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This must-attend event will honor the Platinum PR Award winners and honorable mentions who 
represent the corporations, agencies and nonprofi ts who took chances, made tremendous strides 
and understand the power of public relations.
Join us to salute the year’s most outstanding communications initiatives and programs in the 
highly competitive and dynamic PR arena. We will also recognize the Agency Elite honorees.
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VISUAL STORYTELLING

8 Tips to Help You Get Reporters and 
Bloggers to Embed Your Infographics
Ask any journalist to give his/her thoughts on infographics 
and you should expect, at the very least, an eye roll. Though 
news outlets have used infographics since before the birth 
of the Internet and USA Today was an early pioneer in the me-
dium [see http://www.slideshare.net/kehamilt/a-brief-his-
tory-of-information-graphicsinfographics], most people were 
unaware that such a thing existed until circa 2011, when 
marketers and public relations professionals realized that in-
fographics were an effective way to get their brands and web-
sites cited on highly trafficked news sites. The news industry, 
as you’ll remember, was hemorrhaging jobs in the wake of 
the recession, and suddenly here was some free content that 
generated good traffic and required little from the journalist 
other than a headline and intro paragraph.

Despite what you may have heard, there can be too much 
of a good thing. More and more companies jumped on the 
infographic bandwagon, and many of these new entrants 
didn’t know the first thing about visual storytelling, nor were 
they particularly fastidious with the facts. Suddenly you had 
journalists complaining about a glut of bad infographic pitch-
es clogging their inboxes. Writing in The Atlantic (Dec. 23, 
2011), Megan McArdle called for “ending the infographic 
plague” and claimed infographics were “being used to get 
unwitting bloggers to drive up their Google search rankings.” 
Martin Bryant in The Next Web (Dec. 27, 2011) wrote about 
the experience of getting burned when, after posting an info-
graphic, he learned that many of its sources had been misat-
tributed and its claims were misleading.

Though I tend to agree that there’s much more chaff than 
wheat these days in terms of infographic quality, I still think 
the infographic is a powerful vehicle for thought leadership 
and content marketing. When done well, data visualization 
can convey a powerful story that’s easily digested within mo-
ments, and it spreads across social platforms much more 
easily than text-based journalism. Despite complaints from 
reporters, data journalism is one of the fastest-growing sub-
fields within the industry (see “Booming Market for Data-Driv-
en Journalism,” by Roger Yu, USA Today, March 17, 2014).

The challenge is to break through a reporter’s noisy inbox 

and communicate to him/her 
that your infographic is accurate 
and provides value to his/her 
beat. Every journalist relies on 
sources for reporting, and infographics, when done well, can 
be considered another source. So the question: How can you 
get reporters to embed your infographic?

Tell an interesting story1. 
Boil journalism down to its basic components and essen-

tially it is storytelling. Many of the worst infographics merely 
blast off a list of statistics without attempting to form a co-
herent narrative. To interest a journalist in posting your info-
graphic, you need to produce something that, when viewed, 
will radically change one’s understanding of a subject. That’s 
what the best journalism does.

Ensure accuracy2. 
Journalists regard infographics that land in their inboxes 

with an increasing level of skepticism, and so it’s imperative 
that your use of data be unassailable. Did the statistics you 
cite come from an unscientific Internet poll? Did you make 
apples-to-oranges comparison with two completely different 
sources of data? Discerning readers will notice these things 
and pounce, so save yourself the trouble of having to retract 
your infographic by applying rigorous fact-checking. Also, any 
journalist worth his/her salt will demand sources for each 
claim made, so make sure to follow sourcing best practices 
when crafting the graphic.

Don’t skimp on design3. 
In addition to looking for quality data, journalists want 

infographics that are professionally designed. Attractive de-
sign reinforces the authority of the data. As an example, look 
at the difference between a boring Excel chart and more dra-
matic visualization (see next page). The image conveys the 
information more clearly, and makes an impression. 
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