
Hell Yes
HOOKS

&  HEADL INES



We're all familiar with headlines.  We read 'em every day.  In case 
you're not familiar with hooks, here's my definition. 
Hooks: (n) compelling statements engineered with creativity to 
draw in readers in a meaningful way and make them want to read 
more. 

Why are Hooks so damn 

important? 
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Because 80% of your readers don’t make it past the headline/hook. 
Because it holds the theme you weave throughout the page. 
Because thanks to cognitive psychology we know we're most likely 
to remember what comes first or last - that's called primacy & 
recency. 

What are the key ingredients of 

a great hook? 
Every time we put pen to paper (fingertips to keyboard?) our goals 
is to present our ideas to our audience in a way that's compelling. 
 That produces an irresistible effect requiring their attention & 
earning their  admiration or respect. 

Curiosity + Charisma 
Curiosity is what captures attention. 
Charisma is what makes them care.
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First curiosity, that fickle little emotion so easily satisfied.  We're 
naturally curious creatures so it's hard to ignore.  Creating curiosity 
is about saying something unexpected.  Hinting you know 
something they don't & you're going to let them in on the secret. 
 
Curiosity is about flirting with your words, about showing a little 
shoulder.  It's a seductive, come-hither stare. 
It's NOT giving it all away up front.  Describing exactly what's 
inside.  Save the details for later.  You ARE going to share 
everything you know, tell a story worth paying attention to or even 
sell them something that'll genuinely help them(ahem, hopefully, all 
of the above)...once they're hooked. 

Giving It All Away 
 
Every Entrepreneur 
NEEDS to Master Mindset 
 
 
7 Strategies to Grow Your 
List 
 
How Big Magic Taught Me to 
Choose Curiosity Over Fear 
& It Transformed My Life 

Curiosity 
 
The ONE Thing Every 
Entrepreneur Needs to 
Master 
 
7 Listbuilding Secrets You 
Won't Find on Hubspot 
 
How This Lesson From 
Elizabeth Gilbert's Big Magic 
Transformed My Life 

VS
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See the difference?  The gap in knowledge?  Can you imagine these 
as email subject lines or blog post titles that you might want to click 
on?  Maybe even tweets? 

Okay, what about evoking curiosity by saying something 
unexpected.  Countering everyday beliefs about your industry or 
topic is another great way to get peopled hooked and wanting to 
read more.

A couple of favourites of mine? 

"What do you get the bathroom sink that has everything? The 
Executive. -from The Dollar Shave Club 

"Stay Healthy.  Be Lazy." - book title from Innocent Drinks 

I'll show you more about that in the strategy section but first, let's 
not forget about charisma.

Charisma = style + confidence + 

warmth 
Style means you aren’t afraid to be yourself and let your personality 
shine. 

Confidence means you’re clear on your message, who it’s for and 
the value you bring. 

Warmth means you make others feel important.  You genuinely 
believe in what you’re doing and want to be of service to others. 
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Because charisma has a lot to do with your personal style it's not 
going to look the same for every person and that's okay.  It's about 
having confidence in your unique personality & the value you bring 
to the table - both as an entrepreneur and with the 
products/services you provide.  AND doing it all with warmth & 
humility (with humanity) so you don't come across as arrogant.

So, HOW DO YOU WRITE 

COMPELLING HOOKS? 

Now that you understand what we're trying to achieve & the 
psychology behind it, let's get to the step by step strategy. 
 
 
 
 
Keep these two things in the back of your mind to guide you 
throughout the writing process.  Doesn't matter if it's an email, 
blog post or a page on your website, decide these things first. 
 
1.  What are you giving them permission to do? 
This question quickly helps you get in touch with the deep 
psychological motivations you're trying to tap into.  Ex. permission 
to be unique?  permission to be bold?  permission to take time for 
themselves?  permission to splurge?  permission to be vulnerable? 
etc. 

Step 1
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2.  How do you want them to FEEL after reading the page? 
This helps you establish the correct tone for the piece.  The way 
you write for someone to feel brave and bold isn't the same way you 
write for someone to feel supported & safe or even joyful & 
inspired.

List all the thoughts your customers have about your industry or 
topic.  (incl. positive or negative preconceived notions) 
- turn them into punchy statements 
- see which ones you can flip on their heads & say something 
unexpected about

Step 2

Step 3
List all the cliches associated with your business or the theme 
you've identified in Step 1 Question 1.  Then get creative.  Either say 
the opposite or something unexpected about the cliche. 
 
Enough theory, let's see it in action... 
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Let's pretend you've got a photography biz that does weddings.   
 
Step 1: List some of your customer's thoughts about hiring pro 
photographers or weddings 
 
- I can't afford it 
- this day only happens once 
- I hate having my picture taken 
- my friend has a DSLR and a good eye he can probably do it 
 
we could go on forever but that's a good start. 

Let's try saying something unexpected about those.   
 
I can't afford it -> 
 
You can't afford blurry, over-exposed or the occasional thumb on 
photos you'll show your grandchildren. 
 
This day only happens once -> 
 
This day has happened approximately 83 725 times - in your head. 
 Which is why we'll document every second of your day as it unfolds. 
 
I hate being photographed -> 
 
For every bride who'd rather hide behind her bouquet, secretly 
wishes she could walk down the aisle in the dark or seriously 
considered a masquerade wedding.  We've got your back and a 
camera bag full of tricks to tempt even the most timid bride into 
striking a pose. 
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My friend has a DSLR + a good eye. -> 
 
Great photography does NOT = an expensive camera + a good 
eye. 
 
Let's try listing out a few cliches, shall we? 
 
- runaway bride                                          - Prince charming 
- dreams come true                                   - love at first sight 
- head over heels                                        - white wedding 
- love birds                                                  - twitterpated 
- ball & chain                                               - happily ever after 
- the best day of your life                          - capture your memories 
- fairytale wedding 
- always the bridesmaid never the bride 
 
Let's see what we can come up with if we mix up some cliches... 
 
Wishing on stars may have worked in fairy tales.  But to pull off 
this wedding?  You've been dreaming, planning & orchestrating 
every tiny detail for months. 
 
Which is exactly why you need a photographer who can capture 
every second of all your hard work. 
 
Hmm, not bad but I think we can do better.  Let's try one more. 
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You won't remember the taste of the champagne, the weight of 
the gold as it's slid into place or the presence of his hand on the 
small of your back as you dance. 
 
What you WILL remember is how all of that made you FEEL. 
 
For every other unforgettable moment?  There's Mosimann 
Photography. 
 
I like that one.  :) 
 
Because two examples are better than one let's try it again with 
a different business. 
 
Let's say I have a florist business - so a mix of products + 
services.  We'll call it Where the Wild Bloom Grows - a bold, 
modern floral design company.  We like to deadhead traditions 
and only keep the essentials. :D  (You guys I could make up fake 
companies all day long!)  And let's say I'm wiring a headline + 
hook for a page that's all about centrepieces.  But because we're 
all about BOLD & MODERN floral design we want to say 
something about how we use unique design elements and really 
allow our customers to express their personalities. 
 
Let's see what that might look like... 
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- floral arrangements all look the same 
- can't find my style, colours, blooms  
- it always has to be big and fancy and "traditional" 
- centrepieces "make" the table - set the tone of the event 
- your tables look naked/bare without a centrepiece 
- give the socially awkward person something to hide behind 
(Ha1) 
 
On a mission to outlaw naked tables everywhere! 
 
I kinda love what I mentioned in #1 
Make a Statement at Every Table. 
 
Create a Lasting Impression with Living Artwork. 
 
Hmmm, okay let's see what the clichés bring up.

Step 2

Permission to make a statement at every table.  Permission to 
express themselves through living artwork.  Oooh I like the way 
these feel. 

Step 1
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- they're too traditional for me 
- everyone does it 
- how can you stand out when everything's been done? 
- too many options 
- can I express my personality and still look elegant and refined? 
- as delicate as a flower 
- as fresh as a daisy 
- every rose has its thorn 
- flower power/ flower child 
- fresh as a daisy 
- garden of life 
- green with envy 
- pushing up daisies 
- sowing wild oats 
- stop and smell the roses 
- turn over a new leaf 
- two peas in a pod 
 
 
On a mission to outlaw naked tables everywhere! 
 
I kinda love what I mentioned in #1 
Make a Statement at Every Table. 
 
Bold Expression of Living Artwork. 
 
Hmmm, okay let's see what the clichés bring up.

Step 3
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Okay so I was thinking about the traditional flowers and how my 
company doesn't want to be seen as traditional - we want to be 
bold.  So even though none of those cliches really spoke to me 
this is what my brain did... 
 
Rebel With a Red Rose  
 
(which PS would also be a great name for the business)  so I think 
the contrast of the traditional red rose and the play on the movie 
title makes an eye-catching title for my floral centrepieces page.  
I also think it continues with the naming architecture of the 
business (Where the Wild Bloom Grows taken from Where the 
Wild Things Are).  So we have a title now we have to write the 
rest of the hook. 
 
Rebel with a Red Rose 
 
We bring bold, modern design to the timeless tradition of floral 
centrepieces.  But don't worry, by the time we're finished styling 
exotic blooms or unique combinations into one-of-a-kind 
containers no one will think your tables are tired or predictable.  
Because you wouldn't be caught dead doing anything predictable. 
 
And I think that's all you need for a product-focused page.  I 
would make the rest a look-book of designs.  Maybe talk about 
the specific flowers in each centrepiece and if you wanted to 
come up with fun names that are on-brand for each look.

Step 3
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Now It's Your Turn. . . 

Step 1
1. What are you giving them permission to do?
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Now It's Your Turn. . . 

 
Step 2

List all the thoughts your customers have about your industry or 
topic.  (incl. positive or negative preconceived notions) 
- turn them into punchy statements 
- see which ones you can flip on their heads & say something 
unexpected about
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Now It's Your Turn. . . 

 
Step 3

List all the cliches associated with your business or the theme 
you've identified in Step 1 Question 1.  Then get creative.  Either 
say the opposite or something unexpected about the cliche.
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Remember compelling hooks and headlines use charismatic 
writing that piques our curiosity.  Brainstorm all the things you're 
audience expects you say and then...surprise them. 
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