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Infographic for Consumer in the Age of Content Marketing
Abstract

Infographic is used as a tool to communicate between brand and consumers, its goal
is to response to the demand for information according to a notion of content
marketing. Infographic’s key characteristic is a media which mixed between aesthetic
images and arranged content for clear understandings, useful and consumers can
provide infographic through social media easily. The primary duties of infographic are
to present content which develop Intimacy, Managing Emotional Engagement and
Encouraging Value Co-creation with consumers. Content in infographic should be
accordance with consumer demand in using social media with a company, namely,
discount information, purchase information, information for decision, general
information, exclusive information, new product information, service information and

event information.

Keyword: Infographic, Content marketing, Social media
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