
Automatic Extraction of News Values from Headline Text
Alicja Piotrkowicz1, Vania Dimitrova1, Katja Markert2

1 School of Computing
University of Leeds, UK
{scap, V.G.Dimitrova}@leeds.ac.uk

2 Institute for Computational Linguistics
Heidelberg University, Germany
markert@cl.uni-heidelberg.de

Headlines are very important in digital spaces

• The main function of headlines is to draw attention and act as the visual entry point to online digital content [1]

• On social media headlines are often the only visible part of the main content (especially in cases of indirect engagement like retweets) 

• Roughly six in ten people acknowledge that they are “headline-gazers” checking only the headline and not reading the full article [2]

Fully automatic extraction of NEWS VALUES from 

headlines

• News values originated in journalism studies with the work 

by Galtung and Ruge [3] 

• There is considerable overlap between the various news 

values taxonomies

• We chose six news values which are frequently mentioned

• We offer a systematic and fully replicable method of 

automatic extraction of news values from headlines, which 

makes use of state-of-the-art NLP techniques 

Application on a headlines corpus

• We applied the feature extraction methods on a corpus of 

headlines collected from The Guardian, a major British 

broadsheet newspaper

• The corpus consists of 11,980 headlines collected in April 

2014

Evaluation of news values feature extraction

• We compared the automatic extraction methods we 

developed with a manually annotated gold standard

• Manual annotation (whether a given news value is present 

in a headline) was carried out by three expert annotators 

on 120 headlines sampled from our corpus

News Value Features
Prevalence in  

Corpus

Reflects Gold 

Standard?

PROMINENCE

Number of named entities 79% YES

Wikipedia long-term prominence 79% YES

Wikipedia day-before prominence 78% YES

Wikipedia burstiness 78% YES

Wikipedia current burst size 12% NO

News source recent prominence 50% NO

SENTIMENT

Sentiment 100% NO

Polarity 79% YES

Connotations 92% NO

Bias 61% YES

SUPERLATIVENESS

Comparative/superlative 7% YES

Intensifiers 10% YES

Downtoners 4% NO

PROXIMITY Proximity 35% YES

SURPRISE Surprise 100% YES

UNIQUENESS Uniqueness 13% YES

Crowdsourced survey: People’s choice of headlines is influenced by 

news values

• Participants were presented with a short definition for every news value and several 

examples

• They were asked the following: I personally consider this news value when clicking on 

headlines and given five Likert scale responses

• The results of this survey highlight the importance of news values in headlines. 

PROMINENCE
referring to prominent 

entities (people, 

locations, titles) 

SENTIMENT
using sentiment-charged 

language

SURPRISE
using uncommon 

phrasing

SUPERLATIVENESS
indicating size or impact

PROXIMITY
referring to the country 

of the news source

UNIQUENESS
not repeating a headline

Survey results for I personally 

consider this news value when 

clicking on headlines (N=71). 

Percentages show aggregated 

positive, neutral, and negative 

responses.

List of automatically extracted features for each news values, their prevalence in The Guardian corpus, and whether the feature 

implementation reflects the gold standard annotation. 

Conclusions

• We developed fully automatic methods for identifying 

news values in headlines, which offer a new perspective 

on characterising digital content. 

• An evaluation shows that for all news values the output of 

our methods corresponds to the gold standard. 

• A crowdsourced survey indicated that news values 

influence people's decisions to click on a headline. 

• This supports the wider adoption of the automatic method 

of analysing headlines in a range of applications 

concerning human choices (e.g. prediction models, 

recommender systems, intelligent assistants). 
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Impact on popularity and prediction model

• Social media popularity = # tweets/retweets on Twitter and # likes/shares on Facebook

• Most news values features have a significant impact on popularity [4]

• Using news values (along with linguistic style) features in a prediction model 

outperforms state-of-the-art baselines [5] 


