
The Hook System 
PART 2: The Hook Map™

All about how to create powerful and lucrative 
hooks by leveraging pains, pleasures, triggers, 
associations, and what else’s, The Avatar’s Diary 
and The Map itself to tap into ultimate creativity!

Jon Benson 
Billion-dollar Copywriter 
Godfather of the VSL  
Creator and CEO, CopyPro and Now VSL 
Creator of The Hook System
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Please don’t be a dick. Keep these 
materials to yourself and your team 
members so I don’t have to track you 
down and you end up moving to 
some third-world hellhole, all 
because you wanted to save a few 
bucks. You’re awesome.
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The Hook
A phrase of a beneficial, frightening, or 
even neutral tone that speaks to your 
prospect’s mindset and stands out as 
unique, intriguing, or essential, and 

created to capture attention.

PART 2

www.imarketing.courseswww.imarketing.courses

www.imarketing.courses
www.imarketing.courses


Hooks can run as headlines, ad 
campaigns, and form the basis 
of a sales letter, although they 
are not as layered as big ideas.
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THE DIARY ™
HOOK TOOL #1
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We must start by looking 
at our Avatar’s Diary. If you did 
your research, you have more 
than enough data to complete 

The Hook Map.
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I’ve highlighted the copy 
elements I found both the most 
intriguing as well as the most 

repeated. I’m looking for 
THEMES.
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HOOK TOOL #2

HOOK MAP ™
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Let’s take a look at the elements 
that make up The Hook Map.
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Hook Map Elements
PAIN & PLEASURE 
What are the dominant problems and desires? For each Map, 
pick at least three.


WHAT ELSE? 
This is the secret sauce: you engage flow state by asking your 
mind to go into comparative thinking and Socratic method 
processing. You do this by asking the question: “What else has 
this trait?” 
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Hook Map Elements
ASSOCIATIONS (Pain) 
From your “What Else?” Exercise, you’ll ask the question: “What 
words are associated with these items?” This process helps you 
with layering. Write as many as you can (for the Map example, I’ve 
only written a few, but the more the better.) These will serve as 
hook mechanisms, catch phrases, titles, etc.


TRIGGERS (Pleasure) 
From your Pleasures, you ask the question: “What are the 
mechanisms that deliver these desires?” Stick to one word 
answers whenever possible. This will inspire stories and Big Ideas.
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Now let’s take a look at  
the Hook Map rules. This will 
help you stay in a heightened 

state of creative flow.
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RULE #1 
Write through your avatar, not 

through the lens of your own life 
or mind or goals. Even speak in 

their voice in your head.
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RULE #2 
Set a timer for 10 minutes per 
Hook Map pain and pleasure. 

Stop at 10 minutes.
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RULE #3 
Write as fast as you can.  

Do not overthink.
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RULE #4 
Do not censor or edit yourself 

during the creation of your Hook 
Map. Let all the ideas flow.
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RULE #5 
Repeat this process until you 
have at least 5 answers that 
click or resonate within you.
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Now, let’s open my Hook Map 
for my Avatar’s Diary.
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Jon Benson's

Hook Map?

PAIN

PLEASURE

Run-down

WHAT ELSE?

Clocks
Light Bulbs

Energy Levels

ASSOCIATIONS

Clocks: wind, set
Light Bulbs: switch, screw-in, change
Energy Levels: dead, scary, tired

Energy, Switch

Ugly

WHAT ELSE?

Mean People
War
Fat

ASSOCIATIONS

Mean people: bullies, violence
War: combat, Armageddon, The Resistance
Fat: stubborn, belly, thigh, muffin top

Combat, Armageddon

Uncomfortable

WHAT ELSE?

Strangers
Tight Clothes

Too Close

ASSOCIATIONS

Strangers: dangerous, unknown, untrustworthy
Tight Clothes: straight-jacket, can't breathe
Too Close: assault, bad breath, run away

Straight-jacket, Unknown

Flat Tummy More Energy Look & Feel Sexy

ASSOCIATIONS

Skinny
Trim

Fat-burning

ASSOCIATIONS

Power
Zest

Vitality

ASSOCIATIONS

Hot
Beautiful
Youthful

Skinny Vital/Vita Youth

TRIGGERS

Hormones
Enzymes
Calories

Metabolism

TRIGGERS

Power
Zest

Vitality

TRIGGERS

Hot
Beautiful
Youthful

TRIGGERS

Genes
Hormones
Enzymes
Calories

Metabolism

Leptin
FTO

The Skinny Switch


Leptin Resistance


VitaYouth


Vital Energy


Fat Combat


Hormonal Setpoint
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Recap
We looked at a completed version of The Avatar’s Diary 
and saw how we used the exact words given to me 
through research to help create my Hook Map.


We look at the four components of a Hook Map, and 
how they inspire layered, non-sequitur ideas to help 
build intrigue and demand: Pain/Pleasure, What Else, 
Associations, and Triggers. 


Now you know how to create a Hook Map!
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Homework
Do the Hook Map creative flow exercises. Set your timer 
and write for each of your pain and pleasure branches 
for 10 minutes per branch. 


Use my Hook Map PDF as a basis for your hand-written 
Hook Map, and create a Hook Map for your avatar.


Write down 3-5 hook ideas (or more) that come out of 
the exercise.
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Next Lesson Preview
We’ll take your Hook Map and expand it all the way into 
your first Big Idea Map.


We’ll cover how to expand these Socratic method 
techniques and layering properties by mapping pains, 
pleasures, triggers, associations, and what else’s. 


You’ll walk away with at least one Big Idea, if not 
more, that can be turned into a big-dollar campaign!
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QUESTIONS & ANSWERS
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