
There’s a bunch of things I consider fundamental in the graphics 

production process: Obviously good reporting and good editing.

I think and over-think the best way to display the information 

visually. Be thorough... But that's something wiser “gurus” might 

better explain.

My secret—as they would say in the deodorant commercials—

is to think outside the box, and push the envelope.

People rely on standardized visual devices to produce graphics. 

Based on the idea that what readers find familiar will be easier for 

them to decode, to read. But those visual devices also had a 

moment when they were invented, first seen. It was their proven 

success that made them familiar to audiences. William Playfair 

anyone?

Find the beauty in your data, let it explain itself, and the natural 

connections will lead you to the best visual structure.

The Sputnik Legacy

http://www.newsweek.com/id/43257

It’s not always about hard, cold data visualizations or devastating 

breaking news. There’s also humor in stories, and if you’re subtle 

enough to let it not overwhelm the graphic, a smile, a laugh or 

even a guffaw, is an immediate link to your reader’s attention. 

Either through a simple visual wink, a metaphor, a reminiscence, or 

through the way the message unfolds, the narrative of the 

sequence, the interaction of the game.

Share a pinch of fun in your graphics and you'll get your readers 

involved in the story. And there’s some magical feeling in that 

reaction.

Moving Parts

http://www.newsweek.com/id/134500

Xaquín Gonzalez
The New York Times (Until recently was at newsweek.com)

“Think outside the box.”


