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INTRODUCTION
The given course work is devoted to the study of peculiarities of newspaper style.
Newspapers are indispensable elements in our everyday life and in the course of study at the university. It is interesting to discover some more of their typical and specific features.

The subject matter of the course work is to study authoritative British and American newspapers.
The problem under study lies on the cross of functional and practical stylistics. There is much material concerning traditional approach to the newspaper style. Nevertheless, modern treaties of this matter in foreign linguistics are less known to us. 
Thus, the actuality of this work lies in the necessity of discovery of foreign linguistics views on newspaper.

The object of the study is the language peculiarities of contemporary newspaper.
The aim is to investigate functional, linguistic and pragmatic peculiarities of modern English newspapers.
This aim requires the stage-by-stage solution of the following tasks:

· to define functional peculiarities of newspaper style;
· to study language peculiarities of news items;
· to analyze form, role, structure and message of headlines;
· to outline the role of the role of advertisements and announcements in newspaper;
· to present typical features of editorial.
The following methods were used in this course work. They are: analytical and semantic.
The findings presented in the paper referring to the practical and pragmatic aspect of arranging newspaper materials accounts for the novelty of the paper.
The material for the research is taken from Internet and other available linguistic literature; practical materials are taken from British and American newspapers.
The theoretical value of the paper is due to discovery new tendencies in organization of newspaper materials, new linguistic features of them.

The practical value is in that the new data and materials presented in the paper could be useful in course of teaching English at practical classes and  at the seminars on Stylistics.
The structure of the course work includes introduction, 2 chapters, conclusion, summary and bibliography.
Chapter I deals with the outline of general problems of stylistics, then functional stylistics. Here are also given general and specific features of newspaper.
Chapter II is devoted to the analysis of specific language features of news items, newspapers headlines, advertisements and announcements, editorial.
Conclusion deals with the achieved results of a given course work.

CHAPTER I. PROBLEMS OF FUNCTIONAL STYLES.
1.1. TASKS OF STYLISTICS. 
Stylistics, sometimes called, linguo - stylistics is a branch of general linguistics. It has now been more or less definitely outlined. It deals mainly with two interdependent tasks: a) the investigation of the inventory of special language media which by their ontological features secure the desirable effect of the utterance and b) certain types of texts (discourse) which due to the choice and arrangement of language means are distinguished by the pragmatic aspect of the communication. The two objectives of stylistics are clearly discernible as two separate fields of investigation. The inventory of special language media can be analysed and their ontological features revealed if presented in a system in which the co-relation between the media becomes evident]. The types of texts can be analysed if their linguistic components are presented in their interaction, thus revealing the unbreakable unity and transparency of constructions of a given type. The types of texts that are distinguished by the pragmatic aspect-of the communication are called functional styles of  language (FS); the special media of language which secure the desirable effect of the utterance are called stylistic devices (SD) and exp r e s s i v e means (EM).
The first field of investigation, i.e. SDs and EMs, necessarily touches upon such general language problems as the aesthetic function of language, synonymous ways of rendering one and the same idea, emotional colouring in language, the interrelation between language and thought, the individual manner of an author in making use of language and a number of other issues.
The second field, i.e. functional styles, cannot avoid discussion of such most general linguistic issues as oral and written varieties of language, the notion of the literary (standard) language, the constituents of texts larger than the sentence, the generative aspect of literary texts, and some others.
In dealing with the -objectives of stylistics, certain pronouncements of adjacent disciplines such as theory of information, literature, psychology, logic and to some extent statistics must be touched upon.
This is indispensable; for nowadays no science is entirely isolated from other domains of human knowledge; and linguistics, particularly its branch stylistics, cannot avoid references to the above mentioned disciplines because it is confronted with certain overlapping issues.
The branching off of stylistics in language science was indirectly the result of a long-established tendency of grammarians to confine their investigations to sentences, clauses and word-combinations which are "well-formed", to use a dubious term, neglecting anything that did not fall under the recognized and received standards. This tendency became particularly strong in what is called descriptive linguistics. The generative grammars, which appeared as a reaction against descriptive linguistics, have confirmed that the task of any grammar is to limit the scope of investigation of language data to sentences which are considered well-formed. Everything that fails to meet this requirement should be excluded from linguistics1.
But language studies cannot avoid subjecting to observation any language data whatever, so where grammar refuses to tread stylistics steps in. Stylistics has acquired its own status with its own inventory of tools (SDs and EMs), with its own object of investigation and with its own methods of research.
1.2. FUNCTIONAL STYLES OF THE ENGLISH LANGUAGE.
We have already mentioned the problem of what is known as functional styles (FS) of language, but only to show that FSs should be distinguished from varieties of language. The main difference, be it remembered, is that the written and oral varieties of language are merely forms of communication which depend on the situation in which the communication is maintained, i.e. on the presence or absence of an interlocutor, whereas FSs are patterns of the written variety of
language calculated to secure the desired purport of the communication. Each functional style of the literary language makes use of language means the interrelation of which is peculiar to the given FS. It is the coordination of language media and SDs which shapes the distinctive features of each style, and not the separate language media or the SDs themselves. Each FS, however, can be recognized by one or more leading, especially conspicuous features. For instance, the use of special terminology is a lexical characteristic of the FS of scientific prose, and one by which it can easily be recognized. The address "Dear sirs" will be a signal to refer the message to the FS of official documents.
However, since any FS presents a system in which various features are interwoven in a particular manner, one group of language means, a leading feature though it may be, will not suffice to determine the FSs
Now we are in. a position to give a more exact definition of a functional style.
An FS is a patterned variety of literary text characterized by the greater or lesser typification of its constituents, supra-phrasal units (SPU), in which the choice and arrangement of interdependent and interwoven language media are calculated to secure the purport of the communication.
Each FS is a relatively stable system at the given stage in the development of the literary language, but it changes, and sometimes considerably, from one period to another. Therefore functional style of language is a historical category. There are many instances to prove this. Thus, the FS of emotive prose actually began to function as an independent style after the second half of the 16th century; the newspaper style budded off from the publicistic style; the oratorical style has undergone considerable fundamental changes, and so with other FSs. The development of each style is predetermined by the changes in the norms of Standard English1.
It is also greatly influenced by changing social conditions, the progress of science and the development of cultural life in the country. For instance, the emotive elements of language were abundantly used in scientific prose in the 18th century. This is explained by the fact that scientists in many fields used the emotional language instead of one more logically precise and convincing, because they lacked the scientific data obtainable only by deep, prolonged research. With the development of science and the accumulation of scientific data, emotive elements gave way to convincing arguments and "stubborn" facts.
The English literary language has evolved a number of FSs easily distinguishable one from another. They are not homogeneous and fall into several variants all having some central point of resemblance, or better to say, all integrated by the invariant—i.e. the abstract ideal system.
We shall now consider each of the FSs in its most characteristic features.
1.3. HISTORY OF NEWSPAPER STYLE.
Newspaper style was the last of all the styles of written literary English to be recognized as a specific form of writing standing apart from other forms.
English newspaper writing dates from the 17th century. At the close of the 16th century short news pamphlets began to appear. Any such publication either presented news from only one source or dealt with one specific subject. Note the titles of some of the earliest news pamphlets: "Newe newes, containing a short rehearsal of Stukely's and Morice's Rebellion" (1579), "Newes from Spain and Holland" (1593), "Wonderful and strange newes out of Suffolke and Essex, where it rayned wheat the space of six or seven miles" (1583). News pamphlets appeared only from time to time and cannot be classed as newspapers, though they were unquestionably the immediate forerunners of the British press.
The first of any regular series of English newspapers was the Weekly News which first appeared on May 23, 1622. If lasted for some twenty years till in 1641 it ceased publication. The 17th century saw the rise of a number of other news sheets which, with varying success, struggled on in the teeth of discouragement and restrictions imposed by the Crown. With the introduction of a strict licensing system many such sheets were suppressed, and the Government, in its turn, set before the public a paper of its own—The London Gazette, first published on February 5, 1666. The paper was a semi-weekly and carried official information, royal decrees, news from abroad, and advertisements.

The first English daily newspaper—the Daily Courant— was brought out on March 11, 1702. The paper carried news, largely foreign, and no comment, the latter being against the principles of the publisher, as was stated in the first issue of his paper. Thus the early English newspaper was principally a vehicle of information. Commentary as a regular feature found its way into the newspapers later. But as far back as the middle of the 18th century the British newspaper was very much like what it is today, carrying on its pages news, both foreign and domestic, advertisements, announcements and articles containing comments.
The rise of the American newspaper, which was brought onto American soil by British settlers, dates back to the late 17th, early 18th centuries.
It took the English newspaper more than a century to establish a style and a standard of its own. And it is only by the 19th century that newspaper English may be said to have developed into a system of language media, forming a separate functional style.
Some differences between the journalistic practices in early newspapers and those of modern newspapers include:

Early newspapers included many brief, 2-3 sentence articles; therefore, your search may retrieve many articles with little substantial content.
Earlier newspapers seldom include the full length articles typical of modern newspapers; therefore, brief articles may be the only type you find on your topic.
Be prepared to find a mix of editorial commentary and factual news in the same article. Early newspapers did not follow the modern practice of trying to clearly separate opinion, analysis, and factual reporting.
Be aware of various differences in language between the 19th century and today. Terms used in the past do not always have the same meaning currently; in some cases, usage has become archaic or obsolete. For example: transient, consumption, hornswoggle, Yanks.
These newspapers reflect the attitudes, beliefs, and perspectives of the times, and may stereotype individuals and groups or use terms that are now considered derogatory and offensive. For example: mammy, colored, Huns, savages.
The specific conditions of newspaper publication, the restrictions of time and space, have left an indelible mark on newspaper English. For more than a century writers and linguists have been vigorously attacking "the slipshod construction and the vulgar vocabulary" of newspaper English. The very term newspaper English carried a shade of disparagement. Yet, for all the defects of newspaper English, serious though they may be, this form of the English literary language cannot be reduced — as some purists have claimed — merely to careless slovenly writing or to a distorted literary English. This is one of the forms of the English literary language characterized— as any other style — by a definite communicative aim and its own system of language means1.
Not all the printed matter found in newspapers comes under newspaper style. The modern newspaper carries material of an extremely diverse character. On the pages of a newspaper one finds not only news and comment on it, press reports and articles, advertisements and announcements, but also stories and poems, crossword puzzles, chess problems and the like. Since the latter serve the purpose of entertaining the reader, they cannot be considered specimens of newspaper style. It is newspaper printed matter that performs the function of informing the reader and providing him with an evaluation of the information published that can be regarded as belonging to newspaper style.

Thus, English newspaper style may be defined as a system of interrelated lexical, phraseological and grammatical means which is perceived by the community as a separate linguistic unity that serves the purpose of informing and instructing the reader.
Information and evaluation co-exist in the modern English newspaper, and it is only in terms of diachrony that the function of information can claim priority. In fact, all kinds of newspaper writing are to a greater or lesser degree both informative and evaluative. But, of course, it is obvious that in most of the basic newspaper "genres" one of the two functions prevails; thus, for example, news of all kinds is essentially informative, whereas the editorial is basically evaluative.
Information in the English newspaper is conveyed, in the first place, through the medium of:
1) brief news items,
2) press reports (parliamentary, of court proceedings, etc.),
3) articles purely informational in character,
4) advertisements and announcements.
The newspaper also seeks to influence public opinion on political and other matters. Elements of appraisal may be observed in the very selection and way of presentation of news, in the use of specific vocabulary, such as allege and claim, casting some doubt on the facts reported, and syntactic constructions indicating a lack of assurance on the part of the reporter as to the correctness of the facts reported or his desire to avoid responsibility (for example, 'Mr. X was said to have opposed the proposal'; 'Mr. X was quoted assaying../). The headlines of news items, apart from giving information about the subject-matter, also carry a considerable amount of appraisal (the size and arrangement of the headline, the use of emotionally coloured words and elements of emotive syntax), thus indicating the interpretation of the facts in the news item that follows. But, of course, the principal vehicle of interpretation and appraisal the newspaper article, and the editorial in particular. Editorials (leading articles or leaders) are characterized by a subjective handling of facts, political or otherwise. They have much in common with classical specimens of publicistic writing and are often looked upon as such. However, newspaper evaluative writing unmistakably bears the stamp of newspaper style. Thus, it seems natural to regard newspaper articles, editorials included, as coming within the system of English newspaper style. But it should be noted that while editorials and other articles in opinion columns are predominantly evaluative, newspaper feature articles, as a rule, carry a considerable amount of information, and the ratio of the informative and the evaluative varies substantially from article to article1.
CHAPTER II. LINGUISTIC FEATURES OF NEWSPAPER MATERIALS
2.1. LANGUAGE PECULIARITIES OF NEWS ITEMS.
The principal function of a news i t e т is to inform the reader. It states facts without giving explicit comments, and whatever evaluation there is in news paragraphs is for the most part implicit and as a rule unemotional. News items are essentially matter-of-fact, and stereotyped forms of expression prevail. As an invariant, the language of brief news items is stylistically neutral, which seems to be in keeping with the allegedly neutral and unbiased nature of newspaper reporting; in practice, however, departures from this principle of stylistic neutrality (especially in the so-called "mass papers") are quite common.
What makes news?
The Age is only able to print a certain amount of news stories each day. So, what is newsworthy? The Age needs to consider what stories will make news and what types of stories their readers will be interested in. Stories may be selected for the following reasons:
· Readers have already demonstrated an interest in this type of story.
· The story reflects on the type of society we live in.
· The story is unusual.
· Prominent and important people are affected.
· Large numbers of people are involved.
· There are obvious consequences for readers; maybe the consequences will be seen in the future.
· It touches an emotional chord.
· Above all, it is information that is new and relevant to readers.
What is a news article?
The Age front page contains news stories. The primary purpose of a news article is to present the important events to the community in an accessible, matter-of-fact way. They are intended to be objective reports, avoiding the journalist's opinion. A news article can deal with matters of grave importance or lighter issues but in either case, must spell out the impact of the news on people's lives. News tries to be timely and immediate - nothing dates as quickly as old news. There are two types of news stories you may find on the front page. The 'hard' news report format tries to deal with facts, often in order - the who, what, where, when, why and how of the event, although increasingly 'human interest' news is used. This style of writing focuses on individuals, aiming to be entertaining or striking an emotional response in readers. This 'soft' news report may focus on individuals involved in an event or an aspect more focused on the 'human interest' side of a story. For example, a 'hard' news story reporting a rise in school tuckshop prices would report key information such as the amount of the price rise, the reasons for a price rise, etc. A 'soft' news story may interview two people and explore the impact of the price rise on them1.
How important is the front page?
For some readers, the decision on whether to read The Age will depend on the appeal of the front page. A lead article is the one that heads the front page and will be seen by most readers.
How are stories written?
The starting point for any news story is research -finding out facts, asking questions, cross- checking information. Then the journalist must sieve the information, search for key points and rank them in order of importance. The journalist will aim for clarity and conciseness - a story must fit a confined space and provide the reader with key information in one reading.

What is the aim of a story/article?
The newspaper has broader aims than communicating facts and details. The Age front page aims to generate discussion. More and more, television and radio have been able to present news as it breaks, through news updates and round the clock news bulletins. Newspapers have adapted to this change by reporting the news in greater depth, putting it in a broader context, explaining the significance of an event, providing background, making judgements. So, stories have changed from reporting facts to interpretation of facts, provoking discussion and public debate.
It goes without saying that the bulk of the vocabulary used in newspaper writing is neutral and common literary. But apart from this, newspaper style has its specific vocabulary features and is characterized by an extensive use of:
1) Special political and economic terms, e. g., constitution, president, apartheid, by-election, General Assembly., gross output, per ca pita production.
E.g. Inventory control improves special risks and possible new protection for tech investors; recalculating the current account deficit. 
(The Guardian, July 11, 2002) 
Anti-dumping reform: Congress should not tie the President hand.
                                                                     (The Times, June 13, 2003)
2) One of the main features of news articles is the presence of geographical and proper names. The correspondent to the task of 5 «W»: Where, When, Who, What, Why.
Geographical names are usually included in the first paragraph. Thus the reader can guess where the action takes place.
e.g. Brazil economy seems immune to turmoil in Latin America. Investors are banking on it leading the region to a more prosperous future.
                                                                                  (Global Finance, May 23, 2004)
In the given extract from the first paragraph we can see the name of the country (Brazil) and what is more it is geographical location (Latin America). The reader comes at once aware of the region of world concerned.

Sometimes proper name goes together with the geographical name. Thus the reader is informed of the name leader of the particular country.

e.g. President Mugabe is said to be planning secretly his escape route of Zimbabwe after his private polling predicated he could be defeated in next month elections.
                                                                                        (The Times, June 13, 2003)
2.2. LANGUAGE PECULIARITIES OF ADVERTISEMENTS AND ANNOUNCEMENTS.
Advertisements made their way into the British press at an early stage of its development, i.e. in the mid-I7th century. So they are almost as old as newspapers themselves.
How are advertisements arranged in the newspaper?
Advertisements are the first to be organized onto the pages of a newspaper, followed by news stories. Once advertising is allocated, the Editors know how much space they can allocate to the stories. You will never see an advertisement placed at the top of a news page. There is only one position for an advertisement on the front page of The Age. The bottom right-hand corner is the most prominent and most expensive position for an advertisement. This advertisement is always in colour - which costs more1.
Let us discuss why newspaper print advertisement.
The media depends on advertising for its revenue. For newspapers like The Age, advertising can comprise over 80% of the revenue. However, few newspapers are sold because people want to read the advertising. Rather, readers are attracted to the newspaper because of its content. Companies place advertisements if the readers form part of the target market - the people their products or services are aimed towards.
The relationship between recruitment advertisement variables and applicant response rate was investigated. Three hundred and fifty companies were surveyed about applicant responses to their classified advertisements. One hundred and thirty-three surveys were completed and sent back for a return rate of 38%. The results of this study indicate that advertisements which include variables to enhance the physical features of the advertisement: such as white space, size, border, and graphics—are positively related to the quantity of an applicant pool.

The principal function of advertisements and announcement is, like that of brief news, is to inform the reader. There are two basic types of advertisements and announcements in the modern English newspaper: classified and non-classified2.
In classified advertisements and announcements" various kinds of information are arranged according to subject-matter into sections, each bearing an appropriate name. In The Times, for example, the reader never fails to find several hundred advertisements and announcements classified into groups, such as BIRTHS, MARRIAGES, DEATHS, IN MEMORI-AM, BUSINESS OFFERS, PERSONAL, etc) This classified arrangement has resulted in a number of stereotyped patterns regularly employed in newspaper advertising. Note one of the accepted patterns of classified advertisements and announcements in The Times /BIRTHS CULHANE.- On November 1st, at St. Bartholomew's Hospital, to BARBARA and JOHN CULHANE - - a son.
All announcements in the 'Birth' section are built on exactly the same elliptical pattern. This tendency to eliminate from the sentence all elements that can be done without is a pronounced one in advertisement and announcement writing. The elliptic sentence structure has no stylistic function; it is purely technical—to economize space, expensive in what newspaper men call the "advertising hole." Though, of course, having become a common practice, this peculiar brevity of expression is a stylistic feature of advertisements and announcements which may take a variety of forms, for example:
TRAINED NURSE with child 2 years seeks post London preferred. - Write Box С 658, The Times, E.G. 4.

Here the absence of all articles and some punctuation marks makes the statement telegram-like. Sentences which are grammatically complete also tend to be short and compact..
The vocabulary of classified advertisements and announcements is on the whole essentially neutral with here and there a sprinkling of emotionally coloured words or phrases used to attract the reader's attention. Naturally, it is advertisements and announcements in the PERSONAL section that are sometimes characterized by emotional colouring, for example:
ROBUST, friendly student, not entirety unintelligent, seeks Christmas vacation job. No wife, will travel, walk, ride or drive and undertake any domestic, agricultural or industrial activity. Will bidders for this curiously normal chap please write Box C. 552, The Times, E.G. 4.
Emotional colouring is generally moderate, though editors seem to place no restrictions on it. See the following announcement in the PERSONAL section of The Times:
Alleluia! I'm a mum.
(A jocular modification of the chorus of the well-known American song
"Alleluia, I'm a bum". A young woman is stating that she has become a mother.)
As for the non-classified advertisements and announcements, the variety of language form and subject-matter is so great that hardly any essential
features common to all may be pointed out. The reader's attention is attracted by every possible means: typographical, graphical and stylistic, both lexical and syntactical. Here there is no call for brevity, as the advertiser may buy as much space as he chooses.)
The following are the initial lines of a full-page advertisement of Barclays Bank carried by an issue of The Guardian; WHAT WE WANT
A bank's business is with other people's money, so we want people whose integrity is beyond question. Money is a very personal business, so we want people who like people. Banking is work that calls for accuracy, so we want people who can work accurately. Our staff has to have integrity, personality, accuracy; we want them to have imagination too.
2.3. LANGUAGE PECULIARITIES OF THE HEADLINES
The headline (the title given to a news item or an article) is a dependent form of newspaper writing. It is in fact a part of a larger whole. The specific functional and linguistic traits of the headline provide sufficient ground for isolating and analysing it as a specific "genre" of journalism. The main function of the headline is to inform the reader briefly what the text that follows is about. But apart from this, headlines often contain elements of appraisal, i.e. they show the reporter's or the paper's attitude to the facts reported or commented on, thus also performing the function of instructing the reader, English headlines are short and catching, they "compact the gist of news stories into a few eye-snaring words. A skillfully turned out headline tells a story, or enough of it, to arouse or satisfy the reader's curiosity." In some English and American newspapers sensational headlines are quite common1.
Let us discuss why newspaper use headlines
Newspapers rely on headlines and photographs to provide readers with quick and easy access to the different news stories. Imagine for a moment the look of a page with solid print. How would our eye be caught by a story? How could the page be broken up? How could the content and importance of the stories be indicated? Remember that few readers are reading all the stories, rather selecting those stories of appeal or interest. Look at any page of a newspaper and you will see that the more important reports get bigger headlines. Even the typeface can indicate something of the story (whether it's serious or humorous).

The next problem is the impact of headline
The headline has to 'sell' the story. It does this by communicating the essence of
the message. It can shock or seduce, or offer a suggestion of mystery. How inclined you are to begin reading a story headlined 'Football star resigns' will depend upon how interested you are in football, but it's certainly intriguing. If the story were headlined 'Smith resigns', the critical detail in the story would be revealed.
It is interesting to guess who writes
Headlines need to suggest the implied importance of the story, arouse some interest and suggest the content. The headlines are written by subeditors, who check the story and fit the story to a confined space before writing the headline. Many subeditors say that writing a good headline is the most difficult part of their job. Often a good story has been passed over by readers simply because the headline has failed its primary task.

An easy way to remember the functions of the headline is through the acronym HEADS:
H - Heralds the day's news; tells what is of importance. 
E - Entices the reader with essential or interesting facts.
A - Advertises the most important story by size or placement on the page (the most important stories are displayed at the top of the page).

D - Dresses up a page with typography; helps male design attractive.

S - Summarises the story with a "super" lead; tells what the story is about.

The Beginning
You have just delivered a story to your associate editor that is arguably the best you have ever written.
However, the story might vanish into obscurity on any newspaper page if the accompanying headline does not entice or inform the reader.

Well-written headlines grab the reader's attention, convey clear, concise thoughts, and dress up the publication. Poorly written headlines can mislead, confuse, and even embarrass the newspaper staff. Headlines must be free of libellous statements and must not contain violations of security, accuracy, policy, and propriety.

A reader often decides whether to read a story based on what the headline says. A headline tempts the reader to dig into the story. To do this, you, as a headline writer, must have a sense of what will attract the reader. You must have a broad

vocabulary and enough versatility to say the same thing several ways to make sure the headline will fit the space allotted for it on the page.

You can display headlines in several ways. For style variation, your headlines can beset in all-caps, caps and lowercase or downstyle. These methods are covered in the following text.
1) ALL-CAPS HEADS
The all-capital letter headline style is almost extinct. All-caps heads, while they are easier to write than others, are the most difficult to read To test this premise, read the following paragraph:
AS THIS PARAGRAPH DEMONSTRATES, THE ALL-CAPITAL SETTING IS NEITHER EFFICIENT FOR THE READER, NOR PLEASING TO THE EYE. WILLIAM RANDOLPH HEARST USED TO HAVE KEY GRAPHS IN HIS EDITORIALS SET ALL-CAPS. INSTEAD OF MAKING THE POINT EMPHATICALLY, AS HE INTENDED, SUCH SETTING ACTUALLY CUT DOWN THE READERSHIP AND ITS IMPACT.

Even the most patient, attentive and skilled reader will be blinded by the onslaught of all those capital letters. By the way, did you spot the typo?

2) CAPS AND LOWERCASE HEADS
A widely used headline style is the uppercase and lowercase head In this headline style, all words, other than articles, conjunctions, and prepositions of fewer than four (and sometimes five) letters, are set with the first letter in caps and the others in lowercase.
3) DOWN-STYLE HEADS
The down-style head usage has increased in popularity in recent years. In down-style heads, the first letter of the first word - and the first letter of any proper noun -is set as a cap, and all other letters are lowercase. Down-style is presented in the way persons are taught to read and write. The style is visually attractive and enhances the readability of the line. By design, it lacks the numerous capital letters in a headline, which serve as "eye stoppers".
Journalists distinguish the following HEADLINE FORMS
1) BANNERHEAD
Vajpayee says no talks with Pak until terror export stops
The banner head is set the frill-page width at the top of a news page to draw attention to the lead story or that particular page. If you run a banner head above
the flag or nameplate, it is called a skyline. A streamer applies to the widest and biggest multi-column head on a page, regardless of whether it is the full width.
2) CROSSLINE HEAD
Vajpayee says Pak should stop terror export
The crossline head is very similar to a banner headline. Although it does not always span the full width of the page, it does cover all the columns of the story to which it pertains.
3) FLUSH LEFT HEAD No talks till Pak stops terror export: Vajpayee
The flush left head is a two- or three-line head with each line set flush left. The lines do not have to be equal in width or set full. The white space at the right is considered enhancing, because it allows "air" into the otherwise stuffy column spaces. Flush left is the most commonly used head today.
4) SIDE HEAD
India's warning to Pakistan -   The side head is a headline form that runs alongside a story. It is normally three or four lines and looks best when set flush right. A side head is usually placed slightly above the centre of the story.
5) KICKER
Musharaff plays the old tune again
Vajpayee says no talks with Pak until terror export stops
The kicker opens the area on a page where the headline is located. It can be used to introduce a feature article with a line above the main head
The following are some basic rules for you to follow when writing kickers:
· Extract kicker information from the bridge or the body of the story.
· Do not repeat words in the kicker and main head. Interpretation of the main
             head should not depend on information in the kicker.
· Make the kicker 1/2 the point size of the main head. For example, a 36-oint
             main head will have an 18-point kicker.

· Set the kicker 1/3 to 1/2 the width of the main head. For example, a three-
             column main head requires a one-column to 1 1/2-column kicker.

· Alternate type postures to give the head the proper emphasis. For instance,
             a Roman style main head requires an italic kicker and vice versa.

· Indent the main head two counts under the kicker, to add white space.

•   Always underline the kicker.
There are different variants of headlines
There are countless variations of headline styles, all of which are viewed in terms of their visual impact when used with basic headline styles. Some of these variants are explained in the following text.
1) STANDINGHEAD
The standing head is essentially a label used for regular or recurring content, such as sports and film review columns. It does not change from issue to issue.

2) JUMP HEAD
The jump head is designed to help the reader find a portion of a story continued from another page. The jump head uses one or two key words from the headline that introduced the story. It is set flush left followed by the words "Continued from Page ##," usually set in boldface body type (it also can be set in italic).

HEADLINE WRITING SKILLS
Headline writing requires skill and concentration. Your headline must give the essence of the story. While explaining the story accurately, your headline also must fit into a limited space.
Some copy editors approach headline writing by looking for a key word or two that expresses the high point of the story. Then they add other words until they have a headline. Other copy editors begin by forming a sentence that contains the essential elements of the story. Then they edit out excess words (adverbs, adjectives, articles, and so forth) and minor details until all that is left is a well-tailored headline that tells the story essentials.
Headlines are written in telegraphic English, a term coined because they closely resemble the wording found in most telegrams. While the consideration in telegrams is mostly monetary, the economical consideration of headlines is space.
Therefore, headlines usually contain as the "bare bones" of language - a subject and verb. Other strong uses of telegraphic English might include subject-predicate or subject-verb-object constructions.
A straight news headline is written for a straight news story and a feature headline for a feature story. If the story is a colourful account of some event or trip, the headline should be colourful. If the story is a romantic or dramatic account of an event, the headline should follow form. If it is a human-interest story with an element of pathos, the headline should not be humorous. If the story is humorous, the headline should not be pathetic1.
2.4. LANGUAGE PECULIARITIES OF EDITORIAL
The function of the editorial is to influence the reader by giving an interpretation of certain facts. Editorials comment on the political and other events of the day. Their purpose is to give the editor's opinion and interpretation of the news published and suggests to the reader that it is the correct one. Like any evaluative writing, editorials appeal not only to the reader's mind but to his feelings as well. Hence the use of emotionally coloured language elements, both lexical and structural1. Here are examples:
"The long-suffering British housewife needs a bottomless purse to cope with this scale of inflation." (Daily Mirror)
"But since they came into power the trend has been up, uptup and the pace seems to be accelerating." (Daily Mail),
In addition to vocabulary typical of brief news items, writers of editorials make an extensive use of emotionally coloured vocabulary. Alongside political words and expressions, terms, cliches and abbreviations one can find colloquial words and expressions, slang, and professionalisms. The language of editorial articles is characterized by a combination of different strata of vocabulary, which enhances the emotional effect, for example:
FAT GIFTS FOR SOME
THE TOPMOST boss of the giant Bank Organisation, Sir John Davis, has sacked the lesser boss Mr. Graham Dowson, who gets £ 150,000 from the company's till as "compensation" for loss of office.
Were there screams of agony in the capitalist press or from the Tories about the size of this golden handshake? There were not.
Fat gifts are the usual thing when big bosses go. The bigger and richer they are," the fatter the cheques. (Morning Star)
THATCHER
MRS. THATCHER has now arrived back from her American jamboree proudly boasting that she is now "totally established as a political leader in the international sphere."
This simply goes to^show that the** fawning American audiences drawn from the top drawer of US capitalist society to whom she spoke will buy any farrago of trite and pious platitudes.
When she arrived back brimming over with her new-found international fame, she regaled us all once again with her views on equality and the opportunity to be unequal. One thing is certain. The capitalist system for which she stands can never be accused of denying the majority of the British people of this opportunity to be unequal. (Morning Star).
LOCAL BLOODSUCKERS
Local Government was once dull. But looming for ratepayers this spring are rate increases of an average of 25 per cent, outside London and above 60 per cent, within it. These follow last year's stratospheric increases. Alas, if rapacious demands of this kind can emerge from them, what goes on in Britain's town halls cannot be so tedious. Chaotic, frightening, scandalous, yes; dull, no. ... (The Daily Telegraph)
The above quoted examples from English newspaper editorials abound in emotionally coloured vocabulary units. Along with neutral and literary (common and special) vocabulary one can find words used with emotive colouring: topmost, giant, screams (of agony) (1), fawning, pious, platitudes (2), scandalous, frightening, rapacious, alas (3); colloquial vocabulary units: to sack, fat (1), jamboree (2); slang: to buy (in the sense of 'accept') (2); and instances of linguistic imagery: this golden handshake (1), the top drawer of US capitalist society (2), stratospheric increases (3), etc. All these lexical means are highly emotive and thoroughly evaluative.
Emotional colouring in editorial articles is achieved with the help of various stylistic devices, both lexical and syntactical, the use of which is largely traditional. Editorials abound in trite stylistic means, especially metaphors and epithets, e.g. international climate, a price explosion, a price spiral, a spectacular sight, an outrageous act, brutalrule, an astounding statement, crazy policies. Traditional periphrases are also very common in newspaper editorials, such as Wall Street {American financial circles), Downing Street (the British Government), Fleet Street (the London press), the Great Powers (the five or six biggest and strongest states), the third world (states other than socialist or
capitalist), and so on.
Most trite stylistic means commonly used in the newspaper have become cliches.
But genuine stylistic means are also sometimes used, which helps the writer of the editorial to bring his idea home to the reader through the associations that genuine imagery arouses. Iractically any stylistic device may be found in editorial writing, and when aptly used, such devices prove to be a powerful means of appraisal, of expressing a personal attitude to the matter in hand, of exercising the necessary emotional effect on the reader. Note the following example:
"That this huge slice of industry should become a battleground in which public cash is used as a whip with which to lash workers is a scandal. ...
Yet it is the workers who are being served up as the lambs for sacrifice, and it is public money that is used to stoke the fires of the sacrificial pyre.'1 (Morning Star)
The stylistic effect of these sustained similes is essentially satirical. A similar effect is frequently achieved by the use of metaphor, irony, the breaking-up of set expressions, the stylistic use of word-building, by using allusions, etc. Two types- of allusions can be distinguished in newspaper article writing: a. allusions to political and other facts of the day which are indispensable and have no stylistic value, and b. historical, literary and biblical allusions which are often used to create a specific stylistic effect, largely—satirical. The emotional force of expression in the editorial is often enhanced by the use of various syntactical stylistic devices. Some editorials abound in parallel constructions, various types of repetition, rhetorical questions and other syntactical stylistic means.
Yet, the role of expressive language means and stylistic devices in the editorial should not be over-estimated. They stand out against the essentially neutral background. And whatever stylistic devices one comes across in editorials, they are for the most part trite. Broadly speaking, tradition reigns supreme in the language of the newspaper. Original forms of expression and fresh genuine stylistic means are comparatively rare in newspaper articles, editorials included.
However, although all editorials, as a specific genre of newspaper writing, have common distinguishing features, the editorials in different papers vary in degree of emotional colouring and stylistic originality of expression. While these qualities are typical enough of the "popular" newspapers (those with large circulations), such as. the Daily Mirror and the Daily Mail, the so-called "quality papers", as The Times and The Guardian, make rather a sparing use of the expressive and stylistic means of the language. Whatever stylistic "gems" one may encounter in the newspaper, they cannot obscure the essentially traditional mode of expression characteristic of newspaper English.
CONCLUSION
The newspapers played a great role in our life. The newspapers vary greatly in their ways of presenting the news. There are serious papers for those who want to wants about important happenings everywhere, both domestic news and foreign news. There are popular newspapers for" those who prefer entertainment to information. There are newspapers whose pages are largely filled with news sport and with stories of film stars or accounts of crime and of law-court trials.

The word s t у I e is derived from the Latin word 'stilus' which meant a short stick sharp at one end and flat at the other used by the Romans for writing on wax tablets. Now the word 'style' is used in so many senses that it has become a breeding ground for ambiguity. The word is applied to the teaching of how to write a composition (see below); it is also used to reveal the correspondence between thought and expression; it frequently denotes an individual manner of making use of language; it sometimes refers to more general, abstract notions thus inevitably becoming vague and obscure, as, for example, "Style is the man himself (Buffon), "Style is depth" (Darbyshire); "Style is deviations" (Enkvist); "Style is choice", and the like.

Newspaper style was the last of all the styles of written literary English to be recognized as a specific form of writing standing apart from other forms.
English newspaper writing dates from the 17th century. At the close of the 16th century short news pamphlets began to appear. Any such publication either presented news from only one source or dealt with one specific subject. Note the titles of some of the earliest news pamphlets: "Newe newes, containing a short rehearsal of Stukely's and Morice's Rebellion" (1579), "Newes from Spain and Holland" (1593), "Wonderful and strange newes out of Suffolke and Essex, where it rayned wheat the space of six or seven miles" (1583). News pamphlets appeared only from time to time and cannot be classed as newspapers, though they were unquestionably the immediate forerunners of the British press.
The first of any regular series of English newspapers was the Weekly News which first appeared on May 23, 1622. If lasted for some twenty years till in 1641 it ceased publication. The 17th century saw the rise of a number of other news sheets which, with varying success, struggled on in the teeth of discouragement and restrictions imposed by the Crown. With the introduction of a strict licensing system many such sheets were suppressed, and the Government, in its turn, set before the public a paper of its own—The London Gazette, first published on February 5, 1666. The paper was a semi-weekly and carried official information, royal decrees, news from abroad, and advertisements.

Not all the printed matter found in newspapers comes under newspaper style. The modern newspaper carries material of an extremely diverse character. On the pages of a newspaper one finds not only news and comment on it, press reports and articles, advertisements and announcements, but also stories and poems, crossword puzzles, chess problems and the like. Since the latter serve the purpose of entertaining the reader, they cannot be considered specimens of newspaper style. It is newspaper printed matter that performs the function of informing the reader and providing him with an evaluation of the information published that can be regarded as belonging to newspaper style.

Thus, English newspaper style may be defined as a system of interrelated lexical, phraseological and grammatical means which is perceived by the community as a separate linguistic unity that serves the purpose of informing and instructing the reader.
The principal function of a news i t e т is to inform the reader. It states facts without giving explicit comments, and whatever evaluation there is in news paragraphs is for the most part implicit and as a rule unemotional. News items are essentially matter-of-fact, and stereotyped forms of expression prevail. As an invariant, the language of brief news items is stylistically neutral, which seems to be in keeping with the allegedly neutral and unbiased nature of newspaper reporting; in practice, however, departures from this principle of stylistic neutrality (especially in the so-called "mass papers") are quite common.
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