
Quick Stats: 
91% of consumers 
check their email daily 
(ExactTarget)

76% of email opens 
occur in the fi rst two 
days after an email is 
sent (Alchemy Worx)
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Every fi rst-time email marketer has asked the question: 
“How do I know if I am sending spam?” This article outlines 
suggestions for not only following the law, but going 
above and beyond to ensure that you get the best possible 
results for your campaigns.

Email marketing has emerged in recent years as one of the cheapest and most 
eff ective methods for businesses to reach their clients. Nearly everyone has 
an email address, and for many it is their preferred method of communication. 
Getting a client (or potential client) to share their address with you is as simple 
as asking. So now you have an email list and a message to send, but then comes 
the dreaded question: How do I know if I am sending spam? Luckily the US 
Government has laws that clearly state what is and is not spam, and the good 
news is that they are not diffi  cult to follow. Here we will outline what to consider 
when starting a commercial email campaign and make suggestions for not only 
following the law, but going above and beyond to assure your contacts that the 
email you have sent is an important communication and defi nitely not spam.

Clearly state who the message is from.

The law requires that any commercial email messages have truthful and not 
misleading header information (the “From” line, “Subject” line, etc.). To make it 

W
H

IT
E

 P
A

P
E

R
  

 |
  

E
M

A
IL

 M
A

R
K

E
T

IN
G

A Guide To Effective 
Email Marketing

By: Jon Odishoo
Email Operations Manager, BDX



theBDX.com 11900 Ranch Road 620 N, Austin TX 78750-1345
© 2015 Builders Digital Experience, Inc. All rights reserved.

W
H

IT
E

 P
A

P
E

R
  

 |
  

 E
M

A
IL

 M
A

R
K

E
T

IN
G

clear that the message is indeed coming from you, we 
suggest using your company’s name in the “From” fi eld 
and not the name of the individual. In most cases your 
company’s name is more recognizable to viewers than a 
salesperson’s.

The return email address on the message must be valid; 
avoid using “donotreply@domain.com” as attempting to 
deny email responses may increase the perception that 
your message is spam. Also, using a functional return 
address makes it easy for recipients to contact you with 
questions by simply replying to the message.

You also must include your company’s full postal ”snail 
mail” address somewhere in the message, as this helps to 
prove that you are a real company. We suggest placing 
this info in the footer if it does not appear elsewhere in the 
body of your message.

Choose an appropriate subject line that identifi es the 
message as an advertisement.

Similar to the other header information, you must use 
a subject line that matches the content of the email. 
Disguising your commercial message as a response to 

  When you have gathered email 
addresses for potential clients and 
have entered them into your nuture 
campaigns, be sure that you use 
separate and consistent messaging 
for both agents and consumers!

a previous conversation (using “RE:” in the subject line, or “Per Your Request” etc.) is not only disingenu-
ous, it is against the law! Be up front with the fact that it is an advertisement, and those who are interested 
will open your message and respond. Users who are “tricked” into opening an email are much less likely to 
have a positive view of your company. 

The content of your message must be consistent with the subject line, and cannot be misleading. The top 
line of the email should clearly state the purpose of the communication since most users quickly decide 
if they want to read further. Avoid the “kitchen sink” approach of putting too much information in your 
messages as this may annoy and confuse the recipient.

Make opting out of your messages quick and easy.

The CAN-SPAM laws require that each of your commercial email communications have a clearly stated, 
single action method to unsubscribe. The user must be able to click on one button to remove themselves, 

For more information email: info@thebdx.com, call: 1-866-651-8866, or visit: www.thebdx.com.

and the request must be processed within 10 days. We recommend that you show an on-screen             
confi rmation (not by email) that the unsubscribe was completed. Make sure that your company has a 
method to remove users from all of your email communications so they can be sure not to receive another 
message from you after an opt-out.

Keep tabs on email marketing done on your behalf.

If you are using another company to handle your email marketing, make sure they follow the applicable 
laws in all of their communications. If they are found in default of CAN-SPAM, both their company and 
yours will be held responsible. Ask the company to provide you with proofs so you can approve any 
messages before they go out. If you would like to learn more about the Federal Trade Commission’s rules 
concerning CAN-SPAM, visit the following address: http://www.business.ftc.gov/documents/bus61-can-
spam-act-compliance-guide-business


