
 
 

 
Module   17,   Lesson   3   Handout:  

Email   Subject   Line   Guide  

 
Writing   an   email?   The   subject   line   is   one   of   the   most   important   components   of   a   successful   email  
campaign.   Why?   Because   it   will   ultimately   either   convince   the   recipient   to   open   your   email,   ignore   it  
(or   worse,   delete   it   or   send   it   to   spam).   Now,   that   may   sound   a   little   daunting,   but   it’s   really   not   that  
difficult   to   write   headlines   that   at   least   don’t   get   deleted/sent   to   spam.   Your   ultimate   goal,   however,  
is   to   get   the   email   opened,   right?   Otherwise,   what   did   you   write   it   for?  
 
Here   are   a   few   rules   of   thumb/tricks/best   practices   to   think   about:  

1. Include   your   business   name   in   the   subject   line   (when   appropriate).  
If   you’ve   never   emailed   a   contact   before,   it   is   sometimes   a   good   idea   to   include   your  
business   name   in   the   subject   line.   Why?   So   the   recipient   knows   who   the   email   is   from   right  
away.   It’s   better   not   to   leave   it   to   chance   that   the   recipient   thinks   your   email   is   coming   from  
someone   they   aren’t   expecting   an   email   from.   This   doesn’t   necessarily   apply   to   contacts  
you’ve   been   communicating   with   for   a   while,   since   they   should   recognize   the   email   address.  
Use   your   discretion   here.  
 

2. Provide   a   hint   as   to   what   your   email   is   about.   (ALWAYS)  
This   should   go   without   saying,   but   the   subject   line   should   include   a   hint   as   to   the   subject   of  
the   email.   If   the   subject   is   vague   or   misleading,   you   aren’t   likely   to   get   the   response   you’re  
looking   for.  
 

3. Don’t   mislead   your   readers.   (EVER)  
It’s   important   to   reiterate   that   lying   or   misleading   your   subscribers   is   just   not   right.   Don’t  
advertise   a   free   gift   or   a   piece   of   information   and   then   not   follow   through   with   it.   Not   only  
will   your   subscriber   be   disappointed   and   likely   chuck   your   email,   but   they   will   also   likely   lose  
trust   in   your   brand   as   a   whole.   
 

4. Be   clear   and   concise.  
Unless   there’s   a   creative   reason   you   need   to   write   a   really   long   subject   line,   it’s   best   to   keep  
them   short   and   sweet.   Your   subscribers   won't   take   the   time   to   read   a   long   subject   line,   and   it  
will   get   cut   off   in   the   preview   anyway,   so   it’s   really   not   efficient.   Say   what   you   need   to   say   in  
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as   few   words   as   possible   for   best   results.   Remember,   you   can   always   elaborate   in   the   preview  
text.  

 
5. Don’t   go   crazy   with   emojis.  

Yes,   emojis   are   fun   and   can   add   a   bit   of   flair   to   your   email   subject.   However,   adding   too  
many   to   the   subject   line   looks   unprofessional   and   can   be   distracting,   especially   if   they   aren’t  
directly   related   to   the   subject   of   the   email.   If   you’re   writing   a   subject   line   that   has   to   do   with  
winter,   a   snowflake   or   snowman   emoji   is   perfectly   acceptable.   But,   keep   it   to   1-3   emojis,  
tops,   and   don’t   add   them   to   every   email   you   send.  
 

6. Don’t   use   exclamation   points   unless   necessary.  
Exclamation   points   are   meant   to   be   used   sparingly.   They   generally   create   a   sense   of   urgency,  
extreme   excitement,   or   to   show   that   you   are   yelling.   The   idea   is   to   use   the   right   mix   of   words  
to   explain   what   your   email   is   about,   without   needing   to   yell.   If   you’re   writing   about   a   limited  
time   offer,   an   exclamation   mark   might   be   appropriate,   but   again,   don’t   overuse   them.  
 

7. Be   mindful   of   mobile   users.   
When   writing   your   email   subject   lines,   it’s   important   to   consider   what   type   of   device   your  
readers   are   likely   to   be   viewing   them   on.   Mobile   viewers   will   see   fewer   words,   so   shorter  
subject   lines   with   CTAs   closer   to   the   beginning   of   the   subject   line   will   get   better   results.  
 

8. DON’T   CAPITALIZE   EVERY   WORD.  
Emails   with   subject   lines   written   in   all   caps   look   spammy.   They   aren’t   very   appealing,   and,  
similarly   to   exclamation   marks,   the   capitalization   makes   it   look   like   the   reader   is   being   yelled  
at.   It   doesn’t   feel   personal,   and   it   comes   across   as   obnoxious,   really.   Keep   it   in   sentence   or  
title   case   for   best   results.  

 
These   are   some   of   the   most   common   things   people   pay   attention   to   regarding   email   subject   lines,   so  
if   you   can   master   these   tips,   you   should   see   a   relatively   high   open   rate.   Happy   writing!  
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