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Abstract: This paper deals with the use of rhetorical tropes and their representation in 

newspaper headlines, ie the analysis of figurativeness in newspaper headlines. The 
theoretical part of the paper deals with the connection between rhetoric and stylistics. Also, 
a review of functional styles is given and the journalistic style is defined as a style of public 
communications used by journalists and publicists writing various daily newspapers, 
magazines, etc. Then, we deal with newspaper headlines as messages that consist of one or 
more words that are a key part of a text and that introduce or announce a text. Stylistic 
figures have also been defined and their classification has been given, which remains unclear 
and incomplete to this day. A special part of this paper is dedicated to the definition and 
classification of tropes. The empirical part of the paper deals with research and summarizing 
the results obtained during the workshop. The starting hypothesis of the research refers to 
the opinion that metaphor is the most common trope. The corpus of CORD magazine 
analyzed the representation of rhetorical tropes - more precisely metaphors, metonymy, 
synecdoche, and irony. The initial hypothesis refers to the view that metaphor is the most 
common trope, which was confirmed at the end of the research. The research was conducted 
in the form of a workshop during which 98 examples of tropes were singled out. The 
percentage of each trope is expressed and the use of tropes in newspaper headlines is 
illustrated by the most interesting examples. 
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1. INTRODUCTION

Originating in Ancient Greece, rhetoric encompassed several different 
aspects of linguistic expression. Rhetoric deals with the teaching of oratory, 
language, prose expression, and the beginnings of critical evaluation of a literary 
work. Different literary types, styles, and ways of composition were mutually 
conditioned so that each type, in addition to a certain style and method of 
composition, corresponded to certain poetic figures.At the heart of the old 
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rhetoric is the teaching of ornate speech as the most important literary feature. As 
rhetoric has dealt with the use of words and sentences on a deeper level with the 
aim of a higher degree of expressiveness, perhaps Quintilian's definition 
determines it most appropriately. "Rhetoric is the skill of speaking and writing 
well," is the definition we associate with Quintilian (1985), and for him, the most 
important thing is to "learn to speak well." He believed that everything that could 
be the content of a speech was actually the subject of rhetoric, and his goal was to 
think and speak correctly. When it came to stylistic figures and their place in 
rhetoric, they were an absolute means of literary expression for old rhetoric. 
Ancient rhetoric dealt with a style that was considered ornate; that is, ornate 
speech. Clarity and purity of expression are just some of the virtues that were 
formulated in ancient rhetoric and that should be strived for in order to achieve 
perfection. Such normative rhetoric determined the norms and rules by which 
beautiful speech was achieved. Ancient poetics and rhetoric relied heavily on 
ornate speech and considered it an important feature in literature. A nice way of 
speaking ensured good style. Contrary to ancient rhetoric, modern stylistics calls 
into question the absoluteness of stylistic figures, and they become relative means 
by which literary expression is used in increasing numbers. Stylistics can be 
defined as a science that studies the nature and forms of linguistic expression in 
stylistic function, especially in literary creation. Also, within the stylistics, the 
system of the style of a language and its practical use is studied. Modern stylistics, 
although a relatively new science, was an integral part of rhetoric in ancient times. 
The generally accepted good style as a way of expression, which in itself is an 
artistic value, is the basis of modern stylistics. The style itself implies a certain 
peculiarity, and descriptive stylistics understands style as a certain expression of 
individuality. The turning point in the understanding of style is represented by 
Biffon's "Discussion of Style" from 1753, which was marked by the saying “A style 
is a man alone" and a turn towards honesty and character. The way in which an 
individual chooses linguistic means and understands style as a choice from 
language is characteristic of linguistic stylistics, which actually deals with language 
in spontaneous use and the study of affective means and style as a choice from 
language. Its primary goal is neither literary works nor the language of literary 
works. 

2. JOURNALISTIC STYLE 

Functional stratification of language is one of the characteristics of a literary 
or standard language. The functional stratification of language is conditioned by 
different needs, and specifics of the language, as well as situations in which the 
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standard language is used. This stratification of language is influenced by the very 
subject of the speech. Different professions determine the specific use of language, 
vocabulary, and syntax, and determine recognizable styles such as administrative, 
business, journalistic, scientific, journalistic, poetic, etc. Basic functional styles are 
divided into conversational style, scientific style, and literary and artistic style 
(Hendricks, 1971). 

The journalistic style is generally the style of public communications — 
television, radio, and the press. That is, the journalistic style is a style of public 
communication that is realized both in written and oral form. This style of 
expression is used by journalists and publicists by writing various daily 
newspapers, magazines, as well as other articles intended for the general public. 
The journalistic style can be further divided into several sub-styles: Journalistic in 
the narrow sense, Literary-journalistic, Popular science, Memoirs, and 
Advertising. 

Journalistic style in a narrower sense refers to a sub-style that requires serious 
preparation for approaching a topic; i.e., it is necessary to study a number of facts 
and other materials. Literary-journalistic sub-style, as the name suggests, connects 
journalism and literature, and its genres include polemics, certain types of 
criticism, travelogues and reports. The popular science sub-style is intended for 
the general public and deals with scientific topics. The memoir sub-style is 
characterized by the fact that it can also contain elements of some other styles, 
such as reports, photographs, newspaper articles, reports, various documents, etc. 
This style encompasses forms of memoirs and diary entries. Advertising style is a 
special type of style. However, due to the role of the media, today it is classified in 
the journalistic style. 

When it comes to the basic characteristics of the journalistic style, we should 
especially emphasize simplicity, appropriateness to a wider audience, clarity, and 
immediacy. The logical connection of thought and the careful development of 
certain content are necessary for the realization of a journalistic style. Although 
ambiguity in this style should be avoided, play on words and metaphors can 
sometimes be found in the journalistic style. It should also be emphasized that the 
journalistic style has its lexical, morphological, and syntactic and discourse 
features. The lexical features of the journalistic style are the frequent use of 
synonyms, antonyms, and phrases, especially in newspaper headlines. Then, when 
it comes to the morphological features of the journalistic style, past tenses have 
been replaced by perfect tenses to express past tense and past actions. From the 
syntactic point of view, the frequent use of noun phrases stands out, which makes 
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this style abstract. Further, the journalistic style has a fixed word order in the 
sentence due to the position of the enclitic in the sentences. The discourse feature 
of the journalistic style refers to the reference to a certain source due to the 
common use of quotations, well-known sayings, verses of poems, etc. 

3. NEWSPAPER HEADLINES 

Newspaper headlines can be defined as messages that consist of one or more 
words that are a key part of a text and that introduce or announce a text. Titles are 
physically separated from the texts to which they refer, and that is precisely why 
so-called small texts are classified. Small texts take the form of sayings, proverbs, 
catchphrases, phrases, aphorisms, slogans, slogans, etc. As Halliday (1994) states, 
titles have a number of features in common with small texts, the most important 
being limiting the amount of text and attracting attention and easier memory. 

3.1. The function of newspaper headlines 

„The function of a newspaper headline is to attract the reader's attention and 
to warn him succinctly, interestingly and intelligently about the main idea of the 
following article“ (Hudeček, 2006). Newspaper headlines contain features of the 
journalistic style that can be considered a type of hybrid style because it takes on 
the features of other functional styles, belongs to different sub-styles, and can be 
found in different forms. Newspaper headlines are one of the elements by which 
a journalistic style differs from other functional styles. 

Newspaper headlines have a dual role. If newspaper headlines are aimed at 
achieving an effect on readers, that is, if they are there to provoke curiosity, in that 
case, we are talking about the pragmatic role of headlines. Such newspaper 
headlines look like the name of a text and have the characteristics of a super text. 
On the other hand, when the semantic role of the title is reflected in the reference 
to a particular text and therefore often summarizes the basic idea of the text itself. 
Texts like this act like symbols. The distinction between the pragmatic and 
semantic role of newspaper headlines is not always simple precisely because of 
their function of attracting and directing attention, organizing the reception of the 
title text, suggesting certain patterns of opinion and social cognition (Dijk, 1991). 

The fact that they are consciously formed in such a way as to attract the 
readers' attention, in a special letter, keywords, physical separation from the text 
itself; punctuation marks, etc., speaks in favor of how important the role of 
newspaper headlines is. Very important features of newspaper headlines, in 
addition to attracting attention, are being informative and clear, reflecting 
entertainment, agitation, and propaganda (Tošović, 2002). 
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3.2. Classification of newspaper headlines 

Newspaper headlines can be divided into three groups based on their content 
and the way in which that content was realized: nominative, informative, and 
advertising (Silić, 2006: 89). 

Nominative newspaper headlines are used to name certain content. The main 
feature of this type of title is the use of noun phrases; we mostly refer to nouns and 
adjectives, while verb forms are put in the background and are most often used in 
the form of working or passive adjectives. 

Informative headlines have the task of conveying the content and the 
emphasis is on verbs, i.e., verb forms and tenses, interrogative words, and ways of 
conveying certain news. 

Advertising titles for the task have to offer content, i.e. to fulfill the role of 
suggestiveness with the help of words and means for expressing suggestiveness, 
such as imperative forms, questionnaires, exclamation marks, etc. 

3.3. The figurativeness of the newspaper headlines 

Figurativeness is considered one of the crucial features of newspaper 
headlines, especially when it comes to headlines whose goal is to attract the 
attention of readers. 

A figure can be defined as a specific choice from a language and a careful 
arrangement of parts of a message as a whole. It is with the help of figures that the 
relationship between form and content is regulated in an unusual way, and in that 
way attention is drawn to the form of the message. The use of figures has its 
positive and negative sides. If used properly, a figure can accomplish almost all the 
tasks that a title needs to accomplish, but on the other hand, if not used properly, 
a figure can cause difficulties in understanding. Here, the language competence of 
the readers is on the test, because the titles in which the figurativeness is expressed 
reach deep into the peculiarities of the mother tongue. Furthermore, if such titles 
are written in a foreign language, language transfer also plays a significant role in 
understanding such titles. Language transfer is an impact that results from the 
similarities and differences between the language being acquired and any language 
previously adopted. One of the many ways to define language transfer is to see the 
transfer as the transfer of linguistic forms from L1. Transfer can be characterized 
positively or negatively. We speak of a positive transfer when the forms from L1 
coincide with the forms of the target language, while in contrast, a negative 
transfer is present if the forms being transmitted do not match.  
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Regardless of whether one headline is figurative or not, each newspaper 
headline actually acts as a figure for itself. The figurativeness of the title is largely 
conditioned by the length of the given title. The length of a newspaper headline 
also conditions the specific use of grammar and limits the quantity and types of 
figures used. Long newspaper headlines generally do not contain tropes, while 
shorter newspaper headlines achieve far more. 

3.4. Linguistic and stylistic features of newspaper headlines 

When we talk about the linguistic and stylistic features of newspaper 
headlines, we can notice that newspaper headlines do not differ too much from 
journalistic texts and that the use of internationalism, journalism, loanwords, and 
foreign terms is present in both cases. Also, the relationship to the norm itself is 
somewhat more flexible, and here we will briefly look at the orthographic, 
morphological, lexical, syntactic, and norm. 

Orthographic norm—one of the main features when it comes to spelling is 
that numbers in newspaper headlines are almost always written in numbers, even 
when it comes to numbers up to ten. The reason for writing such numbers is the 
question of economy and space-saving. Also, a comma in the vocative, quotation 
marks, and a full stop at the end of a sentence is often omitted. On the other hand, 
in newspaper headlines, we can very often see an exclamation mark or a question 
mark at the end of a sentence. 

Morphological norm—In newspaper headlines, all those morphological 
deviations are present that we can see in journalistic texts, such as the absence of 
the use of quotation marks, then the use of numbers, and the frequent use of 
certain adjectives. 

Lexical norm—frequent use of foreign words in the language is one of the 
most common features of newspaper headlines when we talk about the lexical 
norm. 

Syntactic norm—the most important syntactic characteristics of newspaper 
headlines refer to the use of administrative speech when conveying someone's 
views and the presence of an ellipse, i.e. the omission of an auxiliary verb in the 
perfect. 

4. FIGURES OF SPEECH 

"Stylistic figures are one more manner of persuasion in oratory." (Jelačić-
Srbulj, 2002). 

As mentioned earlier in this paper, ancient rhetoric considered figures to be 
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the basic stylistic means; i.e., figures were considered the absolute means of literary 
and verbal expression, and their use in itself had artistic value. Contrary to this 
view of figures, modern stylistics of figures sees them as relative means by which 
literary or spoken expression is used and emphasizes the function of individual 
figures within an individual literary work. 

The reaffirmation of rhetorical figures does not necessarily mean the 
affirmation of the attitude about figures as absolute means of stylistic decoration. 
This is actually an attempt to discover the linguistic mechanisms, i.e., the 
mechanisms of figure formation, their essence, and the way of functioning within 
the text. The linguistic-logical operations that are the basis of all figures and on 
the basis of which they can be defined are omission, addition, substitution, and 
permutation (Dubois, 1970). 

4.1. Defining figures of speech  

Defining figures of speech is not an easy task, especially if we take into 
account that when defining stylistic figures, one can come across a large number 
of definitions, of which we will single out a few of the most interesting ones. 

M. F. Quintilian (1985) described figures, i.e. tropes, as "an inventive 
alternate of the real that means or word into some other that means". It is 
interesting that the author cites the differences between the terms figure and trope, 
denoting a figure as a "speech form that deviates from the ordinary and direct way 
of expression", while he considers the trope to be "transferring words from their 
personal meaning to someone else who does not belong to them" (Kvintilijan, 
1985). The definition of figures and tropes in the Quintilian era was closely related 
to concrete use in rhetoric, and this actually meant that it included both the 
speaker (ethos) and the audience (pathos) and speech (logos). 

Furthermore, Solar (1977) states that the figures are "established ways of 
expression that can be singled out and specially marked thanks to their deviation 
from the usual way of speaking". 

Figures are a semantically equivalent substitute for something that could be 
said in simple, unadorned language, and by using them, poetic speech gains in 
appeal but not in informative value (Benčić & Fališevac, 1995). 

Rhetorical figures are expressions that say something in an unusual or literal 
way (Škarić, 2000). 
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4.2. The classification of figures of speech  

To this day, the classification of stylistic figures remains somewhat unclear 
and incomplete, and the fact that there have been numerous attempts to classify 
stylistic figures into definite categories supports this. 

According to the ancient rhetorical division, figures can be divided into 
figures of thought and figures of words. 

Somewhat later, certain narrower groups of figures are singled out, so we 
have a division into figures of diction, figures of construction, figures of thought, and 
figures of words or tropes. 

Also, there is a division of figures into grammatical and rhetorical figures, 
which dates from the 16th century. 

The division of stylistic figures can also be done according to the type of signs, 
and in that case, we are talking about the rhetorical and semiological classification 
of stylistic figures. According to Pierce (1979), signs can be divided into an index, 
economic and symbolic, and according to this division; figures can be divided as 
follows figures based on an index sign; figures based on an iconic sign, and figures 
based on a symbolic sign. 

Figures based on an index sign are figures that add, subtract, or replace 
something to a standard expression. Index signs are those in which the connection 
between what is marked and the mark is the strongest and most noticeable. The 
figures based on the index sign include: diction figures, construction figures, and 
thought figures. 

Figures based on an iconic sign are figures that refer to figures of transferred 
meaning, i.e. tropes or figures of words, which can be divided into figures of an 
iconic sign and figures of a symbolic sign. Iconic signs are images of the objects 
they represent, and the following figures are included in the figures of the iconic 
sign: metaphor, allegory, and personification. 

Figures based on a symbolic sign are those in which the connection between 
the sign and the mark is less strong because symbolic signs are usually 
approximate and arbitrary. When we talk about figures based on a symbolic sign, 
we are talking about a symbol, metonymy, and synecdoche. 

Ancient rhetoric distinguished about 200 figures. However, they did not all 
correspond to a single classification system, so this is the reason for numerous 
divisions of rhetorical figures. 
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4.3. Tropes 

The term trope comes from the Greek noun τρφή, which means turn and 
therefore logically refers to some (pre) turn. Quintilian (1985) defined tropes as 
the artistic change of the true meaning of a word or expression into another 
meaning. It is interesting that the author distinguished many types of tropes, 
which included metaphor, metonymy, allegory, epithet, hyperbole, hyperbaton, 
onomatopoeia, antonomasia, catachresis, and metalepsis. However, regardless of 
this group, when we talk about the change of literal meaning, it is important to 
point out that there are only four basic ways in which this is feasible, and those are 
metaphor, metonymy, synecdoche, and irony. 

A slightly different division of tropes is the one given by Lausberg (1998) by 
dividing tropes into two groups - shifting tropes and leaping tropes. Displacement 
tropes refer to the displacement of the boundaries of several close semantic fields 
or boundaries within a single semantic field, such as metonymy, antonomasia, 
emphasise, hyperbola, etc. Tropes of border crossing refer to the transition from 
one semantic sphere to another that is not close to the first, and here we include 
metaphor, allegory, and irony. 

Another interesting division of tropes can be found in Ivas (2004) who 
divides tropes into five groups: tropes created by substitution by the similarity of 
meaning (metaphor, personification, comparison and, antonomasia; tropes that 
occur by replacement by cause-and-effect, spatial, temporal, etc. connections 
(metonymy); tropes called metaphorical-metonymic tropes (periphrasis and 
descriptions of posture and movement); tropes created by substitution by contrast 
(irony); and tropes that occur by strength (hyperbole). He adds allusion and 
ambiguity to these groups. 

However, the classification of tropes that is of particular interest to us and 
that we will rely on in the analysis in this paper is the division of tropes offered by 
Burke (1969) and which considers that there are four basic tropes: metaphor 
(including allegory and personification), metonymy, and irony. In his opinion, 
irony stands out from the remaining three tropes because it is heterogeneous; that 
is, it includes prosody, gesticulation, and facial expressions. As tropes, we can also 
denote periphrasis, hyperbole, and emphasise, which are even more 
heterogeneous in comparison to irony and are often derived from three basic 
tropes. 

5. RESEARCH 

The aim of this paper is to point out the presence of rhetorical tropes in the 



 18 INTERNATIONAL JOURNAL OF ECONOMICS AND LAW – SPECIAL ISSUE 

monthly magazine CORD as well as to determine their representation. Starting 
from the assumption that rhetorical tropes are common and generally present in 
the journalistic style, the logical question is whether and to what extent they affect 
the understanding of newspaper headlines, but also of the texts themselves. 
However, we will omit this question from the analysis. 

Although we have seen that there are numerous attempts to classify stylistic 
figures, but also the tropes themselves, this paper identifies tropes based on four 
basic tropes - four master tropes - offered to us by Burke, namely metaphors, 
metonymy, synecdoche, and irony. The paper is based on the idea that metaphor 
is the most common trope. 

The research that was conducted aimed to indicate the presence and degree 
of representation of rhetorical tropes in the monthly magazine CORD, which is 
used as additional literature in the teaching of business English. 

I owe a great deal of gratitude to all the students of the Faculty of Business 
Studies and Law as well as the Faculty of Information Technology and Engineering 
of the UNION University "Nikola Tesla" in Belgrade, who participated in this 
research. The research conducted by 65 students who study English as a 
compulsory subject in four-year studies at UNION "Nikola Tesla" University in 
Belgrade, and for whom Serbian is their mother tongue, participated in the 
research. Based on the questionnaires that the students filled out, we see that 18 
students of economics, 24 students of law, 15 students of security, and 8 students 
of management participated in the research. Of the total number of students who 
participated in this research, 16 of them studied English with interruptions in 
English language courses, which they attended in foreign language schools for 
several months. On the other hand, the remaining 49 students studied English 
continuously during their schooling, starting from the lower grades of primary 
school as well as during secondary school. The students who participated in the 
research are members of both sexes and are between 18 and 45 years old. 20 men 
and 45 women participated in the research. Also, another parameter that was 
taken into account was the possible longer period of stay in the English-speaking 
area. Out of a total of 65 respondents, 13 of them resided in the English-speaking 
area. The students spent five months in America as part of the Work and Travel 
program. 

The research was conducted in the form of a rhetorical workshop. The 
workshop was organized in two parts. The first part is the theoretical part which 
includes an introductory lecture and filling in the questionnaire, and the second 
part is the practical part which refers to the identification of rhetorical tropes on 
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the corpus of CORD magazines, and the analysis includes twenty-one journals. 

5.1. The research results 

Twenty-one copies of the journal CORD, as well as its supplements, were 
analyzed in the research. Within each issue of the magazine, there is a supplement 
that is actually a separate issue. Each of the issues of the magazine covers the 
following topics: politics, economics, business, tourism, technology, and fashion. 
The chart that follows illustrates the representation of rhetorical tropes in relation 
to the topics covered by the magazine. 

 
 Graph 1. Representation of rhetorical tropes in relation to the treated topics 
As we can see in the chart, rhetorical tropes are most represented in the areas 

of business with 32%, followed by the economy with 25% and politics with 19%. 
We can see a slightly lower representation of rhetorical tropes in the field of 
technology with 13%, while the areas of tourism and fashion are the areas in which 
rhetorical tropes are the least represented, with 7% and 4%, respectively. 

At the end of the second part of the workshop, 98 examples of rhetorical 
tropes were identified. The chart that follows illustrates the representation of each 
individual trope - metaphor, metonymy, synecdoche, and irony - in relation to the 
total number of sentences. 

Graph 2. Representation of each individual trope in relation to the total number 
of sentences 
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As we can see in the chart, the most common rhetorical trope is the 
metaphor. In the corpus that was analyzed, it was found that the metaphor is 
represented in 59.2% (58 sentences). The metaphor comes from the Greek word 
μεταϕοά which means transfer and means the replacement of a name or the 
transfer of a name from one thing to another and the transfer of meaning from 
one word to another (Runjiý-Stoilova & Stanković, 2016). One of the common 
definitions of metaphor is seeing metaphor as an abbreviated comparison; that is, 
a metaphorical expression replaces a literal expression. When it comes to the use 
of metaphors in newspaper headlines, we are mostly talking about metaphors that 
have already been used in another context and are therefore easier to understand. 
However, such constant metaphors can often be irritating. Examples of such 
metaphors are: give the green light, get hot potatoes; do not drink water, etc. The 
use of metaphor is most common in the following correlations business and 
market, army and war; health and disease, economy, construction, etc. Here are 
some of the most interesting metaphors that students recognized during the 
workshop: Privacy Google Privacy Comes Under Fire, Fiat In A Battle For A New 
Market, Exit Festival-The World Is A Stage, Public Generosity Hit By Immigrant 
Wave, The Government Hits the BBC With a Threat of Regulation, Staring Down 
The Barrel Of Economic Disaster, Financial Meltdown, Economy is Growing at the 
Fastest Pace Since the Crash, Small Micro Electronics Companies Suddenly 
Sprouted All Over The Valley, Toyota’s New Sexy Design Increased Sales For The 
Company, etc. 

The next rhetorical trope according to representation is metonymy, which 
students identified in 20.4% of cases (20 sentences). The name metonymy comes 
from the Greek word μετωνυμία which means replacement of the name or 
meaning of the word. In fact, metonymy refers to a renaming that is in a real 
relationship with the right thing, and that connection is logically based, i.e. cause 
and effect, tool and action, executor of action and action, sign and marked 
phenomenon, vessel, and content, etc. At the level of newspaper headlines, 
metonymy is most often used in politics and sports. The most interesting 
examples of metonymy that students recognized during the workshop were: Putin 
warns America to Stay Out of Russia’s business, The House Was Called to Order, 
Samsung has raised its Prices Again, The White House has No Comments, Wall 
Street is in a Panic, Dutch Treat - Netherlands bests Uruguay to advance to Cup 
final, Ban on Cheap Drinks Breaks EU Law, Petrol Strike Chaos to Cripple Britain, 
etc. 

Synecdoche is a rhetorical trope that students recognized in 14.3% of cases 
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(12 sentences). The name synecdoche comes from the Greek word συνεδοχή 
which means to take with something else. It is actually a subspecies of metonymy, 
that is, it represents the use of a word that means a whole to denote a part of it, or 
a part to denote a whole, or a singular instead of plural, or plural instead of 
singular, and so on. Some of the examples that students recognized as a synagogue 
during the workshop are: Tonight is the shopping night- Isn’t plastics fantastic? The 
Pentagon is about to give the final word, The USA interested in Telekom Serbia, The 
Ship Transfering Immigrants sank with all hands on it, North Korea Marks 
Birthday of Kim II-Sung, Spotlight turns on Tories as crisis engulfs Westminster, A 
pop star in his new wheels, etc. 

The least represented trope in the research is irony with 6.1% (6 sentences). 
The term irony comes from the Greek word ειρωεία, and according to Quintilian, 
the irony is a figure whose words are given the opposite meaning from the one 
they have. Rhetoricians often classify irony as both tropes and figures. If instead 
of one word, another is placed opposite it in meaning, and the linguistic context 
enables the desired meaning to be understood, then we are talking about the trope. 
If, on the other hand, irony extends to the whole thought that an expression 
expresses, and then we are talking about a figure. Examples of irony from the 
research are the following: Hitler’s Grandmother was Jewish, A 98-year-old won 
the lottery and dies the next day, History was made last night, A traffic cop gets 
suspended for not paying his parking ticket, A lawyer gets sued, Stress relief candles 
burned the house down etc. 

5. CONCLUSION 

As we can see, the aim of this paper was to point out the figurativeness in 
newspaper headlines and the representation of rhetorical tropes in them. 

At the very beginning, we saw that ancient rhetoric and modern stylistics 
experienced stylistic figures in different ways. While stylistic figures for ancient 
rhetoric were an absolute means of literary expression, modern stylistics calls into 
question their absoluteness. 

We have defined the journalistic style as public communication that is 
realized in both written and oral form and divided it into its sub-styles - 
journalistic in the narrow sense, literary-journalistic, popular science, memoir, 
and advertising. As the basic characteristics of the journalistic style, we single out 
simplicity, appropriateness to a wider audience, clarity, and immediacy. 

As we have defined newspaper headlines as messages consisting of one or 
more words that are a key part of a text and that introduce or announce a text, we 
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also pointed out their basic function - attracting the reader's attention and concise, 
interesting, and intelligent warning of the main idea. Also, important features of 
newspaper headlines, in addition to attracting attention, are informativeness and 
clarity, entertainment, agitation and propaganda. Figurativeness is one of the 
crucial features of newspaper headlines, especially when it comes to headlines 
whose goal is to attract the attention of readers. A figure is a specific choice from 
a language, that is, a careful arrangement of parts of one message as a whole. It is 
with the help of figures that the relationship between form and content is regulated 
in an unusual way, and in that way attention is drawn to the form of the message. 
Also, we have seen that the linguistic and stylistic features of newspaper headlines 
do not differ too much from those that are characteristic of the journalistic style. 
Some of the features of newspaper headlines are the use of internationalism, 
journalism, loanwords and foreign terms. 

Furthermore, we have drawn attention to some of the definitions of stylistic 
figures and the problem of their classification and the fact that the definitive 
divisions within stylistic figures and the tropes are still not clear. 

During the workshop organized for the purpose of research, the corpus of 
twenty-one CORD journals was processed and 98 examples of rhetorical tropes 
were singled out. The classification of tropes on which the analysis is based in this 
paper is the division of tropes offered by Burke, who considers that there are four 
basic tropes: metaphor (including allegory and personification), metonymy, 
synecdoche (including antonomasia), and irony. The starting hypothesis is the 
belief that metaphor is the most common trope, which was confirmed because it 
was determined that metaphor was used in 59.2%. This is followed by metonymy 
with 20.4%, synecdoche with 14.3%, and irony with 6.1%. Also, we have seen that 
the rhetorical tropics are most represented in the domain of business with 32%, 
followed by the economy with 25% and politics with 19%. The representation of 
tropes in the field of technology is somewhat lower and amounts to 13%, and the 
lowest is in the field of tourism and fashion with 7% and 4%, respectively. 

In the end, we can conclude that figurativeness in the global is an integral 
part of both newspaper headlines and public communications in a broader sense, 
but also that it certainly makes newspaper headlines more interesting. 
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