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At CopyPress, we have a defined process on how to
create amazing infographics for our clients. With a little
effort, you can follow our breadcrumbs and create
amazing infographics of your own! To start, we
segment the process into three groups: the business
team, the graphic design team, and of course the
audience who consumes the infographic. None of these
people approach infographics in the same way, which can
lead to miscommunication and potentially a bad customer
experience. That is why we have developed a specific
process to make the delivery of an infographic a smooth
experience on the development side and the
customer side.
As you read this document, we will demystify these three
roles to help you and your team create something your
audience will love. By following these steps, all teams
should be able to work together to turn your infographics
from tolerable to top-sharers.

Part One The Business Side
Marketers, you don’t have to know anything about graphic
design to make your content team love you. By forming a
cohesive idea that’s unique but attainable, and planning
out the process in advance, you’re accomplishing more
than most clients and marketing managers usually do.
If you follow these steps to paint a clear picture of your
expectations, then the entire process should flow more
smoothly and be easier for everyone.
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Ideation
Brainstorming for an infographic is considerably harder
than coming up with a blog concept. Not only do you have
to think of a compelling idea, but you must also decide
how to present and support it in a visually appealing way.
CopyPress Pro Tip
When brainstorming for infographics, it helps to
get visual early on. Find a whiteboard or giant
Post-it notes, order a pizza, and get comfortable.

You may get overwhelmed if you try to conceptualize
the whole piece in one session, so start small. Pick one
or two topics to focus on, and brainstorm 8 to 10 ideas
that could match with them. Keep these ideas limited to a
headline or a sentence.
Next, build out the supporting sections of each idea. If
you’re struggling to think of subheads below the main
thought, it might be time to eliminate that headline or
save it for later.
For each subhead, think of two or three ways it could
be represented visually. This is where you bring in your
design team to get creative. Like the subheads, if you can’t
think of creative visuals, save those ideas for later.
At the end of the ideation session, you should have about
half of your original ideas with content subheads and
multiple ways to visualize them. Save the rest of the ideas
for next time — you might have inspiration to flesh out a
half-thought later.
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Research and Planning

Basic Conceptualization

There are strategic reasons for completely fleshing out
between two and four ideas when you’re beginning to
create an infographic, even if you strongly favor one idea
over the rest.

Once you know there’s enough data to back up your topic,
and you’re sure it hasn’t already been presented the way
you visualize it, it’s time to work with your design team
to conceptualize the infographic. Note: your designers
shouldn’t be expected to create a wireframe at this
time; you’re just looking for a general sketch of what the
infographic will look like.

The data may not exist yet.
The infographic might have been done before.
This is where the data-mining and planning come in.
Hand the ideation to your research and writing teams and
ask them to flesh out the concepts with data (including
reliable sources, like the lucky 13 here) and break
out the subheads into easily consumable
explanations. If your team tells you there’s no
way to find any data on a given topic, you’ll
either have to adjust the subhead or go with
a different one.

Identify the statistics that carry the most weight and make
sure your designers know to highlight them. Do you have
a strong hook that will bring the audience in? Share it.
Do you want a heavy note at the end before the call to
action? Now’s the time to go over the tone
and feel of the design. Pair the data with
visuals that would be the most effective
for your reader’s “journey” and what your
designers think would mesh well.

Your research team should also look
for similar infographics that already
exist. You may have to refine an idea
if your team finds the exact data
that you’re looking for on five other
infographics across the web. If it’s
been done before, then it’s a waste
of your time to recreate.

At the end of the process, both the
design team and the business side
Writing for an
should be on the same page for
infographic requires a
what is being created. This outline
is an unofficial contract between
delicate balance between
the two groups. The design team
telling a story and
can’t stray from the outline without
providing hard-hitting
business approval, and the business
points to drive your
team can’t expect the designers
Writing
message.
to add something that wasn’t
Learning to create copy for an infographic
previously discussed.
is often a trial and error process when you first
start out. While the data should speak for itself, your
Marketing Ideation
audience doesn’t just want to read a list of data points. If
If you wait until you have a finished product in your hands
they did, you could save your designers the headache and
to think about marketing your infographic, you’re 10 steps
just curate a listicle.
behind. Make sure your design team knows where on
your website (or on an influencer’s) this piece is going
Writing for an infographic requires a delicate balance
to live and how it’s going to be promoted. On top of
between telling a story and providing hard-hitting
designing for the specific “infographic home,” your team
points to drive your message. Our designers often tell
should be able to create something eye-catching for the
us that a little goes a long way – by adding a line or
audience and for social shares.
two of context or backstory to each data point, you’re
painting a complete picture and helping the reader draw
conclusions. As you start to conceptualize, your designers
might use this backstory to create visualizations or think
of better ways to keep the story going.
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This is also the stage to ask for supplemental materials to
help with promotion.
• Ask to dice up parts of the final product for standalone sharing on social media.
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• Look for specific call-outs that you can include in your
blog without sharing the entire piece.
• Identify size requirements for your newsletter instead
of cropping the original to fit in the header.

with character building and a plot? Or is the story more
of an argument meant to sway the reader? The type
of story defines what types of graphics and colors
you can use.
Location | Where will this infographic live? Is it
on the client’s website or another blog? Will this
infographic stick out in a bad way or match the
branding of its host?

• Request display ads to promote your graphic across
the web.
If you ask for these things now, your design team can
deliver the materials as a total package instead of doing
follow-up work when they thought their work on the
original infographic was done. This will also make you
completely prepared to start marketing the second it
hits your hands.

Fonts
Font selection and comparison is one of our favorite
topics, mostly because it can make or break your design.

A
A

Part 2 The Graphic
Design Side
Once the business side and creative team have reached
an agreement about what’s expected, it’s time for the
designers to flex their muscles. Like the ideation process,
creation also involves a series of steps — and coming
together between the business and design sides.

There are plenty of resources at your fingertips
for free fonts; it’s all a matter of finding the
ones that work for you.

As you design, check your fonts for the following criteria:
Clutter | Do you have too many different choices?
Readability | Can someone easily read the words,
even if they’re scrunched together?
Emotion | What emotions do the fonts evoke when
people see them?

For most of our clients, CopyPress seeks out business
approval after every new step is completed. This way
there aren’t surprises at the end, and the client is sure
we’re on the right track.

Choosing Styles and Colors
Now, it’s time for the fun stuff: identify what kind of style
you’ll use to present the data, and create a color palate to
match. Make sure your inspiration board matches these
four criteria:
Industry | Brands base their logos and themes on
specific colors psychologically related to the industry.
What colors do you need to emphasize based on the
content?
Tone | How is the reader supposed to feel when they
finish reading the infographic? Yes, you might have to
use Inside-Out emotional levels for color choice.

Every designer has a few favorite fonts they use as often
as possible. If you find yourself in a font-rut, reach out to
your peers for ones they love. You might be missing out
on the perfect choice by always picking your top players.

From Conceptualization to the Wireframe
In the previous section, we discussed creating a basic
outline for the infographic to give the design team goals
for flow and storytelling. The wireframe is a more
concrete version of this, where designers create a
physical blueprint from the ideas.
CopyPress Pro Tip

...

Story | Is the infographic a story the reader follows,
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CopyPress Pro Tip
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As the designer, it’s your job to put yourself in the shoes
of the reader and create the blueprint with their behavior
in mind. Think about it like this: a five-star chef might
create pommes frittes with a side of tomato puree, but
then the customer wouldn’t be able to find the French
fries with ketchup.
Because you’re fighting against the ever-shrinking
attention spans of Internet users, try to identify any
sections that are outliers from the original topic, or
anything that’s too convoluted. Can it be moved around
or should it be removed? You want to tell a story with the
flow of the design, and never leave readers wondering
why they’re reading something or what the point of a
certain section was.

will learn to take the client’s talking points (and in many
cases personal desires) and highlight the most important
information visually.
The best way to explain
visual hierarchy is through
newspaper front pages. You
can either create something
like the New York Post, where
one point trumps all others:
Or you can mimic The New
York Times, where one point
is dominant, but the eye
scans to other stories on
the front page as well:

CopyPress Pro Tip
If you’re tackling a less-exciting topic
(tax software, for example), consider
introducing a theme. It can add a bit of fun
to the story and will open up more possibilities for the designer.

Orientation
This section is going to be brief:
99% of the time you will choose
portrait orientation.
The reasoning behind this is simple:
99% of the websites and apps we use
already have a vertical orientation.
Most people would be hard-pressed to figure out how to
scroll horizontally, especially on their smartphones.
CopyPress Pro Tip
Portrait infographics are also easier to share on
highly visual sites like Pinterest and Tumblr. If you’re
planning a large social push, stick to what works.

Creating a Visual Hierarchy
Anyone who says graphic designers aren’t storytellers has
never made an infographic. Designers that truly shine
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As you design your infographic, you want to emphasize
the key points, but also keep the reader scanning to see
what’s coming next. This is often a skill that comes with
practice. Some designers will clutter their graphics with
too many data points and lose the reader in a sea of facts,
while more seasoned creatives will understand the value
of white space in infographics and create breathing room
from one point to another.
You might want to call in a few non-design co-workers
to ask what they see first and how they read it. Ask them
where they get stuck, and even quiz them on certain
sections. You might notice they forget certain points the
client wanted to emphasize, which tells you what needs
to move up in the hierarchy.
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Putting It All Together
The design process is complex, and you might have to
return to the drawing board multiple times based on
client wishes or struggles with the layout. Along with the
ideation process, it helps to create multiple options along
the way; then you’re able to adjust to different changes
without falling in love with a particular style.

business
Utilizing more serious fonts, muted colors, and
sometimes photography:

For example, an infographic about national parks could
have three different styles:
Fun
Featuring many illustrations or icons, bright colors,
and exciting fonts:
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Informational
Including more data graphics with an emphasis on the
information rather than on illustrations:

Each of these styles will have palettes, fonts, and image
inspiration boards. This way, if the client hates one
particular font choice or color scheme, then you will
already have a back-up.
While these additional options might seem like
opportunities for clients to change their minds middesign, it’s important to hold the business side to their
approved concepts. Once they approve the style or tone,
stick with it and move on to font choice and placement.

Part 3 The Audience Side
Once the infographic is created and approved, it’s time
to send it out into the world. As you start marketing
your creation (with the materials we discussed earlier)
remember to track leads and revenue generated from the
content, newly engaged audiences that you’re exposed to,
and overall design ROI. This section will cover ways to turn
visitors into leads, proving the infographic’s success.

Set Realistic (But Challenging) ROI Goals
Typically, your return goals for an infographic will come in
three different measurements:
Total views and engagements
with the product
How many people saw it? How many
shares did you generate? How many peer
blogs shared it or covered it?
Leads generated or contact
information collected
How many emails did you collect on the
infographic? How many people filled out
your contact form?

$

Revenue generated and ROI
How many sales actually came from this
project? What is the total revenue and
cost of sale?

With these three targets in mind, you should be able to
track the effectiveness of the campaign as a marketing
strategy and revenue generator. If a software company
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was looking to recruit B2B clients, this is what their goals
might look like:
“In order for this infographic to be a success, we plan to
generate 20,000 views and 100 shares, with links to 5 of
our top industry blogs. Of the 20,000 views, we anticipate
a 3% conversion rate and should generate 600 new email
acquisitions. With these leads, we should land 30 sales of
our software tool, earning $60,000 for the company.”

THE MOST AWESOME
INFOGRAPHIC EVER!!

The easy part is setting the goals; the hard part is actually
turning views into leads.

Optimize Your Infographics for
Conversions

THANKS!
Tell us what you think.

There are three places to generate leads around your
infographic. You many need to A/B test which ones
work best for you, or use all of them if they don’t look
too cluttered.

CONTACT FORM

1

Lead with an Intro Paragraph
At the top of your landing page or blog post,
include an intro paragraph explaining why you
created the infographic and what its purpose is.
End with a link to learn more by contacting
the company.

2

Add a Contact Form at the Bottom
of Your Graphic
This is the most common form of lead generation.
If your audience has stuck around until the end,
then they’re likely engaged enough to submit
their emails to see more of what you make.

3

Utilize Your Usual Pop-Ups or
Contact Catchers
Many companies keep contact forms on the side
or bottom of the page as one scrolls. Consider
creating a specific one for this infographic,
thanking new people for visiting and inviting
them to tell you what they think.
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For an infographic to be a success, a large number of
people from different teams must work together. The
business team needs to communicate their expectations
and ideas clearly, the graphic designers must follow the
guidelines and stay flexible, and the audience has to
like it enough to contact you. If any of these elements
are lacking, you won’t see the results you and your
clients expect.
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