
Want to blog more persuasively? 

Here’s one way. . . . 

 

Blogger and copywriter Henneke 

Duistermaat knows about blog writing. Does 

she know about blogging! 

In preparation for an upcoming seminar I’m 

leading on blogging, I recently downloaded 

her excellent book, Blog to Win Business: 

How to Enchant Readers and Woo 

Customers (see www.enchantingmarketing.com). 

After reading blog theory from her, and from copywriters including Steve Slaunwhite and Nick Usborne, 

I found that one of the ways that Henneke “rocks” the topic is by emphasizing how important sensory 

words and metaphors are, as persuasive tools. She demonstrates how figurative, sensory language has a 

more intense and memorable impact than its non-sensory counterpart. 

She writes in Blog to Win Business that “silky smooth” is better than just “smooth,” and that “crisp lettuce 

leaves and juicy tomato slices” are more enticing terms than just “vegetables” (427). In this case, the 

specificity of naming which vegetables and not only the sensory adjectives function persuasively. 

Henneke cites Roger Dooley’s blog “neuromarketing” in discussing why senses sell. 

Dooley writes that word choice is essential especially to writing headlines, taglines or copy, when brain 

scans show that specific words may have the same meaning and yet “activate different areas of the brain.”  

Neurologists have found that words related to texture activate areas of the brain associated with touch, 

even if you are not using those words to describe or address tactile sensations. So “Having a bad day” is 

less persuasive or compelling than “having a rough day,” Dooley says, because “rough” activates sensory 

parts of the brain that pertain to touch, to gritty surfaces like “gravel or sandpaper.” These associations are 

familiar and therefore persuasive to us.  

Henneke delights in writing such “delicious sentences,” she says, throughout her blog. 

Dooley reports that adjectives like “polished, sharp, fuzzy, slimy, heavy, bright” and the like are sensory 

words that have become common metaphors. It’s not difficult to brainstorm less ho-hum adjectives which 

have even greater power to grab the reader’s attention and cause her/him to click through, subscribe or 

buy.  

So when you next sit down to prepare a blog posting, remember to harness the power of sensory words to 

captivate your readers and tell your story. Your readers may just “eat” it up.  

Do you regularly use sensory language to persuade your prospects and clients? Please share your 

experience on my website: I’d be delighted to continue this conversation. 

www.enchantingmarketing.com
https://www.neurosciencemarketing.com/blog/articles/metaphor-marketing.htm
http://www.elizabethshih.com/blog

