Writing Headlines 
Writing Headlines 

The headline’s job is to lure the reader into the story. 

Styles 

This Is a Centered Head 

This Represents 

Flush Left 

Hammer Head 

Big on top, small on bottom 

This is a kicker, or overline 


Main head intended 

This is a wicket: 

The introductory approach, which may run several lines long and offer interesting facts--and even quotes, leads the readers naturally to the 

Main Title Here

This is a read-out head:
Get their attention here 

You can then expand on that in a longer deck, using just about as many words as you need to get a reader really interested. Some publications use the lead as a sort of deck, placed like this. 

This is a read-in head:

A phrase that leads readers 

to a word that captures the story’s 

Topic!

AVOID ALL-CAP HEADS 

You may have to rewrite your headline several times. 

Do’s and Don’t’s 

· use telegraphic style: all extra words are trimmed
· the articles a, an, and the are generally left out 
· write verbs in the present tense unless talking about a historic event
· use infinitives (such as to) for future events 
· the comma, the quotation mark, and the semicolon are common punctuation 
· use single quotes to save space 
· comma is used in place of and
· the period is only used for abbreviations such as U.S. 
· semicolon is used in place of a period 
· do not split headlines at infinitives, names, or with a preposition

for example: 
Smith to 




go abroad  




Jim Williams, Jane 




North win elections




Martin critical of 




America’s journalists 

· parts of the verb to be are also to be avoided 
· avoid repetition of words 
· “down style” - all letters except proper nouns and the first letter of the first word are lowercase 
· special vocabulary of shorts words such as panel, cuts, kin, blast, quits, named
· humor and play on words is welcomed and encouraged for soft news stories 
· use alliteration sparingly 
Checklist 
· Have I included an interesting, appropriate headline?

