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Assume ….  

 Concise 

 Informative 

 Relevant 

 Accurate 

 Fair 

 Taste, tone 



Cheaplines 
THE PRICE OF PUNS 



Price of puns 



Missing? 

► Adds 70 jobs 

► Part of “rapidly expanding fast-food 

mecca” 

► 10 other restaurants in walking 

distance 

► 100 people got free chicken for a year 

► Largest in Waco 

► New “green” restaurant  



Price of puns 



Missing? 



Price of puns 



What else are 

you conveying? 





Ewwwww 

mount 1 

  (mount)v. mount·ed, mount·ing, mounts 

v.tr.1. To climb or ascend: mount stairs. 

2. To place oneself upon; get up on: mou

nt a horse; mount a platform. 

3. To climb onto (a female) for copulation.

 Used of male animals. 

 



Is sports different? 



Do I hate 

all puns? 

For the most part, yes, 

because we do a horrible 

job with them.  

This one is amazing. Why? 



Borelines 

ZZZZZZZZZZZZ 

► No headline is going to make a boring story interesting. 

► If it’s not a massive package and you can’t get it in 10 
minutes, let it go or know there’s something wrong with the 
story. 

► Tell someone what the story is about. That’s your headline. 



Clear is not boring 

► Immediately clear should be #1  

(or Number 1 or No. 1) criteria 



You vote 

HEADLINE, CHEAPLINE OR BORELINE? 















The good stuff 
HEADLINES: BLENDING OLD, NEW, DIGITAL, PRINT 



The hideousness of it all 

 Search engine optimization: 
The process of adjusting the content, structure, et

c., of a website so that it will be displayed 

prominently  

by a search engine (Dictionary.com) 

 Social media optimization:  
In general, social media optimization refers to 

optimizing a website and its content in terms of 

sharing across social media and networking sites. 
(Wikipedia.com) 

 



Hey lady …. PRINT!!!!! 

We can claim we 

knew what headlines 

people liked in print, 

but did we really 

know? 

Digital analytics give 

us hard numbers; 

reader panels don’t 

disagree.  



 Boundaries are blurring between the 

roles of PR, social media, SEO and 

digital marketing.  

 Ethical editors know how to walk those 

lines and serve readers – 

without being boring or 

cheap. 

No matter the platform 



Six big rules 

 Rippen analyzed  

nearly 3,000  

successful headlines  

from BuzzFeed,  

ViralNova, Upworthy  

and Wimp. The key to 

success is a  

combination of art  

and science with the  

number one most  

important thing  

is knowing  

your readers.  

 



Six big rules 

 Pique curiosity while 

respecting intelligence and 

understanding interests. 

Knowing brand is critical. 

 



Six big rules 

 You and your: Don’t 

write for audience, 

write what they can 

share with their friends. 

16% of all viral 

headlines contained 

one of these pronouns 

 



Six big rules 

 Negatives: Negative superlatives have 63% higher 

click-through rate than positive. Or something 

unusual, unexpected – a twist. 

 



Six big rules 
 Sound human: Don’t go crazy, but add some 

emotion, trigger an emotion. 

 



Six big rules 

 Tell them what they’ll 

learn with active key 

words: How to, tips, why, 

best, great, meet, watch, 

see. 

 



Six big rules 

 Tell them how fast they’ll learn it. 

 In a roaring sea of 

information, we love, 

love, love, love 

predictability and  

finite information. 

 



Speaking  

of print …. 



New criteria? 

Old 

 Concise 

 Informative 

 Relevant 

 Accurate 

 Fair 

 Taste, tone 

 Entertains us 

 Old rules (no breaks) 

 

 



Old 

 Concise 

 Informative 

 Relevant 

 Accurate 

 Fair 

 Taste, tone 

 Entertains us 

 Old rules (no breaks) 

 

 

New criteria? 



Old 

 Concise 

 Informative 

 Relevant 

 Accurate 

 Fair 

 Taste, tone 

 Entertains us 

 Old rules (no breaks) 

 

 

New  

 Pique curiosity on higher 

level 

 Unusual, unexpected, 

twist 

 Connects with reader 

(uses you) 

 Triggers emotion 

 Tell them what they’ll 

learn 

 Give them finite number 

 

 

 

New criteria? 



 Concise 

 Informative 

 Relevant 

 Accurate 

 Fair 

 Taste, tone 

 

 Pique curiosity on higher level 

 Unusual, unexpected, twist 

 Connects with reader (uses 

you) 

 Triggers emotion 

 Tell them what they’ll learn 

 Give them finite number 

 

 

 

New criteria 

Old rules, digital research + me 

 Violate any 

ethical, 

sensitivity 

standards? 

 What are you 

NOT telling 

them? 

 Immediately clear  (Nick Jungman) 



You vote 

HEADLINE, CHEAPLINE OR BORELINE? 

 Pique curiosity on higher level 

 Unusual, unexpected, twist 

 Connects with reader (uses you) 

 Triggers emotion 

 Tell them what they’ll learn 

 Give them finite number 

 Violates any ethical, sensitivity standards? 

 What are you NOT telling them? 

 Immediately clear 
 

 



























“ 
” 

“We try to walk the fine line between 

setting up the story enough to be 

interesting, but not enough to give it 

all away. We don’t want to screw the 

audience by dishing out clickbait 

solely to create traffic.” 

BERT “BUBBA” ATKINSON,  
INDEPENDENT JOURNAL REVIEW’S EDITOR IN CHIEF 

DIGIDAY CALLS HIM “THE BIGGEST VIRAL PUBLISHER YOU’VE NEVER HEARD OF” 


