are loaded into a central database so that hir-
ing managers and human resources departments can easily query the

database to match open positions with job candidates.

Any visual design and even traditional text formatting from the resume
becomes irrelevant because the hiring company never sees the original
document, just the collected text. This means that even if job applicants
have an infographic resume, its usefulness will be effective only when
their resume is sent through e-mail, displayed as part of the candidate’s
online profile (personal website, LinkedIn, Facebook profile, and so

on) and when physically shown to a potential employer in face-to-face

interviews.
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There are only two formats that I have seen to be effective when using
an infographic resume as part of a job search: a separate, standalone
infographic resume design and a combined design that integrates the
data visualizations into the full-text resume.

Standalone Infographic Resume

So far, the most common format for an infographic resume is a separate
infographic design used as a summary to supplement a traditional text
resume. This format means the candidate still needs to maintain a
separate, traditional, all-text resume that can be used in job application
systems and interviews so that potential employers have the resume
format they require. The infographic resume is used to initially generate
interest and awareness in a job candidate, and then the text resume is
used to provide full details.

Mino Parisi’s resume shown in Figure 4-17 is a great example of this.

His infographic resume includes a timeline of his work and education

history and a series of doughnut charts that show the relative amount
of experience using different software applications (color-coded) in dif-
ferent types of design work. This standalone design is a snapshot look at
many of Mino’s key attributes but is mostly graphics with minimal text.
His full text resume (in Italian) is available separately and includes the
full details of his history (Figure 4-18).

Using an infographic resume in this manner essentially uses the info-
graphic design as an advertisement to get attention or build awareness
of the candidate. The infographic design would attract the attention of
the employer or client, who can then look to the traditional resume for
full details.

In this format, the infographic resume is a supplement to the traditional

resume. It’s not a replacement.
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FIGURE 4-17:
Standalone info-
graphic resume—
Mino Parisi
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FIGURE 4-18:
Separate text
resume—Mino
Parisi
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The secondary benefit of the PDF format is that all the HTML links
included in the PDF file are functional. Each of the company logos and
icons are tappable (or clickable) links. Dave didn’t need to include the
text of his e-mail address because anyone can tap the e-mail icon and it
automatically opens up a new message in the default e-mail application
properly addressed to him. The LinkedIn icon, if tapped, opens up his
LinkedIn profile in the default web browser.

While Dave is showing his resume to someone in person, he can also
e-mail it instantly to them by tapping the Share icon in the app. It auto-
matically attaches the PDF file to a new e-mail message. The universal
nature of the PDF file enables anyone to view the file on a tablet, smart-
phone, or computer.

Infographic Resume Design Tools

So, you want to try your hand at designing your own infographic resume?

You don’t have to be a graphic designer (but it couldn’t hurt). So far,
most of the infographic resume designs are created manually using
common graphic design software, such as Adobe Illustrator or Photo-
shop. Microsoft Office is also widely used to create both the individual

data visualizations and the overall design.

However, with the increase in popularity of infographics, and info-
graphic resumes in particular, a number of online services have begun
to appear that offer to generate an infographic resume for the user auto-
matically. These are not general infographic design sites. They are sites

dedicated specifically to creating infographic resumes.

They all import an individual’s profile information from LinkedIn.com
and then enable you to edit or add custom information manually. To
begin, you can choose between a handful of templates, make adjust-
ments to the design style, choose which sections to include, and rear-
range the sections as needed. Some of them enable the user to upload

their text resume as the source data and additional images.
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All About You

Resumes are all about telling your story. Infographic resumes allow
you to leverage the benefits of visual communication to tell your
story in a more effective way. Making a resume stand out in a posi-
tive way, attracting the attention of a potential employer, making the
personal information easier to understand, and making a candidate
more memorable to the recruiter or hiring manager are all reasons
why infographic resumes will continue to develop and become more

popular.

I've accumulated hundreds of real infographic resumes in a Pinterest
Board at pinterest.com/rtkrum/infographic-visual-resumes/. If you cre-

ate one for yourself, send me a link. I'd love to add it to the collection!
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Internal Confidential
Infographics

Online infographics are the public face of what everyone
sees as infographics. They are shared extensively in social
media and have been the driving force behind the explo-
sive growth in using infographics and data visualizations
to communicate visually over the past few years. Info-
graphic designers can include only designs that have been
shared publicly by their clients as a part of their design

portfolios.
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However, there is a secret, mostly unknown world of corporate info-
graphics used to communicate more effectively inside of companies all
over the world. Companies have a ton of internal data that they don’t
share with the public, but at the same time, they have an essential need
to communicate clearly and effectively that information internally. They
want their employees to all share the same understanding, so that they
are all working toward the same corporate goals. They want to give
their investors a clear picture of the state of the business. They want to

present compelling stories about their products to their customers.

Infographics and data visualizations are powerful tools to help simplify
the understanding of complex corporate data and improve the memory
retention of that information by the audience.

For example, a company would want all its sales employees communi-
cating the same message about its products to customers. The informa-
tion might be product benefits, price points, shipping schedules, or
competitive advantages. A clear visualization of that information can
make it easier for all of them to understand and remember, but can also
be used as an aid to help them communicate clearly and confidently to
customers.

By definition, corporate confidential data should not be shared outside
the company, and for that reason I can’t share real-world examples in
this book. However, I can show examples of the visual styles and types
of data being visualized by companies all over the world. Here I include
public, online infographic designs or example designs I created to dem-

onstrate what can be visualized within a company.

Improving Internal Communications

Charts and graphs from Microsoft Office products (mainly Excel and
PowerPoint) have become the standard way to share corporate data

Internal Confidential Infographics
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The Fear of Confidential Information

Two goals within companies are often perceived to be in conflict: clear
communication and confidentiality. Many companies fear that if they
make their confidential information too easy to understand and share
within the company, it may also become easy to share outside of the
company (purposely or accidentally). As a result, the information often
isn’t designed to be understood and shared with employees who would
benefit from the knowledge. However, there are effective ways to meet
both objectives.

On the one hand, managers want their direct reports to be as effective
as possible. In general, employees with access to information and a clear
understanding of the business data are more effective than employees
kept in the dark. A manager’s performance is often a measurement
based on the effectiveness of the employees that report directly to him,
and as a result he wants to provide his employees with every tool pos-
sible to help them perform their jobs well.

On the other hand, companies should protect their confidential informa-
tion because that information is often a competitive advantage. Compa-
nies may even be legally bound to protect the data they possess, such as
medical information or customer credit card numbers. Along with their
security obligations, they are often afraid to make any of their confidential
information too easy to share outside of the company, even accidentally.
For example, if a company’s entire new product development roadmap

for the next five years is clearly outlined in a one-page visual summary
handed out during a presentation, it could be highly damaging if that one
document were accidentally shared with a competing company.

In response to this fear, access to many documents of valuable, internal
company information is often restricted. Many employees that would
benefit from knowing this information in their day-to-day jobs are not
allowed access due to paranoia within the company against that infor-
mation being leaked outside.

Internal Confidential Infographics
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Ideas for Visualizing Internal Data

One of the best parts of my job is that when I work with a client, I get a
sneak peek at their internal data. I get to see some of the research and
statistics that drive the decisions these companies make. I've seen hun-
dreds of different data sets, and I enjoy helping companies find insights
from their data and clearly communicate them.

This section will share a number of different types of data and
visualizations that I have seen in use internally by companies. Your
company may have similar data, or the data available to you may be
completely different. These ideas are intended to help inspire you to
visualize the data you have and make having the data more useful to

the company.

Most of these examples are fairly simple and don’t need powerful
graphics software. By spending a little extra time, you can create most
of these using standard office productivity suite applications. More
specialized software would make these easier, but it’s not required.

Budgets

The most common data available within companies are the numbers
from budgets. This data might include the entire corporation or just an
individual department. Even a small company can quickly lose grasp of
where the money goes, and visualizing the budget information at some
regular frequency can be extremely valuable. Some companies want to
visualize the approved budget for the upcoming year, or alternatively
they might visualize the actual spending from the prior year to better

understand expenses.

Figure 5-1 shows an example of a budget poster. This design uses the
publicly available budget numbers from the city of Bedford, Texas
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Sales and Profit Data

Companies often have some internal confusion differentiating between
sales dollars and profit dollars. Often, the products and services with
the highest sales revenue are not what earn the most profit for the com-
pany. This type of analysis can be organized by product, product line,

customers, brand, geographic location, sales manager, and so on.

Figure 5-4 shows a simple visualization using opposing bar charts of
annual sales and annual profit for a list of 10 products. Because the
profit rate percentages are different across the available products, you
can see that in this case the best-selling product is not the most profit-
able product for the company. This type of chart with bars going in
opposite directions isn’t available as a standard chart type in Excel and
would have to be created manually using rectangle shapes.

FIGURE 5-4: Top 10 Sales Products

Sales and profit
visualization
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Business Processes

Clearly defined business processes are becoming essential within com-
panies. As companies grow and hire more employees, they use formal
business processes to help train and standardize their workflows across
departments and locations. It could be the process to close the finan-
cial books at the end of each month, the process to inspect incoming
products for quality, the process to hire a new employee, the process to
handle each customer service call, or the process to make a change to
the company’s website. The company needs to ensure that the functions
are performed the same way every time, no matter which employees are
involved in the work.

Processes are generally shown as flowcharts. This is a formal, struc-
tured way to visualize a process with different symbols to represent
different functions within the chart. For example, rectangles represent
process steps, rectangles with tear-off bottoms represent documents,

and diamonds represent decision points.

Although they may be highly detailed and technically correct, one com-
pany could have hundreds of business processes to document. Just like
a report that includes 100 similar bar charts, these flowcharts begin to
all look the same to employees and are not memorable. [llustration and
infographic design can help make these processes unique, engaging,
and memorable to employees.

For example, Figure 5-7 shows an infographic timeline of the process to
design a website designed by John Furness, the owner of Simple Square.
The events are arranged along a straight timeline, but a number of addi-
tional elements of information have been added. The events are shown
as circles sized to represent the estimated amount of involvement; the
color coding shows the progression through the phases; individual
milestones are shown connected to each phase; and the label font sizes
are adjusted to show the level of importance (similar to a word cloud).
This type of infographic design can be applied to many internal busi-

ness processes.
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Strategies

Similar to processes, strategies usually involve a number of connected
events or activities, but they may not be organized in a chronological
sequence. Visual strategies are good for showing the flow of informa-
tion among many connected activities so that employees or customers
can easily understand how the individual activities tie together into the

overall strategy.

Figure 5-9 is an example of a social media content strategy from Chris
Heiler, President and Founder of Landscape Leadership. This diagram
shows how different forms of online content uploaded to various social
sites integrates together into the company blog, and that the primary
interaction with customers and fans will take place on a company
Facebook page. Of course, there would be a lot more detail about each
activity in the plan, but a central diagram keeps everyone informed

about the overall vision.

Quantitative Research Data

Companies often have a lot of research data. This might include market
research, customer research, product performance data, consumer

profiles, brand equity assessments, customer segmentation studies,

conjoint research and many, many more. The complete reports from
this research can easily be hundreds of pages long with detailed data
tables and hundreds of charts.

This quantitative data is fairly easy to load into the three standard
charts (bar chart, line chart, and pie chart) but is not always easy to
understand when forced into only these three types of charts. Many
times, it’s worth the time and effort to experiment with different meth-
ods to visualize the same data set to find a visualization that is easier

for readers to understand.
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The nice thing about word clouds is that they are visually indicative of
general sentiment, especially when seen in relation to the rest of the
words. The reader can get a good understanding of the common themes
between the comments, but no numbers are shown to indicate specific
levels of frequency. Even with thousands of customer reviews as the
data set, this is still considered to be qualitative data because there is
little information about the people involved. It’s not a controlled survey
of a specific type of consumer. Instead, it’s a random assortment of cus-

tomers that happened to be motivated enough to post a review online.

Better Presentations Using Infographics

Most people are comfortable using data visualizations and infograph-
ics at work in presentations. This is where they most often see charts,
tables, and diagrams used to communicate with employees in the
company. However, a presentation with a bunch of slides that all look
the same because the presentation designer just accepted all the design
template defaults isn’t going to impress anyone. In fact, the presenter
can lose credibility, and the information is unlikely to be remembered
by the audience.

Presentation software can be a powerful design tool but not if the user
just accepts all the design template defaults. Templates are supposed to

be a good place to start but not the final slide designs. If you want your
presentation to stand out and be memorable, you need to design and
customize your own visualizations to be relevant and engaging for your
audience.

Figure 5-16 is the default chart created by one of the standard templates
in PowerPoint. How many charts have you seen that look exactly like
this one with only the values and the text changed? In templates, the
default colors match the overall presentation theme but don’t have any
connection to the data.
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of online, if that’s a security concern. Also, using a file with the desktop
application avoids any potential issues with Internet connectivity while
you deliver your presentation because the entire presentation is saved
locally on your computer.

Final Thoughts

It doesn’t matter what business your company is in, you can benefit
from visualizing your information. The business could be a local
bakery, an online retailer, a government office, a venture capital firm,

a private school, or a movie production company. Every company has
valuable information that needs to be clearly communicated to employ-
ees, investors, and customers. Infographics and data visualization
design practices can make your company information engaging and

memorable.

Links

1. Bedford, TX Budget Poster, Randy Krum, InfoNewt:
http://infonewt.com/portfolio/client-work/8781697

2. BBC-0-Gram, David McCandless, Information is Beautiful:
http://www.informationisbeautiful.net/2010/the-bbc-o-gram/

3. Web Design Process, John Furness, Simple Square:

http://www.simplesquare.com/a-website-designed

4. How Affiliate Marketing Works, Sugarrae.com:
http://www.sugarrae.com/affiliate-marketing/how-affiliate-

marketing-works/
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Designing Infographics

If you have any interest in designing data visualizations
and infographics, this chapter is for you. You might be
ready to design one on your own, or you might work with
a designer to put an infographic together. Either way, these
design tips can help you create a cool infographic and

avoid many of the common mistakes designers make.

Infographics are harder to design than you might think.
There are thousands of “bad” infographic designs on the
Internet because the designer ignored one, or many, of
these rules. In a pattern similar to the millions of videos
uploaded to YouTube, most of the infographics online

are actually poor designs and get little traffic. The good
designs rise to the top and are the designs that most often

go viral in social networks.



This chapter doesn’t point out and show any specific examples of bad
designs that didn'’t follow these rules. Because I may have broken some
of these rules in the past, 'm not here to criticize others, but to offer
help to anyone that wants to get better at designing infographics. You
can find thousands of examples of infographics online that break these
rules on your own.

Following is a collection of top tips and tactics for designers that want to
create better infographic designs. These will be tips focused on improv-
ing the content and structure of an infographic, and not software how-to
tips. These best practices will apply no matter what software is used to
put the infographic design together. It doesn’t matter if you use Adobe
[lustrator, Microsoft PowerPoint, or an online tool like Infogr.am. Spe-
cific software applications are covered in Chapter 7, “Design Resources.”

Accuracy is the most important aspect of an infographic design, and
everything else is secondary. The data visualizations in your infographic
must match the numbers.

The power of infographics works both ways and can hurt you if you get
it wrong. The ability to communicate your information to your audience
with a clear visualization can demonstrate your expertise in your sub-
ject area, build your credibility, and help your audience remember your
message. Getting the data visualizations wrong can kill your credibility
just as quickly and demonstrate your lack of expertise in your subject
area. Your audience will assume that because you got one data visual-
ization wrong, the rest of your message is also of questionable accuracy.
One bad chart draws so much attention from the audience that it won’t
matter that the rest of the information is correct. The perception of bad

information will have been set in the minds of the audience.

Figure 6-1 shows the most common mistake made in infographic
designs: incorrect pie charts. The values in a pie chart MUST add up
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Many research survey questions enable the respondents to choose
multiple answers. The results from this type of question yield frequency
values for each available answer independently. For example, a hypo-
thetical survey question might look like this:

Which types of fruit do you eat? [Check all that apply.]
Apples
Oranges
Grapes

In this case, the resulting data would be better visualized in a bar chart
because each fruit answer would represent a separate, independent
frequency result. Figure 6-2 correctly visualizes the results as a stacked
bar chart to show each percentage value separately as a portion of the
maximum possible 100 percent. Combining them together into a pie
chart would be an incorrect visualization of the data and demonstrates
a complete lack of understanding of the data set.

If an infographic design visually shows the reader that you don’t under-
stand the data, you have used the power of data visualization against
yourself. You will have effectively demonstrated your company’s or
client’s lack of credibility. This can leave a powerful negative impression
on your audience.

Be accurate and get the visualizations right!

Visualizing Area

It’s key for data visualization designers to understand that we visually
compare the sizes of objects based on their area (not their height).
Numerical values are one-dimensional, but objects on a page or a
screen are two-dimensional. This is where designers need to remember
to use the math learned from high-school geometry class. If you didn’t

do well in geometry class, it’s time to take another look.
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This might sound obvious, but many companies struggle with finding
a good topic for an infographic design. A good infographic needs to be
interesting because readers don’t want to waste their time on boring,
irrelevant topics. With information overload and thousands of info-

graphics online, people have to choose which ones are worth reading.

Ideally, a good infographic topic focuses on some new piece of previ-
ously unknown information related to a subject the target audience is
interested in. It would be even better if the information were something
surprising to, and unexpected by, the audience. Topics that are coun-
terintuitive or break expectations become sharable because people are
surprised and want to share this new information they just learned with

their friends.

There are two common topic areas that are worth a little more discus-

sion: trending and controversial topics.

Trending Topics

There are some trending topics that are so popular that almost any
infographic related to them generates a fairly decent amount of traffic
and attention. However, the hot trending topics change over time. For
example, currently any infographics released about social media, Star
Wars, superheroes, or the iPhone seem to automatically draw in more
traffic because these are the current, popular topics with the online,

tech-savvy crowd.

Many companies release infographics based on a hot trending topic,
which may or may not relate to their business, brand, or product. These
can be successful with exploiting the trend and capitalizing on the
attention they generate. This approach can be effective but can also be
short-lived—just like the trends. Hot topics today are obsolete and out-

of-date tomorrow.

Pick a Good Topic



Controversial Topics

Another popular approach is to focus on a controversial topic. If a
company can connect with the audience on an emotional level about
a topic it feels passionately about, the audience will be more likely to
comment and share the infographic. The hope here is that “all links
are good links.” It doesn’t matter if people post because they love the
topic or they hate the topic. Their posts are creating backlinks that the
search engines index, and their social network audiences also see the
infographic—reaching a wider audience.

Controversial topics are a much riskier proposition because the audi-
ence may perceive that the company publishing the infographic is
taking one side of the controversy. If it disagrees with the stance that it
believes the infographic promotes, it can turn into an opposition to the

company.

As more and more infographics are published online, the more likely it
is that a design related to your chosen topic already exists in the wild.
Infographics published on the Internet never go away. They're all still out
there somewhere, even if the original landing page on the company site
is removed. Copies of them still exist on blogs, social networking sites,
infographic gallery sites, and the Internet Archive (www.archive.org).

Going forward, the number of online infographics will continue to
grow, so understanding the current state of existing prior art will
continue to become more important as well. Use search engines and
infographic gallery sites to gather any existing infographics related to

your topic of choice.

The main purpose of a prior art search is to help make sure that your
design doesn’t repeat what has already been done. You don’t want to

replicate the same topic or use the same data visualizations in your
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design that were already used in another infographic. Your infographics
should be unique, so you should also look to avoid any similar illustra-

tions or color palettes used in prior designs.

The infographics you gather in a prior art search can also help identify
potential data sources for your infographic. You may follow the source
links and find more data to help build your own design.

From a promotional aspect, many mainstream media sites and publica-
tions will not post an infographic if the topic is exactly the same as a
similar infographic they have already published in the past. Use the
prior art search to help avoid duplicating an infographic topic that has
already been done.

When you publish your infographic online, your prior art search can
also help you build a list of sites to include in your outreach communi-
cation. Search for sites and authors that shared the previous infograph-
ics from your prior art search. Because your topic is similar (but not
the same), these same people may also be interested in sharing your

infographic with their audiences.

One of the first things I ask clients to do at the beginning of an
infographic design project is to define the key message they want to
communicate to the audience. The key message is the primary informa-
tion you want the readers to understand and remember after reading
your infographic. The challenge for designers that want to make their
infographics easy to understand is to include the data and information
needed to communicate and support the key message, but eliminate

everything else.

Ideally, an infographic needs one clear message, and all the data visu-
alizations and illustrations support that central message. Just because
there is more data available doesn’t mean you need to include it in the

Focus on the Key Message



design. Many companies mistakenly believe that if they put several
different data points into one infographic, it increases their credibility
because it demonstrates how much data they have.

You wouldn’t believe how many infographic designs struggle with this
concept. If a design contains too much information, or doesn’t have

a clear story, it becomes confusing to the reader. When this happens,
the readers usually give up and don’t spend the time to figure out the
message. By including too much information, you can actually commu-

nicate nothing to the readers.

The 5-second Rule

Why is the key message so important? It’s a reader attention span
problem similar to consumer product packaging on a crowded store
shelf, articles in a newspaper, or a pile of job candidate resumes. Most
readers are going to read an infographic for only a few seconds. Theyre
skimming, and this is how the majority of readers will interact with
your infographic. An infographic designer needs to approach the design

process with this fact in mind.

A rule of thumb is that the design needs to clearly communicate the key
message to the readers in less than five seconds. This is the 5-second
rule, and comes from my own web analytics of millions of page views
on the Coollnfographics.com site over the last five years. Most of the
page view duration times are 5-10 seconds, and a good infographic
design needs to successfully communicate its key message to the read-
ers within that time. That way the infographic can communicate its
main point to all the readers, even when they are skimming and they
don’t take the time to read the entire infographic.

Where’s Google making its money? (as shown in Figure 6-6) is a great
example of a design that succeeds within the 5-second window.
Designed by NowSourcing for WordStream, this infographic was popu-

lar and heavily shared in social networks. Within 5 seconds, the reader
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understands that Google makes most of its money from advertising,
and what a few of the top keyword categories are. Even if that’s all read-
ers understand before they move on to the next infographic, the design
was successful in communicating its key message.

Listing all 20 top keyword categories in the pie chart design is inter-
esting data and helps build WordStream’s credibility for analyzing
keywords. However, understanding the fine details that conference

calls are the #11 keyword category is not necessary for the audience

to understand the key message that Google makes its money from
advertising. There’s plenty of other data and information available about
Google, but in this infographic it’s all ignored, so the design can focus

on passing its key message to readers quickly.

Readers appreciate infographics that get to the point quickly.

Tell One Story Really Well

Another way to approach this idea is to focus all the information in
the infographic to tell one story really well. Don’t try to tell a bunch of
small stories. One of the secrets to any type of clear communication

is to keep the information focused and eliminate any data that isn’t
directly related. Infographic designs that visualize data just because it’s
available become cluttered, and the readers don’t know what data to
focus on.

Figure 6-7 is one of my designs called The Caffeine Poster. The info-
graphic focuses on visualizing the caffeine content of a bunch of differ-
ent popular drinks so that readers can understand how much caffeine
they would ingest if they choose a particular beverage. The design com-
pletely focuses on caffeine content, even though there is much more
data available. Extra information about the parent companies of the
brands, different sizes of the drinks, annual sales figures, geographic
locations, and data about other ingredients were all eliminated to keep
the design completely focused on caffeine content.
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In an infographic design, the more data you visualize, the better. You
can use data visualizations, charts, graphs, icons, illustrations, and
diagrams as design tools to help to make complex information easier to

understand for the readers.
Visualizing the data helps with:
Grabbing the attention of readers

Reducing the amount of time it takes readers to understand the
data

Providing context to the data by showing a comparison

Making the key message more memorable with the Picture

Superiority Effect

Making the information more accessible to readers who speak

other languages

The whole point of designing an infographic is to make complex infor-
mation easier to understand and interesting to the audience. To accom-
plish that, the infographic designer needs to visualize the data.

In contrast, infographic designs with a lot of text and numbers might
appear at first glance to be complicated and intimidating to readers. If
the infographic seems like it would take a long time to read through,
most readers won't even try. They will move on to something else and
leave the infographic behind without reading it.

Big Fonts Are NOT Data Visualizations

Using big fonts in an infographic to make the numbers stand out is
not data visualization. This is a big pet peeve of mine, and it’s done
by designers in thousands of infographic designs and PowerPoint
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Visualized data is
perceived as more
important.

Visuals Are Perceived as More Important

Another aspect of visualizing data is that the audience perceives any
data shown as text alone as less important or irrelevant. In many info-
graphic designs, there is a mix of visualized data and data shown as text
alone. Figure 6-9 demonstrates the previous text-only data point shown
next to a second data point that was visualized. With an icon, color, and
a doughnut chart to visualize the percentage as a portion of the com-
plete 100 percent, that statistic becomes easier to understand.

14)48%  64%
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The visualized data in an infographic pulls the reader’s attention away
from any other information shown only as text. This makes the text-
only data points appear to be inferior or secondary information to the
visualized data. When reading infographics, the text-only data is often
skipped and ignored by the reader because it wasn't important enough
to visualize.

It also goes back to the attention span issue as readers skim through
infographics. They often focus only on the visuals and ignore the text
because it’s faster. Remember the 5-second rule. Most audiences skim
the infographic and don’t want to take the time to read all the text.
They try to understand the message from the visuals alone and only a
small portion of the audience will read the additional text.

If your data is important enough to be included in the infographic
design, it’s probably important enough to visualize.

Designing Infographics



Nobody wants to read a text article that has been converted into a JPG
image file and called an infographic. (Yes, I've seen this done). Readers
look at your infographic with the expectation that with the use of visual
design, the information will be simpler to understand and faster to read
than a traditional text article or blog post.

Of course, chances are that you won't remove all the text from the design,
but you should minimize it as much as possible. This is one of the biggest
challenges when working with clients because they have so much infor-
mation that they would like to communicate to readers. The temptation
is that knowing you can get the audience’s attention with a good info-
graphic topic, companies want to throw all their related information into
the design hoping that the readers will take the time to read everything.

The disconnect is that the infographic should focus on communicat-
ing the key message and not try to be the ultimate guide to everything
about your company or products. In general, people want to learn about
the interesting topic and don’t want to learn everything about the com-
pany that published the infographic.

Assuming you have an interesting topic to begin with, the reality is that
the less text you include in your design, the more people you can reach.
At first glance, the audience judges if an infographic is worthy of the
time it needs to invest to read it. If it appears to be a lot of text, it is gen-
erally regarded as too complex and “not worthy.” Too much text implies
that the design doesn’t do a good job making the topic simple and easy
to understand.

Figure 6-10 is a fun infographic design exercise in eliminating as much
text as possible. Designer Marc Morera minimized each of the Star
Wars movies down to visual diagrams of the character interactions
throughout each movie. The fun for readers is to follow the different
color-coded paths in the infographic and try to remember each related
scene of the movie.

Minimize Text






Some text is required to introduce the overall design and identify the
characters, but there is little text throughout the design. In this case, less
text actually encourages readers to engage with the design and interact

longer as they take the time to follow the separate character paths.

Chart legends are evil. I find myself repeating this often to clients and
designers.

Charts and graphs are a crucial data visualization element used in
most infographics, and designers don’t need to create all of them from
scratch. They should use charting software such as Apple Keynote or
Microsoft PowerPoint to create the charts and graphs included in the
infographics designs whenever possible, but they also need to make

them as easy to understand as possible.

In general, chart legends make readers work twice as hard to under-
stand a particular chart because they have to look back and forth
between the chart and the color key multiple times to understand the
different sets of data represented in the chart. That’s a lot of eye move-
ment. As a part of cleaning up the chart designs, the designer should
try to minimize the eye movements of the readers to make the charts
easier to understand.

That means the responsibility is on the designer to improve the charts
that the software applications create by default. This includes colors and
spacing, but the primary change should be to eliminate the chart leg-
ends whenever possible. The readers still need some type of guide to the
color-coding system in the chart, but if that guide is built right into the

chart itself, there will no longer be a need for a separate chart legend.

Figure 6-11 shows the default bar chart created by PowerPoint. The
data shown is the U.S. Census Population data from the 2012 Statisti-
cal Abstract® broken into common age groupings. By default, most
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LCHE O FIGURE 6-12:

PowerPoint chart
with icons embed-

legend

These types of design changes require some extra effort on the part of
the chart designer. Adding separate text blocks or data labels is fairly
easy within PowerPoint, but the icons are a little more difficult. Icons
like these are not available natively from within PowerPoint, so design-
ers must create or purchase their own. Then they can be placed manu-
ally to appear on top of the chart object in PowerPoint or whatever
design program is used to put the infographic together. You can use
stock vector art in infographics designs, and these particular icons were
part of a set purchased from iStockPhoto®.

Be Data Transparent

To be data transparent, the infographic needs to address the sources of
the data included in the design in an open and honest manner. A large
portion of the audience is initially going to be skeptical, so the design

Be Data Transparent

ded into the chart to
eliminate the chart
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needs to get past the data integrity issue quickly. After you get the audi-
ence past the data believability issue, it can focus and engage mentally
with the overall message the infographic is communicating.

Readers are initially looking to answer a handful of questions:
Where does the data come from?
How old is the data?
Why should I believe the data?
Is the infographic credible?

Credibility plays a huge part in the success of an infographic, both
online and internal to companies. Readers won't share the infographic
in social networks if they think the information is questionable.

Ignore data transparency at your own risk, and understand that designs
that disregard data transparency are seen as not believable. Following
are a few common mistakes made by infographic designers.

No Data Sources List

Surprisingly, a large number of infographics don’t include any mention
of where the data originated from. With no data sources to judge the
credibility of an infographic, the readers quickly move from skeptics to
unbelievers. As far as the audience can tell, the designer may have made

up the numbers.

A frequent consequence of not listing any data sources in an info-
graphic design is that all the comments, posts, and conversations
about the infographic tend to focus on the unknown source of data.
Accusations of false numbers, deception, and misleading informa-
tion are quite common when this happens. This completely distracts
the audience from the actual content of the infographic, and the
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infographic fails to inform readers or inspire conversation about its

key message.

Obviously, this is not the outcome wanted by a company that has spent
a lot of time and resources to create and publish the infographic.

Vague Data Sources

Almost as bad as not listing any data sources is listing vague sources
of data that make it almost impossible for readers to find the cited
numbers. Vague data sources are usually just the name of the host site
that published the data, with no additional information about a specific

report or article.

For example, an infographic about baby names in the United States
might list a vague data source as only Data.gov. If readers want to see
the original data, they would have to perform their own search within
the referenced website in an attempt to find any data related to baby
names. In addition, many sites do not have effective search functions.
If the readers find any related information, they couldn’t tell which spe-

cific data was used to support the infographic.

Sometimes, this method of listing vague data sources is used intention-
ally to leverage the existing credibility of the data source organizations

without actually revealing the original data specifically.

An infographic design about household pets might cite The Humane
Society as the source of the data used. Readers would have no recourse
to find the original data. Was the data gathered from a printed flyer, a
news article, a magazine, mentioned at a live event, or is it available on
the website? The skeptical audience has no way of validating that the
data actually came from The Humane Society, but many readers might
believe the infographic simply because they believe The Humane Soci-

ety is a credible organization.
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Questionable Data Sources

The truth is that many, if not most, readers won't take the time or make
the effort to check your data sources. The fact that the infographic has
any sources listed at all is often good enough for many, many readers.
The vast majority of readers are not going to follow the links and validate
that the infographic designer interpreted the original data correctly.
Similar to news articles, the readers are relying on their belief that the
designer, author, or publishing company made sure the information

was credible. The company publishing an infographic may also have an
established credibility with the audience. If readers trust a specific com-

pany, they will probably trust an infographic published by that company.

However, there are some specific data sources that can automatically
trigger a reader’s skepticism. For many, Wikipedia and other blogs fall
into this category even though the quality of content on Wikipedia has
improved dramatically over the last few years. Honestly, there’s nothing
wrong with discovering data on Wikipedia, but your infographic will
be much more credible if you use the reference links to track down the
original source of the data to list as the citation in the infographic.

Any sites that aren’t intended to be taken seriously are also regarded as
questionable sources of data. Sites that focus on humorous content or

personal blogs are not generally perceived as credible data sources.

Best Practices

An infographic design that is upfront about its data sources is instantly
perceived to be more credible. There are a few best practices that are
common to good infographics.

Track down and cite the original source of the data, not the news
article that quoted the data.

List the data source references either inline with the data or in
the footer at the bottom of the infographic.
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List the URL to the specific report or data set, not just the host site.

Include the relevant date or year the data was published to estab-

lish relevancy.

In addition, one of the best practices is for an infographic author to
make the source data available to readers online for download as a
spreadsheet. This is often accomplished with Google Docs spread-
sheets™ that are accessible to the public. The infographic would include
the URL directly to the data spreadsheet, which lists the data and shows
any relevant sources or calculations made as part of the design. Readers
can access the data directly and even use the data on their own.

A handful of final things should be included at the end of every info-
graphic design. Remember, after you release the infographic onto the
wild Internet, it takes on a life of its own. It could be reposted by anyone
and resized to fit into other site layouts (usually a reduction in size to fit
onto a smaller web page).

Some designs are initially published in combination with other text
content on the original landing page or part of a longer blog post. All
that extra text is typically ignored when the infographic is reposted and
shared on other sites. The infographic image is usually shared by itself,
so all the relevant data needs to be included in the infographic image
file. This ensures that the important, relevant information is always
available to the audience.

Company Logo

Where does the infographic come from? This may seem like a no-
brainer, but some infographics published online don’t mention the
company that published the infographic. Whoops—so much for creat-
ing links or building brand equity.
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A brand or company logo at the bottom of the design works nicely as
an indication that, “This infographic was brought to you by the good
people at Company X.” The URL to the company web page is also help-

ful and helps drive some additional traffic from interested readers.

Copyright License

As covered in Chapter 2, “Online Infographics,” every infographic
design is automatically protected by a standard copyright license in the
United States. However, it’s better to explicitly state either a copyright or
a Creative Commons license on the infographic. That way your choices
covering how you want the infographic to be treated by others is in the
infographic when it gets shared on any other sites on the Internet.

This can be helpful if legal concerns arise. If people abuse your info-
graphic design, posting a modified version or claiming it as their own
design, you have a stronger legal position if the licensing restrictions

were explicitly expressed on the original design.

Don'’t forget that a copyright statement also clearly identifies the copy-
right holder (a person or a company). If people want to contact the
copyright holder to request additional permissions (such as including the
infographic design in a book!) they need the ability to easily determine
who owns the copyright.

Original Landing Page URL

As much as you would like them to, many people are not good about
including a clickable HTML link back to your original infographic
landing page when they repost the infographic on other sites.

You can always make contact and ask them to add the link to their post
under the terms of your copyright license, but that assumes you're going

to spend the time and effort to track down and verify every site that
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reposts the infographic. Even then, many sites will ignore your requests
to add the link.

It’s much easier to include the URL of the original infographic landing
page in the infographic image. That way it’s built in to the infographic
when it gets shared on other sites. If readers want to find the full-size

original version, they have the URL they can type into their browser.

Designer Credit

Whenever possible, you should credit the infographic designer that
designed the infographic. It might be you, a designer from within the
company, a freelance designer, or an outside design firm.

Readers appreciate infographic designs that come from an actual
person as opposed to just a faceless company. They are more likely to
comment, provide feedback, or share an infographic when they believe
they are supporting (or criticizing) a specific individual. This sharing
behavior is more frequent when they are sharing the visual story cre-
ated by an individual as opposed to sharing a potential advertisement
from a company. Infographics that list only the publishing company are
often perceived as promotional material for the company, which can
discourage people from sharing with their network of friends.

Separately, if the designer or design firm has built up their own brand
equity, citing the designer on the infographic can also convey some of
that expertise and credibility onto the infographic. An infographic may
be perceived as more credible and become popular online based on the
reputation of the designer. Followers of a particular designer are likely
to find the design and share it on their own.

Of course, the credit listing also helps designers build their own cred-
ibility and helps to build the infographics design industry as a whole.
Other companies that appreciate the design may follow the citation and
contact the designer directly to discuss creating future designs. The
reward for good work can be more work.

The Fine Print



Putting It Together

You can see all these elements put together in the footer of an info-
graphic design in Figure 6-13. This is a close-up of the bottom section
from Streamlining Your Digital Life with the iPad from NextWorth
(shown previously in Figure 3-7) and has all the relevant information
included in the infographic JPG image file. In this way, all the impor-
tant information travels with the infographic as it is shared on other

websites across the Internet.

[ [ 1] i B i [ = [

T R T HEOE PR
L -
. = . Landing Page
Company Logo :

URL
‘iNEKI:WﬂI‘th = ey /

Source
TR [ra— -
Links . Pl PR L T it
e T e I?fnﬁm
Creative Commons Designer
License Credit
FIGURE 6-13:

Information in the footer stays with the infographic when shared on other websites.

Coolinfographics.com/Figure-6-13
Source: Streamlining Your Digital Life with the iPad, NextWorth

Final Thoughts

It doesn’t matter if you are designing infographics yourself or working
with a designer. Using these tips as guidelines can make a huge differ-
ence with how effective the final design will communicate to the audi-
ence, build the company brand equity, and is shared in social media.
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Design Resources

The question I get asked more than any other is, “What
software do you use to design infographics?” Usually, the
answer is, “It depends,” because different projects need
different data visualization applications based on the data

the designer has to work with.

Along with the explosion of infographics online in the
last couple of years, the number of new data visualization
and infographic software applications and websites online
has also grown dramatically. There is a huge variety of
software, both free and paid, available to users—and the

challenge is making a choice from all the options.



Many people are surprised to learn that the vast majority of the data
visualizations created to be included in the infographics are designed
manually. People seem to think that we load the data into a magic com-

puter program, and POOF! it spits out an amazing infographic. Not true.

Desktop Software Tools

Most of the infographics that exist are put together with desktop appli-
cation software. You can use these applications to visualize the data,
edit the image of a logo, adjust a photo, or put the whole infographic
design together. Desktop applications are the main tool of designers,

but there are many more applications beyond those mentioned here.

Vector Graphics

All infographics designers need a core vector graphics software pro-
gram they can depend on. No matter where you create the data visu-
alizations or illustrations, the final product is usually put together in a

vector graphics program.

For designers, the main advantage of a vector graphics program is that
all the text, photos, illustrations, and data visualizations are treated

as separate objects that can be easily moved, resized, overlapped, and
rotated. This makes putting together the layout of the final infographic

design much easier.

Any shapes or objects created in a vector graphics program are in a vector
format (not a static bitmap or raster image), so they can be resized without
losing any resolution or clarity. Vector images are actually mathematical
equations that define how to display the shape on screen so the software

can recreate the identical shape at any size with crisp, smooth edges.

Most vector graphic programs can also import static images (such as
photographs) that are treated as moveable objects, but they have a fixed
resolution. It’s simple for a designer to move a static image and integrate
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Image Editing

Although some designers create entire infographic designs in an image
editor application, these are primarily used to clean up images that are
later imported into the vector graphics application. Image editors are

a fantastic tool for changing colors, cropping images, and removing

unwanted portions of images.

To make the background of a company logo transparent so that it
blends into your infographic design, an image editor is the perfect tool.
There are hundreds of image editing programs you can use, but these
are the main ones used as part of an infographic design.

Ps . Adobe Photoshop

Adobe Photoshop (Figure 7-8) is the dominant application for photo
and image editing software. This is another application included as
part of the Adobe Creative Suite. It has everything you need to clean up
images for infographic designs, and way, way more. Similar to Illustra-
tor, the high price point and overall complexity are major hurdles for

many designers. (www.adobe.com)

ﬂ Pixelmator

Pixelmator (Figure 7-9) is a much less expensive image-editing
application on the Mac platform and is a popular tool of choice. This
is a powerful, full-featured image editing application that is more
than capable of handling the images used for infographic designs.

(www.pixelmator.com)
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Acorn 6

Acorn (Figure 7-11) by Flying Meat is an award-winning, low-cost image
editing application, but this one is also Mac-only. Acorn is easy to use

with some great design tools and filters. (www.flyingmeat.com/acorn)

FIGURE 7-11: Acorn screenshot

Online Data Visualization Tools

There are hundreds of websites can help create the different data
visualizations that designers include in their infographic designs. It all
depends on what type of information you have to work with and what
story you want to tell. Do you need a map, a word cloud, a flowchart, a
timeline, or a simple bar chart?

The incredible diversity of data visualizations is amazing to behold, and
new visualization methods and styles are developed every day. Follow-
ing are just a handful of the tools that have been helpful to designers.
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Finding Data Online

One of the big challenges for infographics designers is finding the data
they need to visualize as part of their infographic story. If you aren’t
using your own company data or research results, you will probably
search online to find the data used to design your data visualizations.

Search engines (Google and Bing) can certainly help, but finding the
perfect data for your infographic is tough if you have to look through
millions of search results. Of course, the type of data you're looking for

can help narrow down your search efforts.

Following are a number of data repository sites that host thousands of
data sets. The intent of these sites is to make these data sets available to

the public, but make sure you understand their terms of service.

Data.gov

The official data website of the U.S. Government, Data.gov is a project
about transparency and the Open Government Initiative of the White
House. As of this writing, the site currently boasts a total of 392,435
combined raw data sets, tools, and geo-data sets (www.data.gov).

DataMarket

DataMarket is a data repository site that enables users to view data
visualizations of sets from around the world. Free access enables users to
view and share the data, and Pro accounts ($59/month) enable access to
premium tools to publish data and access to additional data sets, such as

market research and financial market data. (www.datamarket.com)
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Quantcast

Quantcast measures, estimates, and forecasts site traffic for most

sites on the web. For any designs that compare websites or site traffic,
Quantcast is a great resource. Keep in mind that these are usually esti-
mates and not actual data, but for comparison purposes, its numbers

are usually in the ballpark. (www.quantcast.com)

Wikipedia

Of course many, many people use Wikipedia as a data source for info-
graphics. There are lots of great HTML tables and individual statistics
listed in the various entries. Always try to find the original source cited

by Wikipedia (if available) so you get the raw data whenever possible.

(www.wikipedia.org)

Wolfram Alpha

Wolfram Alpha probably has some statistics or data related to your
topic and is always worth checking. It might be stats about the airplanes
in the air over your location, information about caffeine, or demograph-

ics about a particular country. (www.wolframalpha.com)

Online Infographics Design Sites

A handful of new websites dedicated to designing infographics have
launched recently. These sites enable you to input (or upload) your own
data to create the charts and enable the user to choose from a collection
of predesigned infographic templates for layout and style. These sites
are mainly intended for the nondesigner audience that wants to create
its own infographics without learning the software applications previ-
ously mentioned.
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Reading List

In addition to online resources, here are some of the other great books
written about data visualization and infographics from my own reading
shelf. Mostly focused on improving the data visualizations used in info-

graphics, I highly recommend these books to anyone looking to learn

more about using data to tell stories visually.

Visualize This: The FlowingData Guide to Design,
Visualizations, and Statistics, Nathan Yau, (Wiley,
2011)

The Power of Infographics, Mark Smiciklas, (Que, 2012)

The Functional Art, Alberto Cairo, (New Riders, 2013)

Beautiful Visualization, Edited by Julie Steele and
Noah Iliinsky, (O’Reilly, 2010)

Reading List
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