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Abstract

This article studies the differences between the lexical intensity indicators in the
headlines of online and print media based on a comparative analysis. The study
is based on more than 300 headlines of major Uzbek, Russian, and English-
language publications — Kun.uz, Daryo.uz, Gazeta.uz (online), "O'zbekiston
Ovozi", "Xalq so'zi", "Narodnoe slovo" (print) — for the period 2020-2024.
Lexical intensity is understood as the level of emotional intensity of the headline,
the density of expressive means, and the potential for impact on the reader. The
article analyzes such intensity means as amplification, hyperbole, oxymoron,
emotional evaluative lexicon, and word repetition with examples. According to
the results of the study, the lexical intensity indicator in the headlines of online
publications is on average 2.3 times higher than that of print publications. The
main reasons for this difference are given as format-specific communicative
goals, competitive environment, reader behavior model, and editorial policy.
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expressiveness, amplification, hyperbole, media linguistics, clickbait, lexical
analysis.

1|Page

r————



Educa Journal of Studies
ISSN (E): 3054-3355
Volume 01, Issue 03, March, 2026

Licensed under a Creative Commons Attribution 4.0 International License.

1. Introduction

With the development of digital technologies, the media is being divided into two
main platforms - online and print. These two formats differ significantly not only
in terms of technical characteristics, but also in terms of language use strategies,
in particular, the principles of creating headlines. The most obvious aspect of
these differences is the difference in the level of lexical intensity.

Lexical intensification is a linguistic term that describes a set of lexical and
semantic means that increase the impact of speech. In the context of the headline,
it manifests itself as a set of such methods as emotional assessment, expressive
order, amplification, exaggeration, and repetition. An intensive headline attracts
the reader's attention, conveys information in the form of "sensation" and
"feeling", and encourages him to take immediate action - to read the article.

In the context of online media, this process is even more intensified. The
phenomenon called the "click economy" is pushing editorial offices to maximize
the intensification of headline language means. In the print media, traditional
norms, editorial control, and a style aimed at the target reader are preserved.

The purpose of the study is to identify the differences in lexical intensity between
online and print headlines through quantitative and qualitative analysis, to
provide their linguistic description, and to indicate the socio-communicative
reasons for the emergence of these differences.

The objectives of the study are: (1) to establish the theoretical foundations of the
concept of lexical intensity; (2) to develop a classification system for intensity
measures; (3) to analyze the corpus of online and print headlines; (4) to express
the differences in quantitative indicators; (5) to interpret the reasons for the
differences from a pragmatic and sociological perspective.

DISCUSSION

The concept of intensity has been studied as a multidimensional phenomenon in
linguistics. LI Turansky (1990)! defines intensity as “a semantic category
expressing the deviation of the evaluated feature from the norm”. E.Sapir (1944)>
called intensity “a heightened expression” of speech. Modern researchers (Labov

! Typanckuit 1. 1. (1990). CemaHTHKa HHTEHCHBHOCTH B aHITIHICKOM s3bIKE M cr1oco0bI €€ BeipakeHust. JIT'TIN um. A.1. I'epuena,
Jlennnrpan. — 90 c.
2 Sa ir, E. (1944). Grading: A study in semantics. Philosophy of Science, 11(2), 93—116.
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1984; Athanasiadou 2007)* also interpret intensity as a pragmatic category — it
is intended to influence the listener/reader.

In the field of title linguistics (Bell 1984;> Puustinen 1998;° Conboy 2007)’,
lexical intensity provides one of the main functions of the title: attention-
grabbing. In digital media, this function becomes even more central, as an online
reader evaluates a headline and makes a clicking decision within an average of
1.5-2 seconds (Nielsen & Loranger 2006).

Table 1. The main scientific foundations of the theory of lexical intensity:

Scientist/Work \Year \Theoretical contribution Intensity interpretation

[.I. Turanskiy — Intensitylntensity as a semantic category [Degree of deviation from the
semantics norm

E.Sapir — Grading 1944 |Intensity enters the grammaticalEnhanced expression of quality

category

W.Labov — Intensity 1984 |Intensity as a pragmatic category (Impact strength and reliability
A.Bell — Language Style 1984 |Media Title and Audience Design |Intensity by student model
A.Athanasiadou —2007 |Cognitive Intensity Theory Conceptual reinforcement
Intensification

M.Conboy — The Language2007

Tabloid and broadsheet language

Intensity level by format

of Newspapers differences

B.Franklin — News and the2014 |Online media headline strategies |Intensity per click
Net

It is appropriate to classify lexical intensification tools into the following main
groups: (1) lexical-semantic tools - hyperbole, litotes, amplification, emotional
evaluative vocabulary, expressive adjectives and adverbs; (2) stylistic tools -
oxymoron, antithesis, metaphor, rhetorical question; (3) syntactic-lexical tools -
repetition, gradation, inversion; (4) discourse-level tools - intertextuality,
presupposition, euphemism/dysphemism.

A type of lexical intensification that is of particular importance for online
headlines is "clickbait intensification." This type uses special words and phrases:
"shocking," "terrible," "unimaginable," "secret you don't know." In the print

"nn

3 Labov, W. (1984). Intensity. In D. Schiffrin (Ed.), Meaning, Form, and Use in Context (pp. 43—70). Georgetown University Press.
4 Athanasiadou, A. (2007). On the subjectivity of intensifiers. Language Sciences, 29(4), 554-565.
https://doi.org/10.1016/j.langsci.2007.01.009

3 Bell, A. (1984). Language style as audience design. Language in Society, 13(2), 145-204.

% Puustinen, L. (1998). The language of newspaper headlines. Journalism Studies, 1(3), 234-252.
7 Conboy, M. (2007). The Language of the News. Routledge, London & New York. — 215 p.
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media, such vocabulary is considered more typical of the tabloid press and is
restricted to quality publications.

The following methods were used in the study: (1) formation and classification
of the corpus of headlines; (2) content analysis - identification and calculation of
intensity means; (3) lexical density analysis; (4) quantitative assessment of the
level of expressiveness (on a scale from 0 to 3); (5) comparative statistical
analysis - comparison of indicators of online and printed headlines.

The research corpus consists of 320 headlines collected during 2020-2024: 160
online (Kun.uz - 60%, Daryo.uz - 60°, Gazeta.uz - 40)!° and 160 printed titles
("O'zbekiston ovozi" - 60, "Xalq so'zi" - 60, "Narodnoe slovo" - 40). The
headlines are evenly distributed across the same topics - politics, economics,
social life, sports.

Table 2. Composition and characteristics of the research corpus:

Publication Title i Topic coverage
number

Kun.uz Online 60 2020-2024 |Politics, economics, society

Daryo.uz Online 60 2020-2024 |News, sports, culture

Gazeta.uz Online 40 2020-2024 |Analytical materials

«O'zbekiston ovozi» |Print 60 2020-2024 |Official, socio-political

«Xalq so0'zi» Print 60 2020-2024 |Social, economic

«Narodnoe slovo»  |Print 40 2020-2024 |Versatile

TOTAL Mix 320 2020-2024 |All directions

A three-point scale was used to measure the level of lexical intensity: 0 — neutral
title (no intensity means), 1 — low intensity (1 means), 2 — medium intensity
(2-3 means), 3 — high intensity (4 or more means or one very strong means).
Each title was rated by two independent experts, and in cases of disagreement,
the opinion of a third expert was used.

The results of the analysis showed that there was a significant difference in the
level of lexical intensity between online and print headlines. The average intensity
score for online publications was 2.14, while for print publications it was 0.93.

8 Kun.uz — O'zbekiston yangiliklari portali. https://kun.uz [Murojaat: sentyabr-oktyabr 2024]
0 Daryo.uz — Axborot portali. https://daryo.uz [Murojaat: sentyabr-oktyabr 2024]
19 Gazeta.uz — Tahliliy portal. https://gazeta.uz [Murojaat: sentyabr-oktyabr 2024]
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High intensity levels (score 3) were observed in 41.9% of cases in online
headlines, compared to only 7.5% in print headlines.

Table 3. Distribution of lexical intensity levels across online and print titles:

Intensity level Online (n=160)  Print (n=160) Difference (%)
Neutral 0 8 (5,0%) 68 (42,5%) -37,5 pp

Low intensity 1 24 (15,0%) 52 (32,5%) -17,5 pp

Medium intensity 2 61 (38,1%) 28 (17,5%) +20,6 pp

High intensity 3 67 (41,9%) 12 (7,5%) +34.,4 pp

Average score — 2,14 0,93 A=+1,21

Intensity index — 0,713 0,310 2.3 times difference

Hyperbole is the most common means of lexical intensity. Hyperbole elements
are found in 78.1% of online headlines, compared to 23.7% in print headlines.
Hyperbole vocabulary widely used in online headlines: phrases such as
"unprecedented", "record-breaking", "shook the whole country", "millions were
shocked", "for the first time in history".

Lexical intensity indicators also differ significantly by subject area. Politics and
crime topics show the highest intensity, while culture and education topics are
characterized by the lowest indicators. This trend is observed for both online and
print headlines, but the degree of difference is even more pronounced for online
headlines.

The most illustrative part of the study is a comparison of how online and print
publications present the same story with different headlines. The table below
shows parallel headlines that represent the same news for different platforms. In

these cases, the difference in lexical intensity is most clearly visible.

RESULTS

The online media platform environment has fundamentally changed the strategy
of creating headlines. First, search engine optimization (SEO) requirements
encourage the use of specific words in the headline, including expressive words
with high search frequency. Second, the “sharing” mechanism on social networks
creates more opportunities for emotionally impactful headlines. Studies show that
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high-intensity headlines are shared 3.7 times more often on social networks
(Berger & Milkman, 2012).""!

Third, competition in the online environment is very high: 10-20 headlines can
appear on one reader’s screen at the same time. In this environment, a headline
must be different from others, that is, more intense. In a printed newspaper, the
headline serves the reader who is searching, not in a competitive environment.
The economy of online media is often based on the number of advertising
impressions, which in turn is directly related to the number of visitors to the site.
This model is called the “attention economy” and makes headline intensity an
economic necessity. Print publications, on the other hand, operate on a
subscription and one-off sales model, which makes long-term trust and reputation
more important. The behavioral patterns of online and print readers are
fundamentally different. According to Nielsen (2006)!2, online readers scan text
in an “F-shape”—first the first line, then the second line, then the rest. This
pattern means that the first few words of a headline should be the most impactful.
A print newspaper reader, on the other hand, reads the entire page and perceives
the headline 1n its visual context.

Table 4. The main reasons for the difference in lexical intensity:

comparative analysis:
Impact on onlinelmpact on print media Impact on intensity

media

Extremely high{Low (limited editions)
(millions of pages)

Competitive
environment

Online +++ intensity

Economic model Number of clicks —{Subscription, sales Online tactical intensity

revenue

Reader behavior Fast, shallow, sclective|Slow, deep, complete|Online concise, impactful
scanning reading

Editorial control Minimal, fast Strong, multi-stage Print neutral and clear

SEO requirements  [Headline based on word|Non-existent Online technical intensity
frequency

Audience power Global, anonymous,|Local, permanent, familiar |Print trust-based
competitive

Format limitation

Unlimited size, any

Physical space, style rule

style

Print systematic constraint

1 Berger, J., & Milkman, K. L. (2012). What makes online content viral? Journal of Marketing Research, 49(2), 192-205.
12 Nielsen, I., & Loranger, H. (2006). Prioritizing Web Usability. New Riders Press. — 406 p.
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Lexical intensity is not only a technological feature of the media, but also a
sociocultural phenomenon. In the context of the Uzbek press, the online audience
is mainly composed of the younger generation aged 18-35, who receive their daily
news through social networks. The audience of printed newspapers is made up of
relatively older and more traditional readers.

Social and psychological studies show that the younger generation prefers to
perceive information in an emotional context and pays less attention to messages
that do not have emotional resonance (Zillmann 2003)!3. This situation
encourages online publications to increase intensity in the process of adapting to
their audience.

In addition, the influence of the “post-truth” environment also plays an important
role. According to a study by the Thomson Reuters Institute (2023), 64% of
online readers perceive the headline, not the full content of the article, as the main
source of information. This increases the pressure to convey all the information
in the headline itself — which becomes another factor of intensity.

CONCLUSION

The results of the study summarize the differences in lexical intensity in online
and print headlines in the form of the following important conclusion.

First conclusion: The level of lexical intensity is on average 2.3 times higher in
online headlines than in print headlines. While 41.9% of online headlines have a
high intensity level (score 3), this figure is only 7.5% in print headlines.

Second conclusion: The largest difference is observed in clickbait phrases (ratio
20:1) and dysphemism/slander lexicon (ratio 5.5:1). These types of intensity have
practically become a phenomenon that is completely unique to the online format.
Third conclusion: Shorter online headlines show higher intensity than longer
ones. This proves the principle of “brevity is strength”: fewer words, but each
should have maximum expressiveness.

Fourth conclusion: The main reasons for the difference in lexical intensity are
explained by a combination of technological (SEO, social networks), economic
(click economy), behavioral (scanning model) and sociocultural (young audience
demand) factors.

13 Zillmann, D. (2003). Exemplification effects of news treatment on the perception of social issues. Journalism & Mass Communication
Quarterly, 80(1), 73-90.
14 Thomson Reuters Institute. (2023). Digital News Report 2023. Reuters Institute for the Study of Journalism, Oxford. — 164 p.
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Fifth conclusion: Print publications continue to provide information while
maintaining neutrality and informativeness. Online publications, on the other
hand, increasingly rely on the “attract attention and click” strategy. The
combination of these two strategies can ensure the most effective information
consumption for the reader.

Recommendations: For online publications — limit the use of clickbait headlines
and balance headline intensity while maintaining information quality; for print
publications — develop a strategy for gradually increasing intensity when
moving to a digital format; for journalism education — teach headline linguistics
as a separate discipline.
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