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n t iny Costa Rica, in the heart of Central 

America, a new sports paper is capitalizing 

on this trend, providing its readers w i t h 

broad mul t i -p la t fo rm coverage of football (soc

cer) and other sports f rom around the wor ld , 

going way beyond the traditional emphasis on 

local coverage, w h i c h is naturally l imi ted by the 

country's small size. 

Al Di'a, w h i c h roughly translates to "up to 

date" in English, was re-launched as a sports 

paper in November 2012, replacing a failing ge

neral interest popular newspaper of the same 

name published by the country's leading me

dia conglomerate, the La Nacion group. It is the 

first sports daily in the region. 

Unabashedly mul t i -media oriented, it featu

res bo ld layouts, dramatic headlines and lar

ge photos and infographics in pr int , whi le 

pushing out a steady stream of digital i n 

formation, inc luding play-by-play reports, 

and statistics on the web as we l l as through so

cial networks. 

Born as a mul t ip la t form operation f rom the 

start, Al Dia brings together pr int , online and 

radio in a seamless f low to serve all of its custo

mers' informat ion needs, and the entire news

room is ful ly integrated. There are no single-

platform journalists on the team. 

"Everything on the web, the best on paper," 

is h o w chief editor Gustavo Jimenez describes 

the process. 

Already, Al Día is seen by many as one of the 

world 's best designed sports newspapers. Avoi

ding the straightjacket of pre-designed modular 

pages, all of its pages are individual ly designed 

to maximize flexibility and creativity. 

"When the whole w o r l d talks about the de

cline of pr inted newspapers," Jimenez to ld his 

team just before the late November 2012 launch, 

"we are bett ing on a fresh and renewed product 

on paper." 

A n d the bet is paying off. The 40-page news

paper is selling briskly and the online audien

ce is growing rapidly. It increased 21% from De

cember of last year, the first fu l l m o n t h of Al 

Dia' sports persona to January 2013. A n d it was 
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89% higher than dur ing the same m o n t h in its 

previous incarnation. 

AlDia prides itself on providing coverage that 

it describes as extensive - all sports - as we l l as 

intensive, r i ch in depth and detail. But of course 

football prevails, w i t h more than half its writers 

assigned to cover and discuss football around 

the wor ld . A key task for them is to keep track of 

what they call Costa Rica's "legionnaires," the 

62 local athletes playing in far f lung foreign lea-

gues, in Europe, Asia, Oceania and other parts 

of the Americas. 

A n d it not only covers the performance of 

its athletes abroad, but also strives to serve the 

thousands of Costa Ricans w h o live and work 

in other countries, but want to keep abreast of 

what 's happening at home. Al Dia's multiplat-

fo rm brand is the ideal vehicle to maintain and 

strengthen the bond between expats and the 

home country. 

Lacking big name domestic teams, Costa Ri

cans - and others in many parts of the wor ld -

have taken to fol lowing foreign teams and lea

gues w i t h the same enthusiasm and passion 

as they migh t fol low local favorites, a pheno

menon that n o w goes beyond football and has 

spread to the NBA, Formula 1 automobile ra

cing, and cycling. Al Dia capitalizes on this, 

and for its commentators the t ime difference 

w i t h Europe provides a decided advantage sin

ce they have more t ime to analyze, reflect and 
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write than their deadline-pressed European co

lleagues. 

Commentary is the heart and soul of the pa

per, blending analysis, opin ion , statistics and 

even predictions, and its a im is to provide rea

ders and online visitors w i t h ample material for 

conversation and debate. 

Four main sections make up the newspaper: 

"Football Fever," w h i c h deals exclusively w i t h 

football; "Supersports," w h i c h covers all other 

sports, "Off the field," w h i c h deals w i t h sports 

gossip, and " In shape," a blend of wellness news 

and personal t ra in ing guidance. 

A total of 31 fu l l t ime editorial staff and three 

part-timers produce the newspaper and its on 

line products. 

"What we t ry to do," says Managing Editor 

Antonio Alfaro, "is to capture, transmit, analy

ze and deliver in concise form - in p r in t and on 

line —what w i l l be discussed i n the neighbor

hood bar, on the bus, in the park, in the office 

and at the stadium snack bar." 
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ANTONIO MARTIN HERVAS 

When Al Dia was first conceived, it was clear that 

while retaining the look and feel of a traditional sports 

paper, it would also be flexible and dynamic, re-born 

each morning from scratch, its appearance driven by 

its content. Its layout would have to forcefully impose 

itself on the eyes of the reader: each page, each 

double spread would be conceived anew. There would 

be no fixed modules, no standard layouts. It was not 

going to be a prefabricated paper. It would not be a 

grid with boxes waiting to be filled by journalists. 

To make possible this kind of organic design it was 

imperative from the beginning to have every member 

of the newsroom - editors, reporters, designers, 

infographers and photographers - committed to 

working together throughout the editorial process. 

And to insure that every story would stand out, it was 

essential to choose a type face that is dramatic and 

legible, and free of unnecessary embellishments. The 

choice was "Solido," a font created by Dino Santos. It 

leads the reader through the entire paper, and is its 

graphic signature. 

Al Dia is visually driven, almost a television in print. 

Photographs and infographics rule the day, and are 

the key elements driving the design of every page. 

Color also helps guide the reader, and provides 

signposts throughout the paper. Yellow was chosen to 

lead readers to the most relevant spots in the paper, 

sometimes to a headline, or a sub-head or a table of 

standings. 

In keeping with the organic and flexible character 

sought by Al Dia, its logo is movable, and can migrate 

to all parts of the front page depending on each day's 

layout decisions. Because the front page is the key to 

catching the reader's attention, it is important to avoid 

repetition, and the straightjacket of fixed patterns. 

The page cannot look the same every day. 

Al Dia is a perfect illustration of the sports paper's 

obligation to convey the feel of the action on the 

field, the sweat of the athlete, the softness of the wet 

grass, and the joy of scoring a goal, or winning a race. 

Live it, don't just tell it! 
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JAVIER RAMIREZ BAN ARES 

Sports papers have become 

industry pioneers and leaders 

in multiplatform presentation, 

and in hawking a wide range of 

services and merchandise to their 

deeply committed readers. In 

the process they have become 

extremely valuable franchises. 

In 1984, less than 30 years ago, 

a group of journalists bought the 

daily sports newspaper Marca 

from the Spanish government 

for the equivalent of 750,000 

Euros. Its circulation then stood 

at 90,000 daily copies. Six years 

ago, in 2007, Marca changed 

hands again for an estimated 800 

million Euros when Italy's Rizzoli 

Corriere della Sera acquired the 

Recoletos group in Spain. 

By then Marca had gone well 

beyond being just a sports 

newspaper. It had become a 

sports brand with an audience of 

32 million, including newspaper 

readers, visitors to the most 

heavily trafficked sports website 

in the Spanish language, a 

portfolio of specialist magazines, 

a radio and television operation, 

an events organizer and even a 

chain of themed cafes. 

Marca's case is not unique in the 

world. Major sports papers have 

pioneered in the development 

of broadly based brands which 

provide a wide range of editorial 

and non-editorial products and 

services. Gazzetta dello Sport in 

Italy, L'Equipe in France and As, 

Marca's main competitor in Spain, 

offer sports fans a multitude of 

products and services. 

The Italian and French papers 

organize and run the world's two 

most prestigious cycling races, 

the Giro d'ltalia and the Tour de 

France. Magazines, radio, TV, huge 

online operations, specialized 

news agencies, e-shops, book 

publishing, readers' clubs and 

even betting services are among 

the brand extensions that have 
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C H U S D E L R Í O 

It's real time, all the time for all journalists at Al Día. 

Any thought that the newspaper's online efforts are 

somehow secondary or supplementary to the print 

product, has been banished from the newsroom. 

Everyone on the staff recognizes that timeliness is 

critical in the world of sports news. 

The objectives are crystal clear: 24/7 multimedia 

updating of all sports, and immediate dissemination 

of breaking news. Major sports events are updated 

online minute-by-minute, in words and photos, with 

special emphasis on important football (soccer) 

games anywhere in the world. A rich menu of 

statistics and analysis complements coverage of 

events, encouraging debate and discussion among 

fans. 

The digital engagement is broad, stretching across 

the web and social media, with an emphasis on three 

key elements: real time coverage, aggressive use of 

self-produced videos, and massive use of statistics. 

Early results have been strongly positive. Al Día's 

audience in January 2013, the first month after its 

launch, was 89% higher than during the same period 

in 2011 when its predecessor was a declining mass 

market daily. Even more telling, the audience grew 

2 1 % in January 2013 over December 2012, the first 

month of Al Dia's new incarnation. 

cropped up in recent years. 

At the beginning, the newspapers 

were content to cater to their 

readers' insatiable appetite for 

sports information. But they soon 

found ways to repurpose their 

editorial resources far beyond 

print. Their pages provided an 

almost cost free marketing 

vehicle for this. The newsrooms 

began to produce content for 

other platforms: radio, TV, 

magazines and, of course, the 

Web. Today it is common for well 

known sports writers to appear 

on radio and TV networks and in 

programs produced by their own 

publishing houses. 

In February, record audiences followed the match 

between two of Costa Rica's most important football 

teams, Alajuelense and Saprissa, a rivalry similar to 

those between Real Madrid and Barcelona, or Milan 

and Inter. And when Oprah Winfrey interviewed 

cyclist Lance Armstrong, drawing a confession of 

doping, the audience spiked again, underscoring the 

internationalization of sports. 

With the approach of the 2014 World Cup and 2016 

Olympics, the Al Dia staff is already deeply involved 

in planning their coverage, and hoping Costa Rica will 

make it to the final football competition in Brazil. 

Looking down the road, Al Di'a is hoping to buy 

broadcast rights to major international sports events. 
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Text Box
Fonte: Innovations in newspapers: Worls report 2013, Londres, p. 44-51, 2013.




