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P R O A C T I V E 
N O T IF I C AT I O N S  
O P T- IN 
R E Q UIR E M E N T S  
A N D  S T R AT E G IE S



WHAT IS AN OP T-IN?

In simplest terms, an opt-in is a consumer’s 

permission to be contacted by your company. This 

contact can occur via numerous media channels 

such as Interactive Voice Response (IVR), email 

or SMS (Short Message Service, also known as 

text messaging). This opt-in enables and validates 

a business relationship between you and your 

customers.

Most United States and Canadian business-to-

consumer communications now require some form 

of opt-in. The European Union and some other 

jurisdictions have similar requirements, usually 

centered on privacy. In the U.S., “Do Not Call” lists 

are an example of negative opt-in, or opt-out, in voice 

communications, while new telemarketing rules have 

moved to a proactive opt-in requirement. In email, the 

idea of ‘whitelisting’, defining pre-approved addresses 

from which email will be received, is fundamentally 

an opt-in process. For email, opt-in requirements are 

usually managed by the mail provider (i.e., EarthLink, 

Comcast, etc.)

However, opt-ins are most explicitly used in SMS, and 

it is from that media channel that the term originates. 

For the purposes of discussing opt-in strategies, this 

white paper will focus on SMS requirements. Most of 

the points made herein can be applied to interactive 

voice, email and social media just as readily.

Cellular carriers are very protective of their 

subscribers and vigilant that their SMS networks 

not become channels for spam. To that end, they 

require a complex process of campaign approval and 

consumer opt-ins for commercial messages.

In the SMS world, this entire opt-in process is by 

carrier requirement. It does not have the force of law 

as “Do Not Call” and telemarketing opt-in rules do. 

However, as the carriers have absolute control over 

their networks, messaging programs, and in extreme 

cases, a company’s entire access to the SMS network 

can be terminated for perceived abuses.

Proactive compliance with opt-in requirements should 

be an essential business rule for any organization 

utilizing this and other interactive media channels 

within customer interaction strategies.
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WHAT’S THE BES T COURSE OF ACTION?

SMS is a relatively contained but complex world.  

Many major brands have moved aggressively into  

SMS with tremendous success. Variable quality of 

service from the carriers means that expectations 

for both companies and their consumers need to be 

flexible. These uncertainties have kept other brands 

out of the arena.

A strong opt-in process combined with well-designed 

consumer communications is your best tool for SMS 

and all customer interaction success. Defining a 

strategy for securing and maintaining opt-ins is the 

f irst and greatest step on that path.

HOW DO I  SECURE A CONSUMER’S OP T-IN?

Traditionally with SMS, an opt-in is secured via a 

message originating from the consumer and sent to 

the business. In SMS terms, this is called a “Mobile 

Originated” or MO transaction. (Contrast with “Mobile 

Terminated” or MT, which is the business sending an 

outbound SMS to the consumer.) This is the preferred 

method of opt-in from the carriers’ point-of-view, 

though a number of alternatives will also be accepted.

Generating that consumer originated message can 

be accomplished through the same promotional 

activity that delivers any other call-to-action for 

your business. For example, it may be in-store 

signage, point-of-sale promotions, couponing, print 

advertising, packaging overlays, or even outdoor or 

broadcast advertising. You see and hear examples 

of this everyday, from highway billboards to SMS 

short codes being offered at the end of radio 

advertisements. For services with monthly billing, 

other options include statement messaging, statement 

inserts, “house” ads, door hangers, services discounts 

or incentives for participation.

At the same time, in those situations where a 

business-to-consumer relationship already exists, 

additional interaction channels can be leveraged 

to secure opt-ins for SMS without generating a 

consumer originated message. For example, a major 

CSG consumer banking customer utilizes a brief 

post-call automated survey to secure consumer opt-

ins to add SMS to their communication preferences. 

Likewise, an existing email relationship can be used 

to promote access via SMS. Adding SMS and other 

alternative interactive communication channels 

(e.g., automated voice, email, print/direct mail, etc.) 

to a contact preferences section of a web-based 

customer profile portal is another useful strategy. 

In each of these latter cases, a consumer’s opt-in 

is captured and documented using one or several 

auditable communication channels. This gives you 

the information necessary to communicate with your 

customers via their preferred communication methods.

Additional methods exist to harvest opt-ins as well. 

For example, if your business has service agreements, 

amending or revising those agreements to include an 

opt-in clause — which must be voluntary via checkbox 

or initialing rather than mandatory — will provide 

another opt-in method.

Likewise, retail or non-retail incentives around 

couponing, seasonal promotions, sweepstakes, 

contests, events or holidays may offer more creative 

opportunities to garner consumer opt-ins. Statement 

inserts, print messaging, contact center scripts and 

IVR offer further such channels.
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SIGNIFICANCE OF A DOUBLE OP T-IN

Interaction strategies that aim to deliver regular 

volumes of ongoing messages to consumers should 

consider utilizing a “double opt-in” as part of the 

subscriber opt-in process. This means that after 

the initial opt-in, no matter what the channel, the 

customer will receive a follow-up outbound message 

via the selected channel(s) from the business, to 

which they must reply with an inbound response 

message to confirm the opt-in. The most conservative 

form of double opt-in requires the subscriber to 

confirm their opt-in with a second message. That 

process would provide the tightest possible coverage 

for audit and accountability purposes.

Although possibly sacrificing a percentage of 

consumers who will not fully complete the double 

opt-in requirements, this strategy is often credited 

with delivering the highest value opt-in lists as those 

consumers who fully execute the double opt-in process 

are usually the consumers who most accurately 

represent your core target audience and are the most 

likely to purchase your products or services.

CUS TOMER SATISFACTION ADVANTAGES TO A 
S TRONG OP T-IN PROCESS

A strong opt-in process that is also tied to customer-

managed contact preferences can provide a significant 

advantage in customer satisfaction. When all your 

communication channels are serviced from a single 

source and the business message itself is the 

transaction in process, you can offer your customers 

dynamic preferences, including hunt groups that shift 

media (“try my voice line f irst, then SMS, then email if 

I don’t respond”), and are sensitive to time of day, day 

of week, weekends, holidays and emergencies (“voice 

during business hours, SMS after hours”).

The same tools that manage the opt-in process can 

readily manage a dynamic hunt group. This provides a 

useful customer self-maintenance portal and ensures 

that your communications efforts are more targeted, 

more eff icient and f inely tuned to individual customer 

preference — resulting in an enhanced customer 

experience due to heightened personalization within 

your messaging.
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FURTHER NOTES: CELLUL AR CARRIERS AND  
THE MOBILE OP T-IN PROCESS

As part of any opt-in process, the carriers require a 

clear, auditable data trail before any campaign will be 

approved. Any subscribers contacted as part of that 

campaign should be identifiable within the opt-in list. 

Sending commercial messages to subscribers who have 

not participated in the opt-in process is grounds for 

campaign termination by the carriers. Likewise, a clear 

opt-out process must also be available. The minimum 

requirement here is opt-out from the cellular handset 

through a Mobile Originated (MO) or inbound message 

requesting STOP, END or several other keywords.

Note that the opt-in/opt-out process is also closely 

aligned with the graylist process whereby carriers notify 

on a nightly basis of deprovisioned cellular numbers. 

Even in cases where a customer takes their number 

from one carrier to another (“portability”), all SMS opt-

ins are considered voided and must be renewed before 

further commercial messages can be sent.

From the carriers’ point-of-view, it is the responsibility 

of any commercial sender to maintain opt-in and 

opt-out records. This information should be available 

for inspection by carriers or an SMS aggregator 

on request, in the event of a subscriber complaint. 

Failure to maintain or produce theses lists on request 

is grounds for campaign termination by the carriers.

CSG Interactive Messaging provides signif icant 

consultative support to help clients ensure 

compliance with these requirements. However, as 

requirements can vary over time on a per carrier 

basis, clients should be prepared for changes in 

compliance requirements even after a campaign has 

been deployed.

IN CONCLUSION

Proactive Notif ications via multiple communication 

channels, including Interactive Voice, SMS and email, 

offer opportunities to expand not only your standard 

marketing communication strategies, but also drastically 

refine and f ine-tune your overall customer contact 

strategy based on each customer’s unique interaction 

preferences — resulting in significant operational cost 

savings as a result of cutting wasteful spending on 

messages that are deleted or go unanswered.

Proactive Notif ications give you the reach you need to 

interact more eff iciently, effectively and economically 

with your increasingly mobile and media-savvy 

customer and prospective customer bases. CSG 

would be pleased to consult with you on how best  

to put these solutions to work today.

ABOUT CSG’S INTER ACTIVE MESSAGING 
SOLUTIONS

For more than 20 years, companies across numerous 

industries including Financial Services, Telecom, 

Business Services, Cable & Direct Broadcast Satellite, 

Marketing Services, Retail, Healthcare and Media 

& Entertainment have utilized CSG Interactive 

Messaging to drive business results and maximize 

every customer interaction.

Seamlessly integrating Interactive Voice, SMS/text, 

Print, Email, Web and Fax, CSG Interactive Messaging 

provides the world’s leading companies connect with 

their customers in the most cost effective, eff icient 

and customer friendly ways possible.
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ABOUT CSG 
CSG simplifies the complexity of business transformation in the digital age for the most respected communications, 

media and entertainment service providers worldwide. With over 35 years of experience, CSG delivers revenue 

management, customer experience and digital monetization solutions for every stage of the customer lifecycle.    

The company is the trusted partner driving digital transformation for leading global brands, including Arrow, AT&T, 

Bharti Airtel, Charter Communications, Comcast, DISH, Eastlink, iFlix, MTN, TalkTalk, Telefonica, Telstra and Verizon. 

At CSG, we have one vision: f lexible, seamless, limitless communications, information and content services for 

everyone. For more information, visit our website at csgi.com and follow us on LinkedIn, Twitter and Facebook.

Each month, CSG Customer Communication Management 

solutions touch more than half of all U.S. households. 

And every year, we send and receive more than one 

billion interactive voice, SMS/text, print, email and fax 

messages to and from more than 50 million end users.

CSG Interactive Messaging is delivered through 

multiple channels and are fully integrated, enabling 

our clients to evolve their use of Interactive 

Messaging functionality as their business needs 

change and grow.

Our hosted solutions enable businesses like yours to 

rely on CSG to cost-effectively and eff iciently deliver 

Interactive Messaging functionality and expertise 

while continuing to focus on what your business does 

best — serve your customers.
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