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It’s been said many times 
that the email subject line is 
the most important part of 
any campaign. 
 
When it comes to email, if you want people to 
see what you have worked so hard to create, 
you have to get them to open it. And just like 
NYC or LA, the inbox is crowded! 
 
So how do you manage to entice people to 
take the next step; to read and get engaged? 
 
Think creativity, curiosity, and just enough. 
 
For email subject lines that get them to open, here are the top tried and true, 
proven-by-the-big-email-marketing-companies guidelines: 
 
 

 Keep it Short. 
 

 
According to Aweber, “subject lines with 30 characters or less have an 
above-average open rate.” 
 
In part this makes sense because 40% of emails these days are opened on 
mobile first, where you can only fit between 4-7 words. 
 
Like these:  

 
• 10 Ways to Sing Better  
• Birdsongs — Free Download 

    
 

• Your Input is Needed 
• MLM Tips to Double Your Income
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 Questions Hook the Mind. 
 

Isn’t it hard not to answer a question? Even if the subject is of no real interest, 
the mind can’t help but want to help, aka, give you an answer. 
 
That said, there are questions that people want to answer and those 
they might ignore. 
 

• “How many times have you done this?” prompts me to want to know 
what I may have done. 

 
• “Do you have a few minutes?” may or may not move people. It will 

depend on how engaged your list is. 

 
• If someone opted in for one of your free gifts and you put them into a 

nurture sequence, one of the first emails you send could have this kind 
of question; (for an infographic) “Did you print it out?” If they haven’t 
yet opened the freebie it will remind them to without brow-beating 
them to do so. 

 
• If your free offer is a tips list, you can try “Which tip will you take action 

on first?” 
 
These kinds of questions are creating a desire in the mind to think about what 
you are asking, hence gets them to move forward by opening the email and 
reengaging with your content. 
 
I don’t advise questions like: 
 

• “How many of you?” 
• “Did you read the report yet?” 

 
The first one is over-used, and if I didn’t read the report then I’ll likely ignore 
the second email subject, thinking, “I’ll get to it when I’m ready.” 

 
 
 
 
 
 
 
 
 
 

 
 

“Did you know that 47% of email recipients open 
email based on the subject line alone? 
 

At the same time, 68% of email recipients report 
email as spam based solely on the subject line.” 
 

- OptinMonster.com
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 Personalize It. 
 

Most of you will probably be using some kind of autoresponder system, and 
know that you can address each of your subscribers by name using the tag 
“Firstname” in the body.  
 
Have you ever thought of putting their name in the subject line? It’s a small 
touch that takes personalization to another level. Again, according to Aweber, 
emails with someone’s name in the subject line get a 20% higher 
open rate. 

 
 

 State the Obvious. 
 
 

If you are giving them something, make that something the subject line.  
 
Like these: 
 

• 15-point FB ad audit (Download) 

 
• Yoga Teacher Training Starts Next Week 

[This one has the obvious + urgency] 

 
• Coffee’s on Me for 8 of you, if you act now  

[Again, the obvious + urgency] 

 
• 15 Ways to Game the Amazon Sellers System (Infographic) 

 
 

 Let Them Get to Know You. 
 

People come into our tribes for many reasons, but even if they only came for a 
free offer on how to make money flipping houses, if they stay, they will want 
to get to know us. 
 
Every so often it’s good to send an email that lets them in, yet still relates to 
business. 
 

• “Why I LOVE this tool above all others” indicates your personal 
preference for something you use in your business. It’s also got a 
curiosity piece. 

 
• “I’ve been waiting for this day for 3 years” could be a story about how 

your book finally made to the best-seller list, or how you hit 6-figures. 
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 Self-Interest 
 

 
This is a category that I got from Ryan Deiss at Digital Marketer. He says, 
 

“A fundamental characteristic of humans is that we look to the 
behavior of others when making decisions. You can leverage this in 
your email subject lines by mentioning individual’s success stories, 
familiar names, or highlighting how many people are already using a 
product or service.” 

 
One of his examples is: 
 

• “Case Study: 7-figure eCommerce Funnel.” 
 
One of yours might be: 
 

• “My local TV station featured me for this today.” 

 
• “10,000 sales in 10 months — how she did it.” 

 
 The Authority 

 
 

Using the names of celebrities or well-known industry experts, (if 
you have something about them that will benefit your audience,) is a good 
hook. 
 
For instance… 
 

• for my people I might try, “How Ryan Deiss makes multiple 7-figures 
using SMS ads.” 

 
• In the personal development world, you might reference: “What Hay 

House Doesn’t Want you to know about writing a book.” 
 

• Are you a dog trainer? “What Cesar Milan does wrong when training 
pitbulls.” 

 
Again, don’t use names just to get an open — that’s called click bait and 
it’s a marketing no-no for ethical marketers; you must be able to deliver on 
your subject line’s promise.

https://www.digitalmarketer.com/


Copyright © 2017 Be More Marketable. All Rights Reserved. www.BeMoreMarketable   |   Gregory@BeMoreMarketable.com 

 

 The Blooper 
 
 

We learn from ours and others’ mistakes, right? And people love to know 
what went wrong in the world of the people they view as “doing it all right,” so 
share it. 
 

• “What happened on a FB live when my cat came into the room” 

 
• “Why you should never drink a smoothie on a live interview” 

 
• “Why I should have let my assistant install the pop-up” 

 
 

 
 

I’m sure there are more categories you will come up with. If you’ll keep the three 
basic frameworks of creativity, curiosity, and just enough in mind, 
you’ll be in good shape.  
 
And when I say “just enough,” I mean tell them enough to pique their interest to 
learn more — but only that much. 
 

  
 

 
 

If I can ever be of assistance with your free offer 
creation, writing, or other copy that needs help, feel 

free to grab a spot on my calendar: 
 

www.GregsSchedule.com 


