REINVENTAR-SE

La busqueda incansable de hablar de lo mismo de distinta manera

REINVENTING ONESELF

The restless search for saying the same thing in a different way

Por By Alessandra Kalko
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nlainfografia existen miles de lenguajes graficos para contar una historia.
Porlo general, cuando hablamos de ‘breaking news’ el lenguaje elegido por
periddicosyrevistas por sucortotiempo de ejecuciony para preservar laau-
toridad delainformacién es el vector, el 3D o lafoto. Pero hay muchos otros
que se pueden usar: vifietas, acuarela, comic, collage...

Laeleccién del camino gréfico ayuda a definir el tono de voz con el que la
informacioén se dirige hacia el lector, afiadiendo respeto, irreverencia o hu-
mor. Noexisteunareglaparadecidir cudl deloslenguajes se debe elegir, cual
de ellos resulta acertado o equivocado, lo que existe es el sentido comun.
Una adecuacién entre el asunto tratado y el publico al que se destina la in-
formacion.

Lo que puede acabar por suceder alo largo del tiempo es que, cuando los
temas comienzan a repetirse, las soluciones graficas se vuelven automati-
cas, obvias, muchas veces asépticas. Temas de historiay salud se tratan con
ilustracionesrealistas.Temas de ciencia y tecnologia con vector o 3-D.

Lo que propongo aqui es un €jercicio para huir de lo obvio, la experimen-
tacién de nuevas soluciones graficas para que el lector resulte sorprendido
yno tengala sensacion de que las noticias se repiten.

Es posible que el departamento de Arte reinvente su propia rueday se
superediariamente. Y mejor todavia, es posible hacer esoyfortalecerlaper-
sonalidad del proyecto grafico. Fue eso lo que observé a lo largo de mis 6
afios como editora de arte delarevista Mundo Estranho. Por medio delas ex-
perimentaciones resultd posible fidelizar al ptblico objetivo de lectores:
muchachosde12a20afosinmersosennovedades diarias de Internet, de te-
levisién, devideojuegos... Haciendouso de un lenguaje ecléctico, llenode hu-
moryemocion, rompemos los tabiies delaformalidad enlainfograffaycon-
quistamos un lector sediento de novedades y preparado para ser sorpren-
dido cada vez mas.

Muchas veces, siuna solucién funciond bien unavez, la tendencia es caer
en ellatodaslas siguientes veces. Para qué cambiar lo seguro porlo dudoso,
dirfan algunos. Algunas veces, estoy de acuerdo en que seguir lo seguro tie-
ne suprovecho. Peroliberarse del egoismoycuestionarse siempre el porqué
de un camino, de qué forma la historia quiere ser contada pero ainnolo ha
sido,ayuda siempre a evolucionar. Hay siempre unamaneranuevade tratar
el mismo asunto. Siempre hay un camino nuevo por andar.
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Hablando de Salud, un tema pre-
sente en todaslas ediciones de Mun-
do Estranho. Utilizamos lenguaje re-
alista, ilustracién semi comic para
hablar de temas repugnantes pero
con humor. Cuando tuvimos que
hablar sobre el transplante de cora-
zdn, el reto eramostrar lasimdgenes
sin mostrar demasiada sangre. Las
fotos que recibimos como referen-
ciaeran confusas. Hicimos entonces
uso devifietas. Lainformacién que-
démas clara, lapresencia dela san-

Speaking of Health, an issue pre-
sentin all editions of Mundo Es-
tranho. Here we have used realistic
language, half comicillustrations
to talk about offensive issues, but
with a touch of humour. When tal-
kingabout a heart transplant, the
challenge was to show the pictures
without showing too much blood.
The photos we received as arefe-
rence were confusing, sowe deci-
ded to use vignettes. The informa-
tion was clear, the presence of the

gre no causo tanto malestaryel re- blood did not cause so much dis-
sultado qued6 mas atractivo. comfort and the result was more
attractive.

ninfographics there are thousands of computer graphics languages to tella
story. Usually, when we speak of ‘breaking news’, the language chosen by
newspapers and magazines due to its short execution time and to preserve
the authority of the information is vector graphics, 3D or the photograph.
Butthere are manyothers that canbe used: Vignettes, watercolours, comics,
collages...

Going down the graphics road helps define the tone of voice with which
theinformationisdirected toward thereader,addingrespect,humour orir-
reverence. There is no rule to say which of the languages must be chosen,
which one is right or wrong, common sense prevails. A match is needed be-
tween the subject matter and the public for which the information is tar-
geted.

What may eventually happen over time is that, when the issues begin to
repeat themselves, the graphics solutions become automatic, obvious, and
often soulless. Historyand-health issues are treated with realistic illustra-
tions. Science and technology with vector graphics or 3-D.

My proposal here is an exercise in escaping the obvious, experimenting
with new graphics solutions that surprise the reader so as not get the feel-
ing that the news stories are repeated.

Itis possible for the art department to reinvent its own wheel and excel
themselves on a daily basis. And better still, while doing this you can
strengthen the personality of the computer graphics project. This was what
Inoticed during my 6 years as the art editor of the magazine Mundo Estran-
ho. Through experiments, it was possible to build a target audience of loyal
readers: Young people from 12 to 20 immersed in daily Internet novelties,
television, video games ...Using an eclectic language, full of humour and
emotion, breaking the taboos of formality in infographics and wining over
anovelty hungry reader who is more and more ready to be surprised.

Often, if a solution worked well once, the tendencyis to fall back on it on
subsequent occasions. Why change something sure for something ques-
tionable, some would say. Sometimes, I agree that what is safe has its bene-
fits. Yet getting rid of selfishness and always questioning the whys and
wherefores of a particular way, how history should be told, but has not, al-
ways favours progress. There is always a new way to treat the same subject.
There is always a new road to go down.
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Adecuando el lenguaje de la
ilustracion al tono de la revista.
Lapauta era para explicar la sensa-
cién de hormigueo de la pierna. De-
cidimosilustrar un corte de un cha-
val sentado en un retrete. Cuando
recibimos la ilustracion, crefmos
que el resultado no llamaba dema-
siadolaatencidn, que habia queda-
do muyburocraticoy podria salir
publicado en cualquier otrarevista
de salud. Ademas, labromita del re-
trete se perdid yno se entendia
bien. Como todavia tenfamos tiem-
po, pasamos los estudios a otro
ilustrador que construyo el perso-
naje en plastilina. Elinfogréfico
acabo por ocupar menos espacioy
elresultado final quedé mds diver-
tido e impactante.

Adjusting the language of the
illustration to the tone of the
magazine. The example was to ex-
plain the tingling sensation in the
leg. We decided toillustrate a sec-
tion of a guy sitting on a toilet.
When we received the illustration,
we believed that the result does not
draw too much attention, that it
was quite clinical and could have
been published in just about any
health journal. In addition, the toi-
letjoke was lost and not well un-
derstood. As we still had some ti-
me, we passed the designs onto
another illustrator who made the
characterin plastecine. The info-
graphics eventually took up less
space and the end result was more
fun and striking.
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Historia y tecnologia no
necesitan ser realistas.

Solemos acudir alailustracién rea-
listaya vifietas y juguetes: estos
dos dltimos lenguajes estan cerca-
nosalarealidad dellectorylosre-
sultados son bastante divertidos.

History and technology
need not be realistic.
We have already used realistic

illustration and vignettes and toys:

the latter two languages are close
tothereality of the reader and the
results are quite amusing.
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Hasta reinventando la rueda. Una de las cosas que
mas se repiten en Mundo Estranho, por ser para adoles-
centes, son las preguntas relacionadas con el pene. Ya
hemosilustrado diversas situaciones. Hemosido de
lasvifietas alas fotos, ilustraciones realistas, plastilina,
vector... Este es un ejemplo de que las posibilidades
son infinitas yno se agotan.

Even reinventing the wheel, one of the things that
arerepeated alotin Mundo Estranho, asitisa curiosi-
ties magazine for teenagers, are questions related to
the penis. We have illustrated a variety of situations.
We have gone from vignettes to photos, realistic illus-
trations, plastecine, vector graphics ... This is an exam-
ple of endless possibilities that never run out.
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Construyendo la personalidad.
Este es un ejemplo de cémo el tra-
tamiento grédfico ayuda a fortalecer
lapersonalidad de larevista. El pri-
mer infografico es sobre la diges-
tion, tratada de forma realista. Po-
dria estar enimpreso en otros titu-
los. El segundo es practicamente la
misma cosa: explica cémo se for-
man los excrementos. No dejade
ser digestion, pero la pregunta
planteada de esamaneray el info-
graficoresuelto de forma esquema-
tica, presentando el cuerpo huma-
1no como una gran maquina, es una
propuesta unica, divertiday curio-
saque unicamente podria estarim-
presaen Mundo Estranho.

Building personality.

This is an example of how the gra-
phic treatment helps to strengthen
the personality of the magazine.
The first graphic is about digestion,
and is treated realistically; this
could even be printed in several
other titles. The second is roughly
the same thing, it explains how ex-
crement is formed. It does not stop
being digestion, but the issue put
forward in this way and the infogra-
phics schematically presenting the
human body as abigmachine, isa
unique, yet fun and intriguing la-
yout that could only be printed in
Mundo Estranho.
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En un primer momento, parece tener mds sentido experimentar gréafica-
mente en revista. El tiempo de ejecucién es mayor, el ptiblico objetivo estd
mucho mds definido—ysiese publico es joven, estard mds abierto alas no-
vedades.

Cadadiaquepasa,losmediosimpresos van perdiendo suslectores de ma-
yor edad.

Resulta preciso intentar atraery fidelizar el joven. Experimentar grafica-
mente puede ser un camino para huir de lo obvio, para generar novedad y
cautivaraesoslectores. Enlosultimos afios, Mundo Estranhoha sidounode
los titulos que mayor crecimiento de ventas ha presentado, en un mercado
enel quelosnumeros caeny se considera al joven como aquel que no lee.

Las preguntas que dejo son:

¢Los medios impresos hablan con ese joven?

¢Eselpropiojoven el que nolee o serd que nadie produce un material que
leinterese? @
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At first, it seems to make more sense to experiment graphically in the ma-
gazine. The execution time is greater, the target public is much more defi-
ned— and if the audience is young, it will be more open to new develop-
ments.

As each day goes by, the print media are losing their older readers.

Itis necessary to try to attract and keep young people. Graphics experi-
ments may be away to escape the obvious, to create innovation and to cap-
tivate those readers. Inrecent years, Mundo Estranho has been one of the ti-
tles presenting the biggest sales growth, in a market where numbers are fa-
lling and where it is thought that young people no longer read.

The questions I pose are therefore:

Does the printed media connect with young people?

Isitthe young person who does not read or is it that no one produces ma-
terial of interest to them? @
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