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Save the Children Response to Consultation on A Statement of Application in relation 

to charitable donations, the STOP command and SKIP functions 
 
Dear Mr Levitt 

We welcome PhonePay Plus’s intention to amend the Code of Practice, and we agree with 
most of the findings documented in the consultation paper. Regular PSMS giving is a growing 
element of our regular giving programme, generating invaluable unrestricted income from 
segments of the public which have previously proved hard to engage. We are excited by the 
potential of this channel and see it taking a growing share of our portfolio in future. 

We have two comments: 

‘The requirement that consumers who text SKIP in 3 consecutive months must be 
immediately given the option to stop or continue, and be unsubscribed if they do not positively 
respond within 24 hours’ 

Based on the behavior of our Mobilise donors, we can see that multiple consecutive SKIPS 
do not necessarily precede a request to STOP.  We have analysed our Mobilise donor file 
and have found 363 instances where a supporter has skipped three payments in a row. 
However, 40% of the time the supporter then made a payment in the next month.  

Based on this data, we believe that the profile of the individuals giving in this way is such that 
they take in good faith the flexibility offered by the platform, and are comfortable to SKIP on 
multiple occasions; SKIP is not a proxy for STOP. It does not seem to us useful to infer a 
desire to STOP from regular use of the inbuilt flexibility offered by this method of giving.  As a 
service user, an individual would not necessarily expect that regular use of a facility would 
automatically require action on the service user’s part to continue to use the selected facility. 

We feel that to compel supporters to opt into continuation of service as a consequence of  
using the key feature of the product and to be reminded of the STOP function without 
expressing a clear requirement is excessive. In addition to the analysis mentioned above, to 
date our supporters giving through this channel have given no indication e.g. via contact with 
our supporter services team, that they are unhappy with the current facility.  

3.35 (xvi) Services must not specifically target children in their promotional material under 
these arrangements 

Charities are already complying with guidelines from the Institute of Fundraising, Fundraising 
Standards Board, ClearCast and  other self-regulatory and statutory bodies regarding 
marketing to children, so this seems unnecessary. However if this is included it should define 
children clearly e.g. under the age of 16 

Yours faithfully 

 
 
 
Annie Moreton 
Deputy Director Individual Giving and Legacies	  


