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ABOUT THE INSTITUTE OF FUNDRAISING 

The Institute of Fundraising (registered charity in England and Wales 

(no.1079573) and Scotland (no. SC038971) represents fundraisers and 

fundraising throughout the United Kingdom. Its mission is to support 

fundraisers, through leadership, representation, standards setting and 

education, to deliver excellent fundraising. It is a membership organisation 

committed to the highest standards in fundraising management and 

practice. Members are supported through training, networking, the 

dissemination of best practice and representation on issues that affect the 

fundraising environment. The Institute of Fundraising is the largest 

individual representative body in the voluntary sector with over 5,200 

Individual members and more than 360 Organisational members. 

 

 

INTRODUCTION 

Charitable donations made via premium rate services have seen a 

significant increase in recent years and has proven to be an effective and 

accessible way for the public to donate. We understand that, following an 

extended successful pilot, PhonepayPlus want to apply for a permanent 

disapplication of its Code for all relevant providers who wish to operate 

charitable donation services. This involves the following: 

 

 Use of a SKIP facility allowing subscribers to miss a month’s 

subscription payment, but without opting out permanently; 

 Monthly STOP command to be replaced by a STOP command sent 

every three months; 

 Disapplication of the requirement for charitable donations operating 

on a subscription basis to seek permission to operate where the 

donation exceeded £4.50 in any given 7-day period.  

 

Using the monthly subscription feature, charities are able to maximise the 

amount of donations they receive and develop a longer term relationship 

with donors. This consultation, following the successful pilot carried out by 

PhonepayPlus, is welcomed by the IoF as a positive step towards developing 

flexibility with regards to text donations. We are in favour of the proposals 

put forward by PhonepayPlus as we believe it will prove a valuable tool in 
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increasing donations through text giving. We recognise the risks identified 

by PhonepayPlus and would reiterate that transparency is key to ensuring 

that good donor relations are sustained. Further, we agree that the 

requirements as stated in the consultation paper are important to ensure 

that these provisions are appropriately applied. Our Code of Fundraising 

Practice sets the standards to be adhered to by our members, and promotes 

openness and transparency in all areas of fundraising activity to maintain 

donor confidence. Our key principles can be found here: 

http://www.institute-of-fundraising.org.uk/guidance/code-of-fundraising-

practice/key-principles-and-behaviours/.  

 

Please note the last paragraph in the Annex 1 – Statement of Application 

document states ‘…charities must be signed up to the Fundraising Standards 

Board’s Fundraising Code of Practice’. This should read ‘the Institute of 

Fundraising’s Code of Fundraising Practice’.  

 

Q.1 DO YOU AGREE WITH THE RISKS IDENTIFIED AND OUR 

ASSESSMENT OF THEM? IF NOT, PLEASE GIVE YOUR REASONS AND 

PROVIDE ANY SUPPORTING EVIDENCE AVAILABLE. 

 

We agree the risks identified in the consultation are accurate. It is 

important that donors are as clear as possible with regard to how the 

subscription service works and how much money they will be spending and 

when. By using the ‘SKIP’ function, donors could be confused as to what 

they are skipping, for how long and when their next payment will be 

charged. Transparency and accountability are at the heart of fundraising 

and donor relationships, so we would urge that wording is clear and donors 

know how the subscription works and what their options are to avoid 

damaging donor trust.  

 

We also echo the sentiment that vulnerable groups should be considered 

separately when determining protection and different pay points and any 

other relevant regulation should be considered here, for example the 

restrictions surrounding children and marketing. Effective communication is 

vital here, and as such this category should be considered as separate and 

out of the remit of the general rules.  

 

 

 

 

 

http://www.institute-of-fundraising.org.uk/guidance/code-of-fundraising-practice/key-principles-and-behaviours/
http://www.institute-of-fundraising.org.uk/guidance/code-of-fundraising-practice/key-principles-and-behaviours/
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Q.2 DO YOU AGREE WITH OUR CONSIDERATION AND PROPOSED 

CONDITIONS AND OUR ASSESSMENT THAT THEY ADEQUATELY 

SATISFY THE OBJECTIVE OF THE PROVISION WITHOUT REQUIRING 

STRICT ADHERENCE TO RULE 2.3.12(D)(V) OF THE CODE? IF NOT, 

PLEASE GIVE YOUR REASONS AND PROVIDE ANY SUPPORTING 

EVIDENCE AVAILABLE? 

 

We agree that the proposed conditions still adequately satisfy the objective 

of rule 2.3.12(d)(v) as there is ample information available to the donor if 

they can choose to leave the service. The SKIP function, alongside the 

STOP reminders being sent every three months means donors are given 

adequate notice and ability to leave the service if they so wish. It is 

imperative that communication to donors is clear and accurate, as this is 

pivotal in maintaining effective donor relationships.  

 

The Consultation paper lays out two options following the pilot, the first 

involves making individual dis-applications of the Code and the second 

involves permanent dis-application of the Code for all charitable donation 

services. We are in favour of the second option as this will lower 

administrative burden for all parties involved and will be clearer than 

maintaining up to date with individual dis-applications for specific 

organisations.  

 

We are confident that the pilot carried out by PhonepayPlus provides 

sufficient evidence to show that donors were not significantly confused or 

put off by the proposed changes. The extended pilot demonstrates that 

consumer harm is not at risk by introducing these changes and the low 

level of complaints as referenced in the ‘Charitable donations by premium 

rate’ report supports this point.  

 

The conditions around these proposals as laid out in 1.8 of the consultation 

document provide further reassurance that donors will be adequately 

informed of how the subscription service works.  

 

 

Q.3 ARE THERE ANY ADDITIONAL CONDITIONS THAT YOU 

CONSIDER NECESSARY TO ACHIEVE THE OBJECTIVE OF RULE 

2.3.12(D)(V) OF THE CODE? PLEASE PROVIDE ANY REASONING 

AND/OR EVIDENCE YOU HAVE FOR ANY CONDITIONS YOU 

SUGGEST? 

 



 

 

 

Excellent fundraising for a better world 

 

 We feel that the conditions as set out in 1.8 of the consultation document 

adequately meets the objective of rule 2.3.12(d)(v). In particular, the 

emphasis on transparency of promotional material and the requirement to 

send consumers an initiation text message containing clear information of 

how to stop and skip subscriptions is integral to achieving this.  


