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Informational Graphics - (also
called infographics, information
design, and news graphics)

ormational Graphics are visual
ays that can be anything
oleasing arrangement of
figures in a table to a
nated interactive
nanying text

Examples include:
- tables with facts

- bar charts or pie char
with statistics

- maps or diagrams
providing informa




The Economy

* The Federal Reserve, the nation's central
bank, is predicting sluggish economic
growth of 1.6 percent for 2008. Inflation and

job
anc

Mma4d

essness have been increasing, however,
most financial experts say the economic
aise is likely to continue into 2009.


http://www.federalreserve.gov/boarddocs/hh/2008/july/0708mpr_part1.htm
http://www.federalreserve.gov/boarddocs/hh/2008/july/0708mpr_part1.htm
http://data.bls.gov/cgi-bin/cpicalc.pl
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William Playfair (1759-1823) is generally viewed as the inventor of
most of the common graphical forms used to display data: line plots, bar
chart and pie chart. His The Commercial and Political Atlas, published
In 1786, contained a number of interesting time-series charts such as
these.
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Statistical Infographics

The two main types of statistical infographic elements are charts
(also called graphs) and data maps.

Charts (graphs) were invented to display numerical information
concisely and comprehensibly and to show trends visually.

— Line, relational, pie, and pictograph are the primary examples of

charts, but other variations include bubble, doughnut, radar, surface,
and scatter plots.

Data maps usually combine numeric data and locations within a
simple locator map to form a powerful story-telling combination.



line charts

* A line chart contains a rule that connects
points plotted on a grid that correspond to
amounts along a horizontal, or x-axis and a
vertical, or y-axis. Designers often use line
charts to show variations in quantities over a
period of time.
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Bar Charts

* |n contrast to line charts, which best show
broadly based trends over time, bar charts
show significant changes in two or more
specific items during a particular time period.

* For example, two bars of different heights

would best represent gold and silver prices for
a particular year.
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pie charts

* A pie chart compares amounts individually and
for the whole.

 The only way that pie charts can be used to show

complex trends is to use several pie charts, which
isn’t effective.

— A pie chart should have no more than five slices and

no slice should be smaller than one percent of the
total.



Global Distribution of Military
Expenditure in 2005

Next 10 countries
combined

Source: Center for Arms Control and Non-Proliferation, 2007

www.globalissues.org

Global Distribution of Military
Expenditure in 2008

Rest of the world
18.6%

United States

41.5%

Next 10 countries
combined
21.1%

Source: Stockholm International Peace Research Institute Yearbook 2009




* A pictograph is a type
of graph that uses
illustrations that
represent the items or
concepts compared.

605 Iho'sinMy Generation?

(in millions)
40

. 12
(6.5 T

= ' ‘ f : : ¥ '
. o
BabyBoomers Cuspers * GenXers “GenYers

b.1946-62 b.1963-64 b.1965-77 b.1978-83




Data Maps

* Maps that combine
geographic information
with numeric data can be
the most eloquent type of
infographic produced.

e The USA Today weather
map with colored strips
representing different
temperatures is the type
of data most commonly
used in the media.
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Nondata Maps

There are two types of
nondata maps: locator and
explanatory.

Locator maps show a
geographic location or a road
system in a simplified design.

Explanatory maps not only
reveal where a news story has

occurred but also tell how a
series of events has taken

place.

— Usually, designated with
numbers, events leading to
the arrest of a serial
murdered, for example, are
plotted on a locator map.

2008 US HATE CRIME RATE BY STATE

(REPORTED CRIMES PER MILLION RESIDENTS)




Non-statistical
act Boxes

Fact boxes
“The amou oflmuwledgeand alent dispersed amon gmehum n h always

ontain a series
outstri pp-edo to harness it. Crowdsourcing corrects do ng so,
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PBR brewing. When the company’s founder
died, he left the business to a non-profit
organization. However, non-profits cannot
- own for-profit businesses.

hope to raise $300 million to buy t he
company and continue making its beer.
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509% of executives felt that

getting paid more than their

peers was more important
than getting paid more in
absolute terms

25% felt that a higher
payment was more important
than the relative payment
compared to their peers,




non-statistical/statistical

e Tables

* |f you simply want to display numbers or words, a
table puts them in an orderly format of rows and
columns, with enough white space for readability.

* The most familiar types of tables in print media
are stock market results for the day and baseball
box scopes after the game.



Global Gap Index 2006: Results in Latin America
Global Rankings

Economic
participation  Educational Health and Political
Overall and attainment survival empowerme
Country Ranking opportunity ranking ranking nt ranking

T
Colombia 22 39 14 1 27
Costa Rica 30 89 32 1 15
Panama 31 44 35 35
El Salvador 39 73 58 24
Argentina 41 82 28 23
Venezuela 57 66 61 57
Dominican Republic 59 78 1 49
Peru 60 86 70 31
Nicaragua 62 39 25
Paraguay 64 82 38
Brazil 67 72 86
Honduras 74 1 42
Mexico 75 44 45
Chile 78 68 56
Ecuador 82 38 64
Bolivia 87 89 71
Guatemala 95 91 54

United States 23 66 66
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Heat is absorbed

by a fan from the
air, then the heat
of air is collected
by a heat exchangar

(for the air), and
the heat is defivared
to the refrigerant

(G02),

Atmospheric
heat

The heated refrigerant is compressed by a
compressor and its temperature becomes higher.

.'.

Inside of heat pump unit

GO0z refrigdy

Compreszar

Refrigerant

neal axCnandger

_ _ Heal exchanger
(far the air)

(for water heating)

The heat of high-
temperature

refrigerant is delivered

by @ heat exchanger
(for water heating)

to water and make

hot water.

frigerant Em—mim {

The refrigerant that has lost
heat is sent again to

the heat exchanger (for the air).
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Miscellaneous Formats

Courtroom Sketches
Television Schedules
Calendars

lcons and Logos
Flowcharts

Time Lines
lllustrations



Organizational Chart
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International Network

Over 100 Offices in more than 60 Countries




Presence in Latin America & the Caribbean
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MasterCard Internal Communications
Framework
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Consumer Marketing

Consumers

Op. Leaders/Prescribers
Consumer Affinity Grps
Consumer Media
Consumer Org.

Political Media
Policy Influencers

sialddns

Political Parties
uonnquisig/jsuueyy

Local Media
Trade Associations
Local Publics
Local Associations/NGOs

Local Authorities

. . N\
Community Relations S
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Stakeholder
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Management
orporate
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Event
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Direct
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Advertising
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Multicultural
Communications
! Media & Influencer -
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Communications Architecture;:

PN'’'S Approach for Stakeholder Relationship Management

Consumer Marketing

Consumers
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Can' be used as a scapegoat. Caon'l be used as o acvarium,

You can't walk on the water,

X




Apple's Tipping Point: Macs For The Masses

Created by Paul Nixan, January 12,2005  (http://www.nixlog.com, paul@nixlog.com)

The Sweet Spot. Until January 2005, Apple had no iPod or PC products that served the mass market. With the launch of iPod Shuffle and Mac mini they have finally converged two product paths with the
mass market in mind. This will not only drive more iPod sales (via the Shuffle), but also fulfill the promised "halo” effect of the iPod products as PC users jump to the Mac mini. Qver the course of 2005, Apple
will continue to deminate and grow its MP3 player market share, while steadily growing its PC business through the Mac mini. As with the original iPod, the Mac mini could build slow, but serious mementum
inthe market place.Within a one to two year timeframe, the Mac mini could bring Apple to a tipping peintin which a combination of factors create strong double digit market share in the mass-PC market, as
Windows-based PC's continue to suffer from viruses and adware and users are drawn to the elegant and affordable simplicity of the Mac mini.

These things do not happen by accident. The graphic below illustrates extreme patience and foresight from Apple to bring users to the platform by innovating increasingly towards the mass market over time
without sacrificing the middle or high-end markets. In the end, the iPod continues to be the vehicle that drives Apple's ultimate goal: Switching. In many cases the biggest hesitation to switch was price. With
the Mac mini this concern is now moot.We could very well be witnessing the early fruits of a five to ten year business strategy from Apple that has been in the works since the firstiPod. If it works - Apple will

go down in history as a company that patiently built its brand equity through high-quality products and design -- and then, when the time was right and audience the largest, brought their superior

computing experience to the masses. - Paul Nixon

MP3 Players [ ]
The Sweet Spot
de the Mass Market Psychological Price Barriers
| -  —
e
I |
iPod Photo iPod 40 GB iPod U2 iPod 2068 iPodMini  iPod Shuffle iPod Shuffla Mac mini
Price g5 $s $ ‘
Reflected by market segments sgg $499
$149
$249
Mass MP3 Market  Mass Computer Market
$299 Price breaks-through  Price breaks-through
psychological 5100 psychological 5500
mass market barrier.  mass market barier.
$349
Simplicity and price  Simplicity and price
make purchase less  make purchase less
$399 risky for mass market  risky for mass market.
iPod "Halo" Effect
$499 As the number of PC users purchasing
IPads continues to increase - perhaps Low Mae mini price coupled with great
$599 exponentially with the new Shuffle - the design and decent specs increases

Mac minl presents the first real low cost,
low risk opportunity to become a
switcher with minimal cost and everlap of
current PC equipment. w

Market Opportunity
y number of potential buyers
at a given price paint.

Middle Market

High-end Market

Market: High-end Market: Middle

Wants: Sensible balance between
design, features and performance
within reasonable price range. Mare
storage space. Better features. Better
performance.

Wants: Design, features and
performance regardless of price. Most
storage space. Best features. Best
perfarmance.

Type: Early adopter, Must be first
to own. Trendsetters. Type: Upper mainstream buyers.
Group between mass market and early
Results: Higher price, fewer buyers, adopters. Make educated purchases.
Results: Lower price, more buyers.

Solidifies brand in the marketplace.

temptation for PC users switch.

Mass Market

Market: Mass

Wants: Low price, even at the expense
of performance and features. Basic
utility outweighs performance. Cool
design can inspire impulse buy if the
price is right

Type: Mass market buyers. Typically
seek most utility for the dollar. Lower
the price, the better,

Results: Lowest price, most buyers.
Expands brand in the marketplace.

$500

PO () G 6

Personal Computers

= b

eMac iBook iMac G5 Powerbook Power Mac G5
s$ 5% Hp:;'ll::eted by market segments
$799
$999 $999
$1299 $1299
$1499 $1499 $1499
$1899
51799
"Too Cool To Resist" Effect $1999 51999
PR $2499  $2499
e s2799
R s2099
Market Opportunity
By niumber of potential buyers
Middle Market High-end Market ata given price point

Market: Middle Market: High-end
Wants: Sensible balance between
design, features and performance
within reascnable price range. More
storage space. Better features, Better
performance.

Wants: Design, features and
performance regardless of price. Most
storage space. Best features. Best
performance.

Type: Early adopter. Must be first
Type: Upper mainstream buyers. to own. Trendsetters,
Group between mass market and early
adopters. Make educated purchases. Results: Higher price, fewer buyers.
Results: Lower price, more buyers.
Solidifies brand in the marketplace.

© 2005 Paul Nixon, www.nix|




1aso [tararEse PrisTs | Srowgpain o 1903 Sewros 418

SN TTHETESM
il Pome-vhrmn. Fards i:liG-IMPﬁEE'S-ICI-HISM

™Y
FALIVIES M | rEGRO SCULPFTURE

B LIS L
7_/ CUBIS M
(L] Farin
¥ 2

[ABSTRACT] FLITLIREES M

BE I | . IR PSS A -
EX ESSITHN EM a3 L A 1 SLUIFREMATISAM

(L L] Bl sy b o 4_--:- e
COMSTRLICTIVISM

A Blmet

Fosrin
—
DE STIJL a=nd

B R MECPLASTHCISM

- L Baslis
L IE s
L FTY Fasin

s

*m Y BAUHALS
e SN e
SIJRREEALISM MO DERTM

. e ARCHITECTURE

l L

MOMAGEOMETRICAL ABSTRACT ART GEOMETRIC AL ABSTRACT ART

1935

CUBISM AND ABSTRACT ART




http://www.smashingmagazine.com/2008/01
14/monday-inspiration-data-visualization-

nd-infographics
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http://www.unwto.org/index.php
More >>>
International Tourism Receipts totalled US$ 733 billion,
or 2 US$ billion a day, in 2006

*Tourism represents around 35% of the world’s exports of
services and over 70% iIn Least Developed Countries
(LDCs)

*846 million international tourist arrivals in 2006 (6.5%
growth a year between 1950-2006)

1.6 billion forecast international tourist arrivals
worldwide by 2020

«Arrivals January - April 2007:+6.3%
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