Gt R

S
f“vh
m

AHMEDABAD

Working Paper

W. P.:})D’



TYPLLOGY OF HEADLINES

By

-

)

W P No. 401
December 1981

T
The main objective of the working paper
gerles of the IIMA is to help faculty
members to test out their research
findings at the pre-publicaticn stage

INDIAN INSTITUTE UF MANAGEMENT
AHMEDABAD-380015
INDIA




TYPOLOQ{ Ot HRADLINES

P.M, Shingi

Literature on aavertising generally recommends that to be effective
a headline should a) be able to identify the prospects from the non—
prospects; b) contain a promise of revard; c) present ;n interesting ideas
d) be powerful enough to catch the attention of the readers; e) give 2 bricf
idee of the message; and f) comneet and coordinate illustration, copy text,
and other parts of the advertisements such as trade marks and slogans.

These characteristics are also regarded as the functions of the headline,

Headlines axe broadly clessified as direct, indirect, and a2 combination -
of both., Direct headlines present a complete message, perhaps at the risk
of making the text copy redundant., Indirect headlines, on thé-other hand,
heighten curicsity and tell only half the story, leading the reader to the
text copy. A sub-classification includes news headline, command headline,'
how-to headline, question neadline, and 2 testimoniallheadline. While such
a categorization refers to the structure and construction of the headline,
it unwittingly dodges the idea of building a theme-based typology of head-—

lines. Nor does it specify or explain how the content of a headline ecan

be planned, brepared, and positioned.

An attempt has been made here to systematically codify a set of
possible and workable themes wnder different types of headlines, to descxdbe
briefly the manner in which a theme can be presented, and to indicate

severel ways in which a headline can be positioned.



I) © Typolozy of Hecdlines

Different neanlines can be uscd to convey a variety of ildeas and compa~
tible headlines cen crposc with speed and accuracy many-sided communication
objectives, Thne typology presented here may appear to be unorthodox, but
is gpided by, and is adeptable to, the day-to-day business necds., Headlines
based on this typology can spplavd uwnigue contributions, declare corporate
strategies, admire completiocn of targets, promisc growth prospects, cducate
custcmers, throw challenges at competitors, promote coxporate idéntity,
nake announcements, offexr solutions, justify actiéns, indulge in fantasy

~and so on, They are based on questions such a8 a) what we offcxg b) what
we do or can do which others don't; ) whet we think; @) what others think
about us; o) what is our idemtity; £) what do we mean; &) what you can
expect from usy h) what you can doj i) what you are likely to gain; and

3) what has happened or what is likely or not likely to happen.

1. EBulogistic Hegdline

The eulogistic headline magnifies or symbolizes a fegbure or act of
the company which it regards as praiseworthy. Foriexample, a company may
want to highlight its record of full utilization of cepacity in spite of
various constraints, how did they help other companies, or how rewarding

" were the outcomes of the schemes sponsored, cor technology evolved by the
organization, It can alsc signify or imply attributes such as learning
attitude, originality, sensitiveness, foresight, stability, taste, traditionh,

market leadership, creativity, imagination, courtesy, service, knowing
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the consﬁmers, being committed, being first, etc. Occasionally, it may
also talk about the most discussed and successful operations of the company.
Bulogistic headlines ~an also describe successful product characteristics

such as by claiming to be the best product in the country for over = decade

o S0,

2. Declaratory Heazdline

it concentrates on the present and future plans and policies of the
company and declares its dedication to some aspects of the company's goals.
.This may be in texrms of initiating a particular action, improving past
performance, exercising greatexr control over its operations, exploiting
opportunities, putting into practice the company's ideals, etc. This type
of headline is usually positive, earnest, notable, specific, and exclusive,
For example, a naticnalized commercial bank can testify its resolution to

serve z particular segment of the population.

3 dccomnlis.iment Headline

The manufecturi g, scrvice, business, and govefnment organizations
generally accept time bound assignments. In an economy herd pressed for
capital and with bulging inflation, completion of projects within the
scheduled time can push down the cost factor. This type of headline can
talk about fulfillment of contract, execution of critical phases, conclusion
of schemes and programmes; despatch of export consignment, achievement of
targets, meeting desdlines, successfully attempting technological manoeuvers,

and outstanding sales or production,



4. Prospectus Headline

A firm may want tc highlight salient points like having a profitable
year, peaceful industrial rclations, installation of additional production
facilities, receipt of new industrial licences, recognition of the managerial
cadre, recasting the dealer network, a modernizmetion plan, etc., tc underline
and forecast its growth prospects, The puffy headline, in the form of anti-
cipation and hope, catalogucs promising growth. In a slightly different
fashion, a prospectus headline can also outline schemes and projectiohs
which are likely to materialize in the course of time. It makes reference

- %o objects or ideas of tomorrow.

5. Cognitive Headline

- & cognitive headline gives information to people. It educates readers
about the services and products available, their additional features, per—
formence statistics, comvany assets; number of branches and offices, discounts
offered, price s~dvantage, experiences and appreciation of other customers,
Judgements of cxperts, etc. It éostly serves to make people aware of
something useful and interesting., In doipg S0, i% may @lso specify some
fim or product characteristic, or even revezl a surpfising picce of stati-
stice like, "There are over 3,000,000 people alive today who have had

mcer . "

.6; Challenge Headline

Oxganizations confident sbout their objectively verified superior

performance can unhesitatingly make challenging statemcnts indicating
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that no other orpunizetion could achieve thet kind of performance, A company
cleiming nuwrbes one position, market leadership, or range of services that

no other company can <ffer are some cxasples of this type. The headline can
also throw challenges to rvaders or customers, Claims mede in the challenge

headlines, however, should be credible nnd undeniable,

T. Bhyiimic or Poetic Headline

Stylistic, melodicus, snappy, piquant, voecalic, and spicy exprcssions
>ften fom a pert of the headline., Such headlines introduce a theme in a
lighter style. The most commonly used sounds are: "hrmm,....Screcchiesess
Y00 N004uqeaBNB,sensOtasesohtUlusee WOOSHea0ee283N, 00asDalese e eWOW aanse
O0DS 00 asiSTOOVY 4 s e s s PUITTTICCTI0NM a0 e o IUTTAN L 00 ¢ sOUCH v 000 sS850
er.;er...;.sdb.....sniff.....gOSh....;bang.....zoom.--..and MEY enant'

These informal aond sketchy headlines, by and laxge, use a colloguial format,

Words involving puns, metzphors, simile, satire, etec., can also be used in

such headlines,

8. Homenclsture Headline

Sometimes headlines are composed of the names of the company, or pro—
aucté, brands, places, personalities, trademarks, emblems, etc., as pointers
of some attribute, Direct and guick exposure to nemes does help to attrac*l':
the attention of prospective customers. Besides serving as means of reco~
gnition, nomenclature headlines irvite reszders to the proaucts or o company.
A descriptive attribute goes as adjunct or accessory to the nomenclaturc.
Sometimes, an attribute can branch off into snother sentence quélifyixg the
product. An example of 2 hypothetical produét could be: "COOLPLACE - Not

an ordinary cold storage, It dces more than just cooling."
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Announcement Headline

Announcenent heedlines lupart informetion which is eithcer of rocent

- origin, for immediatc usc, applicable for limited span of time, roveasled for

‘the first time, or launching new cpportunities. Announcement headlines are
‘suiteble for cvents mexking the beginning of a new activity, inauguration of

special programmes, introduction of new products, opening of additicnal

;Pranches, shops, and stock points, commencement of assembly plants, starting

-of new routcs, initiation of new fashions or trends, embarking upon new
ventures, laying foundstion stones, acquisition of other enterprises, etc.

_These.headlines cen also be useful to announce temiration, stoppage, disso-

'nlution, expiry, conclusion, etc., on the one hand, and changes like change

of address, telephone numbers, etc,, on the other hand,

10. Solution Headline

Solution headlines indicate how to get more mileage out of the existing
levels of inputs éuch a8 money, time, cnergy, space, or lsbour, They provide
answers {v problems, defend or cut exﬁenditures, discover alternatives,
satisfy requirements, evolve appropriate technigues, trace out bottlenecks,
detect'deficiencies, unfold invesiment oppoftunit;es, offer a choice, ete.
The headline is presented in s manner as if it solves scmething for the

regder,

1. BRecommegndation Headline

Recommendation hcadline says what somebody else has to 'say zbout the
company, product, brand, cr an idea., It quotes verbatim the feelings of

the party giving the testimonial., It may meke reference to some evidence,
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facts, or certification, but basically it recommends the services of a compar
or product by erpressing o good opinbon, admiring the qualitative aspects,

appreciating the zervices, ete, It is perscriptiv: in nature,

12,  Ipstruction Headline

Instruction headlines may cover a wide range of shades and formels frc
a request to preaching =n ideal, It mry give dircction, guidance, orders,
¢tommends, coungel, suggestions, advice, notices, hints, semons, cues, pro~

positions, requisiticns, authorization, etc. Ndme.lly instruction headlines

can be very short and may be in the style of saying “do this.”

13, Inquiry Headline

Inguiry heedline poses a question and searches an answer. It may
call for an investigetion, scrutiny or review of ore's action sc as to lead
‘him to 2 perticular cxpectaticn., In doing so, it may raise a doubt, pose a
dilemma, point out an uncertainty, make reference to an ambiguity, give a
puzzle, etc. Though inguisitive in nature, it can alsu appear to test the
readers! swarencss sbout company perfommance by putting a question like

"Do you KNoW.. s

14, Prophetic Headlines

Besed on certain caleulaticns, the prophetic headline predicts the
events likely to take place. It lock inte future, anticipates ocutcomes,
forewarns, spells out the prospects, hopes for setting things right,

etc, . Occasionally, it may also indulge in fantasy.



- Compemorption Hezdline
Commemoration headline recounte and vejoices in what happened in the
'i)‘ast. A company, for example, may have been established 75 years ago, or
2y pay homege to its founder on o particular dsy. Such hendlines mark the

cccasion of anniverssries, jubilees, birthdays, and festivitics,

16, Philosophical Hesdline

Philosophical hcadline makes gz literary suggestion to reflect upon,
It gives a new idea, discards an old notion, conceives a thcoxy, pondcrs
over s view point, meditates on a thought, entertains a line of wisdom,
a.ttémpts to show a way, dcliberatos on a prefound proposition, extends an
alternate interprotation, enlightens through proverbial statements, or submits
for consideration a mat:ter of principle. "Think big," "think rare," "smzll
is beautiful,” "a stiteh in time definitely saves nine,” "roots lie in

planting," “listening can improve your visicn," are some of the examples,

17. Denigl Heodline

\Dénial headline refutes the charges made againgf‘any compahy, product,
brahd, services, or ideas. It opposes a certain point oi“ view, or weazkens
the arguments of competitors. A tractor manufacturer can plead that
tractorizetion does not lead to unemployment, A pesticide company can
contradict the accusation of health hazards caused to agricultural laboure:r-s.
& punp manufacturer may be interested in invalidating 'Ehe suppositions of
excessive usc of energy, while a fertilizer company mey went to demolish

the myth that it is the sole culprit behind enviromment pollution.



18, Conver Sat n Headline

" A e

Ldvertisements visualizing meetings, gatherings, lecturcs, receptions
or similar functions, interviews, ete., in the illustration give g pert of
the dialogue or conversation s headline, If, could be a claim, statement,
request, reference, question, cbservation, random utterznce, or cxpressiun
of feeling, Such héacllines strengthen the visusls invelving interacticn
situations such as a dealer talking to & customer, sales reproesentative
eXplaining somethlng to 2 farmer, a customcr shaxing his experience with
another, or a demonstrator with a product can meke profitable use of con—
versaticn headlines. Other examples would include communication acts
bétween a mother and child, teacher and student, leader and followers,

0fficial =2nd clients, and even two strangers,

‘I1)  Styles of Prescntation

There arc different ways of rresenting a theme in a headline, One is
to create susponse, another is t0 make it self-evident, Vague and fogey
headlines are not hecessarily aimless. They aim to pexplex the reader,
Mystical in appearance, these headlines conceal a Yaxt of the informaticn
Fhich is unveiled only in the covy text. Self-evident headlines, on the

other hand, act as o mnessenger,

Sometimes one cannot distinguish between a headline and 2 COPY «
The' first sentence of the copy text is pzesented in bold letters and is
tréatéd as headline, In this case, the headline and the copy are not

erated in space and provide continuitv.
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Now and then, the phrases appearing in o headline are repeated and
positicned right below the name of the company as company identification
label, An unconventional composition may even include moxe than cne full-
flodged, independently representative headlines in the same advertisement,
woven in such e fashion that the zdvertisement does not appuar crowded or
mutilated, Conversely, a headline ié deeomposed in small frogments and
sprezd across the full length of the advertisement., At times, only a scle—
ctive portion of the onc—sentence headline is printed in bold ietters to
- meke it appear as the main headline. One word or one~phrese headlines are
also not uncormon, A headline can also be fabricated by compiling three

or four unrelated phrases which are then elaborated in the copy text,

The headline cen be placed over or under an illustration or it can be
superimposed as a part of the illustrasticn, Standard ad\}ertisementspmfer
the headlines tu lead the text. As innovaticn an advertisement can have
its headline at the end of the text if it is of a relatively smaller size,
Figure 1 presents predominant styles of pesitioning the headline and other

ccmponents of an advertisement,

The size, length, composition, and positioning of the headlines are
also pressed in service to rout other competing headlines, Radiant, bright
and impressive headlines tend to attract attention of the readers, Predo-
ninently headline-criented advertisement can devote as much as 50 percent
- of its working space exclusively for the headline, Advertisements without

a heatline are algo not rare to find.
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