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Today…
● A little bit about Open                              

● Some market context                                   

● Soft opt-in changes explained                  

● Success stories to learn from                        

● Innovations for 2025                                          

● Demo of our new model                                 



A little bit about Open
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Strategy

TechCreative
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Some market context
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And in the digital world…
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The soft opt-in
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Data (Use & Access) Bill



So why does this matter? 
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Unlocks growth 
with more 
supporters 
entering the 
donation funnel.
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More opportunities for email
New consent rules allow for extensive list growth 
once effective.

SMS (and PSMS) once again viable
CTAs asking people to text short codes can take cash and 
RG payments directly from phone bills (reducing friction).

More opportunities for telemarketing
By receiving SMS messages (and providing an option to 
opt-out), consent for calling is now available.



In turn, this can create 
new ways to make media 

more responsive…
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Making media responsive



Success stories
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Offline media CTA 
to text shortcode 

(eg 88008).

Payment taken 
directly. Regular or 

cash gift confirmation 
receipt (and opt-out) 

via SMS.

Phone number 
collected and 

telemarketing RG 
conversion call.



Text to donate 
(cash)

PSMS approaches

Text to 
donate 
(cash) 



Text to donate 
(cash)

PSMS approaches

Text to 
donate 
(cash) 



Text to donate 
(cash)

PSMS approaches

Value 
exchange



Text to donate 
(cash)

PSMS approaches

Enhancing  
dialogue



Text to donate 
(cash)

PSMS approaches

Advocacy & 
campaigning



Text to donate 
(cash)

PSMS approaches

Integrated 
campaigns PSMS responses by channel



So why did this 
work so well?
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Expansive reach 
Everyone has a phone and can does/text

Novel
Value exchange & accessible payment mechanics improve 
engagement

Scalable
Calls to action can sit across many channel environments

Conversational
Allows for two way dialogue between supporters and causes

Centralised optimisation
Cross channel communications triangulated via Open Mobile 
Global (OMG) platform



How can we apply 
this recipe for success 

in today’s world?
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Text to donate 
(cash)

PSMS approaches

Audience 
behaviour 
has changed…



Text to donate 
(cash)

PSMS approaches

And messaging 
has become 
increasingly  
fragmented across 
apps



Text to donate 
(cash)

PSMS approaches

And messaging 
has become 
increasingly  
fragmented 
across apps

Active users (UK) by messaging 
platform (millions) 

Source: Messaging platforms (self reported)
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WhatsApp



Text to donate 
(cash)

PSMS approaches

It has the largest 
share of internet users 
of any social media 
app in the 
UK (80%)

Source: Statista



PSMS approaches

How often do you use WhatsApp? 

Source: YouGov

Cross-generational 
coverage, with a 
slight skew toward 
millennials.



Text to donate 
(cash)

PSMS approaches

High engagement: Messages are 
almost always opened

Rich content: Supports images, 
video, voice notes, polls and links

Two-way dialogue: Donors can 
reply, ask questions and feel part 
of a conversation

Frictionless giving: Quick links 
to donate or take action directly 
inside the app

Why WhatsApp?
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So how can you start a 
conversation on WhatsApp?



Text to donate (cash)

PSMS approachesAcquisition Stewardship

Digital ad to 
open chat

QR code from 
offline media

Link from 
owned channel 
(website email, 

SMS, direct mail)

Broadcast 
(if WhatsApp 
consented)
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It’s very flexible
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This opens up new models 
for integrated channel 

dialogue
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Offline 
media 

Donation ask 
(checkout or 
mobile 
carrier) 

Digital 
advert

SMS & 
PSMS

Conversational 
experience 

TM: RG 
conversion

Ongoing 
stewardship 
journey

Data collection 
& lead validation
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And we have a few ideas…



Petitions and Campaigns



State of the nation surveys



Value exchange



Thank you
henry.astley@opencreates.com 
hello@opencreates.com
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