
 
 

 

The Ultimate Worksheet To Create Your 
Hook (and Stand Out From the Crowd) 

 

HOOKS TO GUIDE YOU 

Before I help you craft your hook, it’s useful to examine other successful 
hooks in action. 

As you look at each of these, look for these two things:  

 What are the common assumptions most people believe? 

 What does this hook say in contrast to those assumptions? 

Here are two real examples to get inspired: 

Find your flow 

The website of Lea Schodel is a great case study on creating a powerful 
hook. She combines the almost unbelievable combination of yoga and 
financial planning. 

This approach is wildly controversial. It sets her apart from the competition. 

Here’s the hook: 

“Wealth is not about a big bank balance, it’s about abundance of 
anything we truly value in life and what we personally define it to be.” 

 

 



 
 

Fulfill your right-brain potential 

(Yep, I’m showing off my hook, hope you don’t mind…) 

While most financial planners believe they can be successful by building 
their knowledge, I show them they’re wrong.  

“If you want to thrive and have an irresistible and meaningful financial 
planning service for your ideal prospects, you should not focus on the 
analytical left-brain part of your profession, but instead focus on the 
emotional right-brain part of your financial planning service.” 

 

CRAFT YOUR OWN HOOK 

Now that you’ve seen two great examples, it’s time to craft your own hook. 

1. The hook should say something about how your prospects can 
achieve “what you promise they can achieve”. So think about this, 
what’s your prospect’s biggest desire? 

 

 

2. What’s a mistaken belief your prospects have about reaching their 
biggest (financial) desire? (this one is easy – you already gave it 
serious thought …) 

 

 

3. Think of a better way to achieve your prospect’s biggest desire? 
Finish this sentence: “Instead of ……, you should …….” 

 

 



 
 

4. Take your answer to #3 and make it into a powerful hook using a 
template like this: 

“Most people believe they have to [common mistake] in order to get 
[prospect’s biggest desire]. 

Instead, I’ve discovered that [your hook] is far more important if you want to 
get [prospect’s biggest desire] 

 

Go and write your hook down. If it sounds awkward, don’t be afraid to 
refine it! 

 

 

Now that you have a potential hook, it’s time to gather some evidence. 
What is the evidence or support for this hook? What stories or 
specific results have you experienced? 

 

 
By the time you answer the questions above, you’ll have a strong hook to 
create your story, website and content around. Great work! 

It helps to keep your story, website and content focused. It also keeps your 
prospects from getting confused. 

So please, take the time to do it right.  

Talk soon. 

Let’s make financial planning matter, 

Ronald   

 


