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The following are 14 writing techniques that will add 
personality or persuadability (did I just make that up?) to 
your writing.  If you don't consider yourself a writer don't 
feel overwhelmed by this list.  You don't have to master 
all of these.  Just pick one that feels doable and focus on 
that.  When you want to freshen things up again or your 
writing is feeling a little stale come back to this list for 
ideas on how to add a little spice. :) 

1. NO CLICHÉS!  When you're writing your first draft 
leave 'em in there and just let it flow. I throw a circle 
around it so I know I have to come back and get more 
creative. Then don't forget to come back and get more 
creative! 
 
A recent example from my writing: 
 
cliché - "when life throws you a curve ball" 
 
We've all heard that 8632 times before. But I had to 
brainstorm something more creative to keep people 
interested. To keep them reading... 
 
better - "when the universe conspires to throw a spiked 
javelin at your head" 

Heartlines copywriting studio



2. GET SPECIFIC! No, I mean get so ultra, super specific you 
create a picture they can step into through your carefully 
chosen words. This makes their brains pay attention. Take a 
cue from fiction or poetry. I do this all the time with 
numbers. Look at the paragraph above. Instead of saying, 
"We've all heard that countless times before," I said, "We've 
all heard that 8632 times before." Your brain couldn't skip 
over a specific number like that the same way it could skip 
over the word "countless". 
 
Here's an example of ultra-specificity using only words from 
one of my favourite blogs The Middle Finger Project written 
by Ash Ambirge.   
Forgive that it's a massive run-on sentence it totally proves 
my point. Also, you should definitely check out her blog. 
 
"Because, fuck, it was a long day, and as great as it was, I was 
just getting over a bout of bronchitis, and my contacts were 
stinging my eyes, and it was raining, and I was tired, and I 
was hungry, and we were now seated in what felt like the 
back of a barn, with bugs, and NO WINE–I mean, at least the 
wine would have helped, because wine helps everything–and 
then I started thinking that maybe they were punishing us 
for not having a reservation, but why wouldn’t they just say 
“reservation only?", or maybe it was the fact that my blouse 
wasn’t entirely ironed, and my hair was a little frizzy, and 
perhaps the people at Benedictu’s only like well-coiffed 
tourists with British accents who make proper reservations 
and wear white linen pants. " 
 
See what I mean? That's specific and you feel like you're 
sitting right next to her. 
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3. ACTION VERBS! Whenever possible ditch the passive 
verbs.  Okay, sometimes you need them to make sense but 
otherwise...action verbs all the way. 
 
You want your writing to punch, provoke and prod them out 
of their web surfing stupor so they can actually pay 
attention, In our age of overadvertised, manic media and 
dwindling attention spans if that copy whispers, winks or 
whimpers it just won't do your bottom line any favours.  See 
what I did there? ;) 
 
4. ALLITERATION! When 2 or more words that are close 
together have the same beginning sound that's alliteration. 
They don't necessarily have to start with the same letter it's 
the sound that counts. Again, we're taking a cue from poetry. 
Check out what I wrote about action verbs and see if you 
can spot the alliteration (I use it twice). I also do it in the 
first sentence of #2. 
 
5. HYPERBOLE! One last trick borrowed from poetry or any 
story told by your Uncle Bob. Hyperbole is an extreme 
exaggeration usually done for emotional effect. I showed an 
example of this when I got more creative with my 
overhauled cliché. Want an even better example? Check out 
this Medium article with over 4000 recommendations that 
uses exaggeration splashed across the page like a Jackson 
Pollock. 
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6. HUMOR! Humor makes it feel conversational and 
personal.  It helps to put the reader at ease.  Studies from 
psychology have shown us that when we're smiling we're 
more likely to agree with what we're reading or hearing.   
 
Humor won't work for everything so know your audience. 
 You don't have to leave them with tears streaming down 
their faces, gasping for air because you're just that funny. 
 The goal is to get a smile.  Unless you ARE that funny, in 
which case go for it!  And email me your blog because I want 
to cry-laugh too. 
 
7. ANALOGIES! If you've got an intangible concept you're 
struggling to explain using an analogy can be a great way to 
get your point across.  Remember great analogies should be 
memorable, relatable and relevant.  Analogies create a frame 
for your ideas.  I've heard great analogies described as "a 
souvenir that sits at the back of your brain, recallable at 
will".  I also use an analogy in the last sentence of #5 see if 
you can spot it! (no pun intended I swear!) 
 
8. BULLETS! Never just list a bullet without also giving a 
benefit.  Friends with benefits may not work well but bullets 
with benefits do!  Remember you can never assume the 
customer knows why they should CARE about this 
feature/detail/ part of your process.  It's obvious to you but 
not to them.  The burden of proof is always on you the seller. 
 This is a great place to add a little humor.  For every bullet 
point ask yourself so what?   
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- "feature" so you can "benefit" 
- "detail that sets us apart" so you can "benefit" 
- "part of the process" so you can "benefit" 
Got it? 
 
9. PARALLEL STRUCTURE! This is about creating balance 
and rhythm to your writing.  Parallel structure (aka 
parallelism) is when two or more sentences all begin or end 
(not both, please don't do both) in the same way.   
Example from my website once upon a time: You need 
words to showcase your personality and give clients a 
reason to connect and care.  You need words that will pull 
their weight - instead of hanging limply on the screen. You 
need words to tell a story that holds a mirror up to your 
client's lives.  And also gives them a glimpse of what it could 
be. Do you see how each sentence begins with "you need 
words..."  That's parallel structure. 
 
10. RHYTHM! Just like every word has both a literal 
dictionary meaning and a connotation or emotional 
meaning, so do sentences.  They can be short.  And punchy. 
 Or they can be long and poetic.  But mostly consider 
varying sentence length.  Short sentences are like staccatos, 
they're sharp, quick and read rapidly.  Long sentences are 
slow and languid and take time to digest.  By varying length 
you establish a rhythm.  And keep the reader interested. 
 
11. THE INSIDE SCOOP! This is a great little detail for adding 
in personality and also humor. The inside scoop (technically 
called an aside but inside scoop is more fun) is where you  
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use parentheses (some people call them brackets) to let 
people in on what you're really thinking.  Jump out of the 
story you're telling and talk directly to the reader.  I love this 
and use it all the time. 
 
12. BECAUSE!  We're programmed to automatically believe 
whatever comes after the word because.  So this everyday 
word can become a powerful tool in your persuasive arsenal. 
 We have lazy brains so unless you're saying something 
completely outlandish we're more than happy to believe you 
rather than search our long-term memory for evidence that 
you're wrong. When you really want them to believe you add 
"because". 
 
13. RULE OF 3!  There's a "rule" that says things that are 
presented in groups of three are more satisfying, memorable 
or even seen as funnier (if you're trying to be funny) than 
other groups.  Someone somewhere studied this.  So if you 
want people to remember what you're saying try to come up 
with a group of three examples and it's more likely to stick in 
their minds. It also helps to give your writing a good rhythm. 
 But don't forget #10 about varying sentence length. 
 
14. FULL CIRCLE ENDING! A full circle ending is one of my 
favourite endings. It's when you end the same way you 
began.  It doesn't have to be identical.  But strongly 
reminiscent of the way you began for it to feel like a full 
circle ending.  These types of endings are highly satisfying 
and help the story or writing to feel complete.  Because of 
primacy & recency, which says we remember the beginning 
and end more than anything in the middle.   
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You need to make this the most impactful compelling part of 
your page.  Make it meaningful and tug at the heartstrings 
that will be meaningful to your audience.  Get their 
attention, restate your promise and the benefit.  Often all 
the work you put into the hook can help you out at the 
bottom of the page too.  Which is great because not only 
does this give you a place to start, as in "I'm at the end how 
the hell do I wrap it all up?" but it saves you time! 
 
 
REMEMBER:  If it feels really overwhelming to try to 
implement all 14 of these at once DON'T!  Pick one or two to 
incorporate into your writing.  Or write away and use these 
as part of your editing process to see where you can elevate 
your words. 
 
All my best 
Jess
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