LA LLAMADA DE LONDRES

Tras una década de pesimismo y de declive, la prensa
de calidad de Fleet Street vuelve a estar en la onda inFogréFica

LONDON CALLING

Fo”owing a decade of clespair and o|ec|ine,

Fleet Street's qua|i’cy press are back on the im[ographic beat
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—The Guardian La crisis del indice
FTSE, septiembre de 2008.

—The Guardian FTSE Index crisis,
September 08.

—The Independent on Sunday
sneb, agosto de 2007.

—The Independent on Sunday
Snib, August, 07.
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“Ningtin otro diario lo tocd. Leer la secuencia de aconteci-
mientos vepulsivosy perturbadores que llevaron a lamuerte
del bebé P. ya era algo suficientemente duro. Mostrar los he-
chos en un grdfico es una tarea mucho mds ingrata de lo que
uno puede entender, dada la carga emocional de semejante
historiaen lasnoticias. Pero el Times afrontd habilmente es-
tas cuestiones, basando sus comentarios en una muileca-be-
bé genéricay despojando al grdfico de cualquier parecido vi-
sual con el aspecto que podia tener el bebé P. Esto permitic al
lector pasar de las emociones de alto voltaje de la palabra es-
critaaun estado mental de aprendizajey comprension. Aun-
quedurantelos tiltimos aiios se han producido algunos avan-
ces sobresalientes en el reporterismo grdfico dentrodela pren-
sade calidad del Reino Unido, desde sutiltimo rediseiio el de-
partamentogrdfico del Times ha producido extraordinarios
trabajos de auténtica calidad, e informa sobre la actualidad
demanera fidedigna y visual.”

Escribi esto en mi columna mensual parala Press Gazet-
te,endiciembre de 2008. Esunaseccién enla que mues-
troydescribo como la prensa de calidad del Reino Uni-
do, por suerte o por desgracia toda ellaafincada en Lon-
dres,aborda el principal tema informativo de cada mes.

Hastalafechahetratado el relanzamiento del Sunday
Timespor parte de Alfredo Trivifio, lacoberturadel con-
flicto entre Rusiay Georgia, la crisis financiera, las elec-
ciones estadounidenses y, por tltimo, un pequefio ho-
menaje a lo que The Times, el gran lider de una institu-
cién mediatica, ha ofrecido a sus lectores durante el tl-
timo afio mas o menos.

¢Y saben qué? The Times ha publicado magnificos
ejemplosde nuevoreporterismo, connoticias deultima
horayconreportajes deinformacién general. Su cober-
turagréficaesenérgica, cuandonocientifica. Suilustra-
cién esinformativa, cuando no inspiradora. Y funciona.
Gusta alos lectores, por lo que gusta a los editores. La
graninfograffa es contagiosa.

Lo verdaderamente llamativo es que prdcticamente
todos los periddicos de calidad del Reino Unido han se-
guido esta pardbola invisible e invertida. Cada grafico
poseeunadisciplinaenlaque cadalineatieneunarazon
de sery cada signo, por pequefio que sea, un significado.

Para comprender mi elogioso y vehemente entusias-
mo, debo sefialar quelaactual combinacién de brioyde
estimulos no se recordaba desde hace muchos afios en
la industria infografica del Reino Unido. De acuerdo,
nuestros graficos online han ganado varios premios, un
puflado de directores graficos han dictado sentencia en
Pamplonay, por supuesto, nuestras presentaciones im-
presas han amasado medallas de la SND tanto en los
EEUU como en la peninsula ibérica. Aparte de la BBC,
solo dos periddicos puedenreivindicar estos honores,y
ambos pertenecen al mismo grupo medidtico: The Guar-
diany The Observer. No es que la calidad yla aclamacion
se propagaran por Fleet Street. Ademads, ¢desde cudndo
una golondrina hace verano?

MEDIDAS DRASTICAS
Retrocedamos a los primeros afios 9o, cuando las cosas
noerantanidilicas. Laedad de oro delainfografiadel Ti-

“No other daily touched it. Reading the gut wrenching and
haunting timeline of events which led to the death of Baby P
was hard enough. To show the facts in a graphic is a much
harder taskthan one canpossiblyunderstand given the emo-
tions of such a story in the news. But the Times cleverly con-
fronted these issues, where by basing their annotations on a
genericbaby doll, the graphic removed any visual link towhat
Baby Pmayhavelookedlike. This enabledthe readerto switch
from highly charged emotions of thewrittenword, tothe cere-
bral state of learning and understanding. Although there
have been some fantastic advances in graphic reporting
acrossthequality pressinthe UK over the pastfewyears, since
therecent redesign, the graphic department of The Times has
been producing some super work of real quality and is truly
andvisually reporting the news.”

Iwrote thisin mymonthly column for Press Gazette, De-
cember 2008. ItisacolumninwhichIshowand describe
howthe UK’s quality press, unfortunately orindeed for-
tunately all based in London, have presented the main
news topic of the month. SofarIhave covered Alfredo
Trivifio’sre-launch of the Sunday Times, coverage of the
Russian conflict with Georgia, the banking crisis, the US
elections, and lastly a light homage to what The Times,
the great bell-weather of a media institution, has been
offeringitsreaders over the past year or so.

And do you know what, by and large; The Times has
been producing great examples with breaking news and
general newsreporting. Their graphicreportingisener-
getic, if not scientific. Their illustration is information-
al,ifnotinspiring. Butitworks. Readerslikeit,and there-
fore Editors like it. Great infographics are infectious.

What is interesting is that nearly every UK quality
newspaper has followed thisinvisible and inverted bell-
curve of quality. Everycharthasadiscipline, where every
line has areason, and every mark, however little, has a
meaning. To understand my praise and gushing eupho-
ria,one must note that this current energy and stimulus
outputhasnotbeenseeninthe UKinfographicindustry
for many years. OK, our online graphics have won nu-
merous awards,and asmallhandful of chief graphic staff
hasjudgedin Pamplona,and sure, our offlinerenderings
have collected SND medalsin both the US and the Iber-
ian Peninsula. Apartfromthe BBC, only twonewspapers
can claim these accolades, and both of these were from
the same media group — The Guardian and The Observer.
It’s not as if the quality and the acclaim were spread
around Fleet Street. Anyway, since when did afew swal-
lows make a summer?

CLAMPDOWN
Letus rewind to the late nineties, where all did not look
sorosy. Thegoldenage of infographics of The Times, Sun-
day Timesand the Daily and Sunday Telegraph was behind
us. Peter Sullivan, our great teacher and industry advi-
sor, ifyoulike, was nolonger with us. Graphicartistsand
editorsalike, drunk onthe gloryand successes of visually
reporting the Olympics, Gulf War and news events
thereafter, were suffering from a long term hangover.
Therealities of an industry, stillwrithing and wallowing

—The Times Las heridas del bebé P,noviembre 2008. —The Times Baby P the Injuries, November 08.

mes, del Sunday Timesy del Daily y Sunday Telegraph ha-
bia quedado atrds. Peter Sullivan, nuestro gran maes-
troy, silo prefieren, consejero del sector, ya no estaba
entre nosotros. Tanto los artistas graficos como los edi-
tores, ebrios de gloriay de éxitos por sucoberturavisual
delos Juegos Olimpicos, de la Guerra del Golfo y delos
acontecimientos posteriores, experimentaban los efec-
tos de una prolongada resaca. La industria, todavia re-
gocijandose en elhedonismo de antafio, se enfrentabaa
unarealidad cruda:loslectoresno seinteresabanporlos
graficos complicados e hiper técnicos; pero, lo que era
mas importante, los lectores yano compraban el perié-
dico porlamafiana.

El motivo, segin se nos dijo, era que “la poblacién no
tenia tiempo para analizar y comprender” las noticias.
Equiposdeinvestigadores predicaronlos ‘puntosdeac-
ceso multiples’ylas ‘presentaciones visuales sencillas’.
Reducir el texto y hacer sitio a las ‘micro historias’. Ha-
biaque afiadir ‘condimentos fotograficos’alareceta edi-

on the hedonistic years of old, were facing a sober reali-
ty-readers were notreading complicated and over-tech-
nical graphics, but more importantly -readers were not
picking up their morning paper. The reason, we were
told, was that ‘our population did not have the time to
analyse and to understand’ the news. Teams of re-
searchers preached ‘multiple entry points’ and simple
‘visual presentations’. To cut copy and make room for
‘micro stories’. Add ‘photographic spice’ to the editori-
al mix. I agree, but the panic reaction by editorial man-
agement was to create ‘real-estate warfare’. Infograph-
icscouldnolongerassume theacres of spacerequired to
produce good work. And if the graphic did not work ina
smaller space, it was no longer required. Soon editorial
budgets were slashed and mass-volumes of staff were
made redundant. In my humble opinion, so too was the
term ‘graphic artist’.

By the turn of the millennium, the future of newspa-
per infographics in the UK looked much for the worse.

“Cada grafico posee
una disciplina en la

que cada linea tiene
una razon de ser y cada
signo, por pequeiio que
sea, un significado”

“Every chart has a
discipline, where every
line has a reason, and
every mark, however
little, has a meaning”
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—The Observer Secretos de la ‘mélée’, marzo 2008.
—The Observer Secrets of the scrum, March o8.
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torial. Estoy de acuerdo, pero lareaccién de panico en-
tre los editores fue embarcarse en una ‘guerra de terri-
torios’. La infografia ya no podia disfrutar de la canti-
dad de espacio requerida para hacer un buen trabajo. Y
si el aspecto grafico no funciona a pequeia escala, en-
tonces ya no es necesario. Muy pronto, los presupues-
tos delas publicaciones se redujeron y un gran nimero
detrabajadores fueron considerados superfluos. En mi
humilde opinién, lo mismo sucedi6 con el término ‘ar-
tista gréfico’.

Con el cambio de siglo, el futuro de la infografia pe-
riodisticaen el Reino Unido se antojaba todavia més os-
curo. Nuestros artistas, carentes de adiestramiento pe-
riodistico, resultaban unidimensionales. ¢ Tal vez un
buen olfato parauna historia aceptable? Ninguna opor-
tunidad. Y mantener una conversacion editorial con el
editor? Ninguna confianza. Al no apoyarse sobre los
avances editoriales realizados a principios delos 9o,1os
departamentos graficos fueron incapaces de desarro-
llarse, tanto periodistica como visualmente. No podia-
mos seguir comparando nuestro trabajo con el delaes-
cenainternacional. The New York Times habiareclutado
un ejército de periodistas visuales capacitados para es-
cribir y para crear; y en Espafia, tanto los diarios regio-
nales como los nacionales tenian a sus ‘galdcticos’ y no
soloenlaversionde papel. Piensen en El Paisy en El Mun-
dodeMadrid, enlosapreciables esfuerzosrealizados por
ElCorreoypor La Vozde Galiciaal norteyalnoroeste, res-
pectivamente. Parafraseando las observaciones de Ja-
vier Errea durante la celebracién de los premios Malo-
fiej del afio pasado, “quién podria olvidar la ballena de
Jaime Serraimpresa por Clarin en1996”.

Porunapuertasalieronlasinformaciones basadasen
el periodismo riguroso por el que abogé Peter Sullivan,
y por otra entré una avalancha de material infografico
sobrecargado y pagado de si mismo, disefiado mds para
engrosar el catdlogo personal del artistaque parausode
nuestro desdichado lector. <O es que aquella infografia
era el final de unos artistas graficos que habian luchado
por publicar su propio trabajoy por ejercer un periodis-
mo consistente?

La forma estaba por todas partes, pero ¢dénde esta-
banlasfunciones? Mdsimportante atin, alos periédicos
nolesimportaba ofrecerlo que estaban ofreciendo, ide-
as mal disefiadas y defectuosamente concebidas, basa-
dasenlapremisa proclamadaen unaocasion por unan-
tiguo colega y que afirma que “los lectores siempre lee-
rdnlasilustracionesyel texto”.

Los medios impresos, o eso daba la impresién, pare-
cian una industria sumida en una espiral descendente,
conun futuro tan adverso como el que habian anuncia-
dolasbolas de cristal de quienes se habian convertidoa
losnuevos medios en Internet. Lainfografiayanoerala
salvadoradela prensa tradicional de gran formato, sino
parte de un problema sistémico al que estaban encade-
nadaslastécnicas cldsicas de difusiéon delainformacién.

Duncan Mil, director de Graphic News, sefiala: “Los
periédicos habian estado huyendo yproducian segtin el
minimo denominador comun. Yano erannecesarioslos

—The Independent on Sunday Choque en Heathrow, enero de 2008.

—The Independent on Sunday Elpoder de las mareas, marzo 2008.

Our artists, not trained in the world of journalism, ap-
peared one-dimensional. Perhapsa ‘nose’ foragood sto-
ry? No chance. What about holding an editorial conver-
sation with the editor? No confidence. By not building
on the editorial advances made in the early nineties,
graphic departments failed to develop; both journalis-
tically and visually. We could no longer compare our
work to what was happening on the international plat-
form. The New York Times had built an army of visual
journalists able to write and create, and in Spain, both
national and regional newspapers had developed their
‘Galacticos’ not only offline, but online. Think of El Pais
and El Mundo in Madrid, and the beautiful efforts ex-
ported from EI Correo and La Voz de Galicia in the north
and north-west respectively. And to paraphrase Javier
Errea’s remarks in the Malofiej annual last year, “who
couldforget Jaime Serra’s ‘whale’ printed by Clarin back

—The Independent on Sunday Heathrow crash, January 2008.

—The Independent on Sunday Tidal Power, March o8.

in1996”. Out went the rigorous, journalism-based re-
porting as advocated by Peter Sullivan, and in swept a
wave of over-rendered, look how clever I am’ info-
graphics designed for the artists’ portfolio rather than
our unfortunate reader. Or were these infographics a
conclusion of graphic artists that had struggled to edit
their own work and follow sound journalistic practice?

Formwas everywhere, butwhere were the functions?
More importantly,newspapers were fine withwhat they
were presenting — badly designed, ill-conceived ideas,
based on the premise that “readers will always read il-
lustrationand text” aformer colleague once proclaimed.

Print media, as it appeared, seemed like an industry
locked into adownward spiral, with a future as doomed
asthose whohad converted tothe new online mediahad
seenintheir crystalball. Infographics were nolonger the
saviour of the traditional broadsheet establishment, but

“Con el cambio de siglo,
el futuro de la infografia
periodistica en el Reino
Unido se antojaba
todavia mas oscuro”

“By the turn of the
miﬁennium, the future of
newspaper infographics
in the UK looked much
for the worse”
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—The Independent on Sunday Stper noticias en breve (sneb),julio de 2007.

—The Independent on Sunday Super news in brief (snib), July 2007.

espiritus creativos que, por tanto, eran prescindibles.
Las consecuencias fueron desastrosas”. Los periddicos
estaban perdiendo suidentidad, y el sector erael reflejo
de una sociedad crecientemente homogénea sobre la
que supuestamente debia informar.

LA REVOLUCION

Ellunes 12 de septiembre de 2005, The Guardian estre-
no6 su formato berlinés, disefiado por Mark Porter. El
rotativo se convirtié en el unico periédico nacional del
Reino Unido publicado a todo color. La inversion de 8o
millones de libras esterlinas fue saludada como la ma-
yor transformacion de la publicacién desde la primera
aparicion del Manchester Guardian en1821. Eldisefiolim-
pioylamodernaestructuragraficapermitianunalectu-
ra agradable. Este nuevo planteamiento editorial tam-
bién nos dio un rumbo infogréfico diferente, no visto
desdelos sencillos métodos desarrollados por Michael
Robinson en The Economistacomienzos delosafios 8o.
Noeraunacoincidenciaencontraralamismapersonaal
mando delaproducciéninfografica de The Guardian. Su
equipolanzdunaformayunafuncionalidad nuevas, que
no solo tendria una marcada influencia enlamaneraen
que la prensa del Reino Unido consideraria el material
infografico, sino también en cémo contemplarianlasu-
yalos demds grupos medidticos internacionales.

Mark Grayson, antiguo director de Arte del Scotland
on Sunday, y ahora subdirector de Arte del Sunday Tele-
graph dijo: “Elredisefio de The Guardian provocd un te-
rremoto en toda la industria, no sélo desde el punto de
vista del disefio, sino desde la perspectiva del consumi-
dor, ylos editores fueron conscientes de ello. El disefio
y la infograffa habfan sido un departamento enclavado
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Mark Grayson

“El redisefio de

The Guardian provocé
un terremoto en toda
la industria”

Mark Grayson

“The redesign of

The Guardian caused
a seismic across

the industry”

—The Guardian Ellanzamiento
berlinés, septiembre de 2005.
—The Guardian Berliner launch,
September 2005.

were part of a systemic problem bound by the tradition-
alnews delivery techniques of old.

Duncan Mil, Director of Graphic News, noted, “News-
paperswerebeingrun and produced on the lowest com-
mon-denominator. Creative spirits were nolonger need-
ed and [so] redundant. The effect was disastrous”.
Newspapers were losing their identity and the industry
reflected an increasingly homogenised society from
which it was supposed to inform.

REVOLUTION ROCK

OnMonday September 12,2005, The Guardianlaunched
its Berliner format, designed by Mark Porter. The pa-
per became the only national UK newspaper to printin
full colour. The £8om investment was hailed as the
biggest transformation of the paper since The Manches-
ter Guardian firstappearedin1821. The cleandesignand
modern graphic structure made for easy reading. This
new editorial thinking also gave us a different info-
graphicdirection not seensince the simple methods de-
velopedat The Economistinthe early eighties by Michael
Robinson. It was no coincidence to find the very same
man at the helm of Guardian infographic production.
Histeamlaunched anewformand functionalitythatnot
only would have a marked effect on how the UK press
would viewinfographics, buthowthe rest of the world’s
media groups would view theirs.

Mark Grayson, former Art Director of The Scotland on
Sunday,and now Deputy Art Director at The Sunday Tele-
graph said “The redesign of The Guardian caused a seis-
mic change across the industry, not just from a design
point of view, but from the point of view of the consumer,
and editors realised this. Design and infographics
weren’tadepartment that belonged to the other side of
the office, but now were an important ingredient that
was part of the editorial culture. The Guardian’s use of
simple icons, and ‘easy to understand’ infographics
dragged the old and tired infographic scene back to
square one. Everyone knew that this was the way to go,
but no one had the bollocks to stand up to their editors
and stand for their ‘aesthetic’beliefs...” But thisnewin-
fographic culture also had its ‘knockers’. Some, I recall,
who shall remain anonymous, commented with disbe-
liefthat The Guardian “had stripped down their work to
suchan extent that wasnow deemed devoid of ‘fun’ orin-
tellect. Graphics were too ‘light’ and lacked depth”.

However, Grayson also notes that The Guardian’s “in-
fographic culture looked too simplistic and minimalist
when news broke, as they tended to map their way
through a story, and leave the describing to traditional
word-orientated journalists. Which was not the true vi-
sualjournalism doctrine exemplified in the eighties by Pe-
ter Sullivan and The Sunday Times”.

Bythe turn of year, and indeed by the summer of 2006,
The Guardian was producing work that most could only
dream of. Itwas however,amotion thatanyof those voic-
es of dissent would never admit too. How would these
‘dissenters’ come to terms with the fact that their old
working habits, born from the halcyon days of dot rub

GO TO PAGE 69

—The Independent on Sunday Los peligros del pingiiino, septiembre de 2007.

—The Independent on Sunday :Llevaran el camino del Dodo?, octubre de 2007.

—The Independent on Sunday Penguin Perils, September 2007.

—The Independent on Sunday Will they go the way of the Dodo?, October 2007.
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—The Daily Telegraph Israel ampliala ofensiva, enero de 2009.
—The Daily Telegraph Israel broadens offensive, January 2009.

66 MALOFIEJ16

al otro extremo de la oficina, pero ahora era un ingre-
diente clave que formaba parte dela cultura editorial. El
uso de iconos sencillos y de infograficos de facil com-
prensioén por parte de The Guardian colocd nuevamen-
teenlapistacentral alaafiejay fatigada escena infogra-
fica. Todos sabian que éste era el camino a seguir, pero
nadie tenialos arrestos para enfrentarse alos editoresy
para defender sus ideas estéticas...”. Sin embargo, la
nueva cultura infografica también tuvo sus detractores.
Recuerdo que algunos, que deberian permanecer en el
anonimato, comentaron conincredulidad que The Guar-
dian “habiadesnudado sustrabajoshastael puntodeque
ahora se los consideraba divertidos o intelectuales. Los
graficos eran demasiado ligeros y carecian de profundi-
dad”. De cualquier manera, Grayson también sefialaque
“la cultura infografica de The Guardian parecia dema-
siado simplista y minimalista cuando se producia una
noticia, ya que tendfan a trazar el camino a través la his-
toria, dejandoladescripcién a periodistas tradicionales
orientados haciala escritura. Lo cual no erala doctrina
auténtica del periodismo visual ejemplificada en los
ochenta por Peter Sullivany The Sunday Times”.

Alacabar el afio, ymds concretamente en el verano de
2006, The Guardian creaba material con el que otros s6-
lopodian sofiar. Claro que eso eraalgoque ningunadelas
voces disidentes habria admitido jamds. ¢éCémo habian
asumido los opositores el hecho de que sus viejos hébi-
tos de trabajo, nacidos en los présperos dias en que ha-
bia que secarlas salpicaduras y enlos que se usaba liqui-
do corrector ahora resultaban desagradables para los
lectores? Se acabaron los ridiculos gradientes que ren-
derizaban la textura de una ballena de la misma forma
queladel flamante bdlido de Férmula1de Ferrari. Ylle-
garonlos simbolos, los diagramas planos yuna plétorade
graficos. Este nuevo lenguaje visual atrajo alos editores
de otros periddicos nacionales, y ala mayor parte de los
lectores. Vaya, incluso mi mujer leyé el famoso gréfico
del osito Teddy en la seccion Gz del The Guardian, iella,
que nunca lee los infograficos!

EL PERFIL CORRECTO
Llevé cierto tiempo. Tras el lanzamiento del The Guar-
dian berlinés, llegé el de suhermano The Observer. Se
aplicé al proceso infografico la misma norma de pode-
roso contenidovisualyelmétodo “dibujaséloloque ne-
cesites mostrar”. Un aflo mds tarde, The Independent on
Sunday fue redisefiado y su grafismo lucia la marca icé-
nicaysimbdlicadelosredisefiosberlineses del Guardian
Media Group, pero sazonada de una dosis de energiay
deagudeza. Dehecho, The Independent on Sundayllevdla
informacion de actualidad a otro nivel al introducir las
‘sneb’, también conocidas como ‘super noticias en bre-
ve’. Al adoptar el sistema ‘de balcones’ desarrollado en
Espafia, losinfograficos se despliegan paraacompafiar el
analisis detallado de noticias en un espacio lo mds pe-
quefio y sencillo posible.

Asi,un comentaristaespecializado sefialaba enla Press
Gazette: “Losbrevesenloaltodelasecciéndenoticias—
un truco que los periédicos espafioles han utilizado du-

Sunday Times Eltltimo reducto de Al-Qaeda, juliode 2008.  —Sunday Times Al-Qaeda’s last stand, July 2008.

rante afios— estdn bien proporcionados y perfecta-
mente compuestos. Y la virtuosa concisién de sus info-
graficos provoca vergiienza a cualquier otro periédico
nacional, son delo mejor que he visto jamds”.

Lainfluencia de este nuevo ‘cédigo infografico’ no se
detuvo ahi. The Independent, cabecera hermana de The
Independent on Sunday, no le fue ala zaga y comenzo a
utilizar este nuevo lenguaje visual. A finales del verano
de 2007 se produjo el redisefio de The Times, seguido un
afio después por el de su entrega dominical, The Sunday
Times; ambos aportaron su propio ingrediente a este
nuevo enfoque grafico orientado a los datos, un rumbo
que habia tomado anteriormente The Guardian, y pre-
viamente The New York Times coincidiendo con el cam-
bio de milenio.

Finalmente, el tltimo de estos colosos de gran forma-
to, The Daily Telegraph (y suedicién dominical, The Sun-
day Telegraph), parael que ahoratrabajo,haabrazadoes-
te periodismo visual para bien. Los graficos yano son el
relleno de un molesto agujero en una paginay los de-
partamentos graficos yano ilustran un titular tépico.

Mi departamento trabaja duro, muy duro, y produce
un trabajo de calidad del cual estoy orgulloso —lo que
resulta mucho mds trabajoso, dia tras dia, que mis afios
pasados solamente en titulos dominicales—. Aunquelos

“Los graficos ya no son
el relleno de un molesto
agujero en una pagina
y%os departamentos
graficos ya no ilustran
un titular tépico”

“No longer do graphics
fill a disagreeable hole
on a page, and no more
do the graphics
department illustrate

a cliched headline”

—The Daily Telegraph Elsalvavidas
dela Reserva Federal, septiembre de 2008.
—The Daily Telegraph Fed Funding
Lifeline, September 08.
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—The Daily Telegraph enero de 2009.
—The Daily Telegraph january 2009.

Paddy Allen “Hemos
tenido ciudadanos
periodistas, tal vez
ahora nos adentramos
en la era del ciudadano
editor grafico”

Paddy Allen “We've had
citizen journalist,
perhaps we are now
entering the age of the
citizen graphic editor”
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—The Times Montafias de deudas, diciembre de2008.  —The Times Mountains of debt, December 2008.

esfuerzos pueden ser menos lustrosos, no haynadamds
satisfactorio que estar ahi seis veces a la semana, en lu-
gar deunasola.

De acuerdo, en ocasiones producimos material para
la seccion de Negocios que no va dirigido a los puristas
denuestraprofesion, yconestomerefieroaquienes con
razén o sin ella creen que “si algo no estd totalmente
orientado haciala informacidn, entonces no tiene utili-
dad en un infogréafico”. Bien, a veces no pasa nada por
maravillar al consumidor con ingenio visual, esté o no
orientadohacialosdatos. Considero que siel contenido
es consistente y si se aplica el periodismo visual, es co-
rrecto para un grafico. Necesitamos energfa y compro-
miso, ideas e innovacién. Este es un momento especial,
debemos apreciarlo.

Echando un vistazo a la prensa del Reino Unido, tan-
to en Internet como impresa, creo que otros departa-
mentos graficos y responsables de seccion sienten lo
mismo, y también nuestro consumidor habitual, el que

(y toco madera) nos permitird conservar nuestros em-
pleos. Mas concretamente, los medios se apoyan en es-
tos consumidores para construir comunidades virtua-
les en el marco de sus portales, donde se hacen amalga-
mas y compartimos datos online. Pero équé futuro de-
paraestoalainfografia enInternet? ¢{Controlamos nues-
trodestino? ¢éAcasolo quehemoslogradoal editaryapli-
car un periodismo riguroso a nuestro trabajo en Inter-
netyano es necesario en el nuevo mundo de laRed 3.0?

“Hemos tenido ciudadanos periodistas yluego ciuda-
danosfotdgrafos, talvezahoranosadentramosenlaera
del ciudadano editor gréfico”, sefiala Paddy Allen, edi-
torgraficodelaversion online de The Guardian. Sean es-
tosacontecimientos enel periodismovisuallatltimaju-
gadamedidtica para controlar lainformaciényla circu-
lacién o una inversion editorial para el futuro de nues-
tros productos online eimpresos,nopodemosnegar que
una vez mds, tal y como proclamaron The Clash, esta-
mos ante ilallamada de Londres! @
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down and correction fluid were now a turn off to read-
ers? Out went those ridiculous gradients, which ren-
dered the texture of a ‘whale’ the same as Ferrari’s shiny
new Formula One racing car, and in came symbols, flat
diagrams and a plethora of charts. But this new graphic
language appealed to editors of other national newspa-
pers,and most readers - hey I even saw my wife reading
the famous ‘teddybear’ graphic from the Guardian’s G2
section - and she never read infographics!

THE RIGHT PROFILE
Ittookawhile. After the Berlinerlaunch of The Guardian,
came the launch of The Guardian’s sister title The Ob-
server. The same rule of strong visual content and ‘only
drawwhatyouneed to show’ method was applied to the
infographic process. Ayearlater, The Independent on Sun-
dayredesigned and her graphicsbore theiconicand sym-
bolic hallmark of the Berliner redesigns from Guardian
Media Group, but seasoned with a twist of energy and
edge. Infactthe IoStook newsreportingtoanotherlev-
el by introducing the ‘snib’, or also known as the ‘super
news in brief”. By adopting the ‘balcony’ system devel-
opedin Spain,infographics were deployed to explain de-
tailed news analysis in the simplest and smallest space
possible.

Indeed, one industry commentator penned in Press
Gazette,“Thebriefsacrossthe topinthe news section —
atrick that Spanish papers have been using for years —
are well proportioned and perfectly dressed. The mag-
nificently understated infographics put every other na-
tional paper to shame - they are some of the best T have
seen”. The influence of this new ‘infographic code’ did
notstop there. The Independent, sister title of the IoS, fol-
lowed suit and started to employ this new visual lan-
guage. And in late summer 2007, The Times redesigned
followed by their Sunday title The Sunday Times a year
later — both adding their own spice to this new ‘data
driven’graphicapproach— anapproachwhichhad been
introduced earlier by The Guardian, and previously at
The New York Times around the turn of the millennium.

Finally, the last of the broadsheet behemoths - the
Daily and Sunday Telegraphs, for which I now ply my
trade, have embraced visual journalism for the better.
No longer do graphics fill a disagreeable hole on a page,
and no more do the graphics department illustrate a
clichéd headline. My department work hard, extremely
hard, and produce quality work of which I am proud —
which is much harder, day in and day out, than my years
working solely on Sunday titles— although efforts can
be less polished, there is nothing more fulfilling than
having six bites of the cherry in a week, rather than one.
OK, sometimes we produce work for the Business sec-
tion that is not for the purists of our profession, and by
that I mean those who rightly or wrongly believe that ‘if
not all is driven by information, then it hasno use in an
infographic’. Well, just sometimes it is fine to excite the
consumer with visual wit, data driven or not. I believe
thatifthe contentis sound, and visual journalism applies

—The Guardian Elecciones enlos EEUU, noviembrede 2008. —The Guardian US Elections, November 2008.

—itis fair game for a graphic. We need energy and com-
mitment, ideasand innovation. This timeis special,and
one to cherish. Bylooking around the UK press both on
and offline, I guess other graphic departments and sec-
tion editors feel the same, and likewise, our erstwhile
consumer, whowill, fingers crossed, keep usin employ-
ment. More to the point, the media are relying on these
consumers to build online communities within their
portal,and even ‘mash-up’and share our online data. But
where does thisleave the future for online infographics?
Are we in control of our destiny? Are the huge gains we
have made in editing and applying rigorous journalism
toour printinfography,and adapted to our work online,
nolongerrequired in the newworld of Webversion 3.0?

“We’ve had citizen journalists and then citizen pho-
tographers, perhaps we are now entering the age of the
‘citizen graphic editor’?” notes Paddy Allen, online
Graphics Editor for The Guardian. Whether these de-
velopmentsinvisual journalismare thelast throw ofthe
mediadiceto controlinformationand circulation, oran
editorial investment for the future of our products on
and offline, one can’t deny that once again, just as The
Clash proclaimed - London Calling! @
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