
 



 
 
 
 

 

If you have arrived at this page, you are more than likely trying to 

establish what’s what when it comes to SMS short codes and long 

codes.  

The question being: What is the difference between a short and long 

code for SMS? 

Whilst each has advantages and disadvantages, we think you should 

choose the one that provides your audience and the consumer with the 

best level of protection from unwanted messages (SPAM). 

With the introduction of the new anti-spam legislation in October of 

2013 (TCPA Legislation USA), the penalties for delivery text messages 

to an unsuspecting consumer is at minimum $1500 US PER 

MESSAGE.  

Aside from the legal aspects and associated costs of failing to comply, 

the consumer has the right to choose who they receive messages from, 

how many, how often and when. More importantly, they have the right 

to unsubscribe at any time. 

At MOBIT, aside from having a great company, great people, design 

partners and great customers, our vision and purpose has always been 

to protect the integrity of this amazing communication channel, the 

humble mobile phone. We have all lived through email marketing and 

the vast amounts of spam we now receive on a daily basis. Imagine this 

level of spam being delivered to our mobile phone SMS inbox. NO 

THANKS.  

  



 
 
 
 

The answer to the question above requires an understanding of 

certain rules and capabilities that are determined by both the country 

you are in and the carrier you are working with. 

Gaining a complete picture of the capabilities, limitations and rules 

around short codes and long codes is a challenge because carriers 

often change their rules and capabilities and few companies have the 

resources to track and test each update. As this is a conversation that 

we have with our clients on a daily basis we have put together a simple 

guide to help you understand short code vs long codes.  

The USA FCC TCPA regulations introduced in October 2013 were 

designed with one thing in mind, to protect the consumer from SMS and 

Telephony SPAM.  The legislation has introduced some of the toughest 

rules for SMS communications we have ever seen. Whereas we do not 

completely agree with all of these, we do agree with the intent and spirit 

in which the legislation was crafted and passed into law in the USA.  

Australia and New Zealand also have tough Ant-spam legislation but at 

the moment, it is nowhere near as detailed or prescriptive as the USA.   

To ensure our customers are as compliant as they can be, MOBIT have 

adopted the TCPA rules in their entirety, regardless of the country in 

which our service is being provided. All of our SMS message and 

mobile landing page templates carry the required TCPA terms and links 

including all required unsubscribe options. Our campaign actions, goals, 

rules and timers all comply with the new legislation and ensures that 

your messaging is only delivered at the legally compliant times, 

regardless of where your list contacts reside. 



 
 
 
 

An SMS ‘short code’ is generally between three (3) and six (6) 

numbers. As a rule, consumer protection regulations put in place by 

organizations such as the Mobile Marketing Association (MMA) and the 

CTIA (The Wireless Association), require companies using short codes 

to ask permission before contacting an individual and to provide a 

certain level of value in exchange. Not only does this protect the 

consumer but it also allows you to run a more successful campaign as it 

helps you to build a greater rapport with your target consumers on their 

mobile device. 

Short codes are carrier approved  

 Each short code is submitted and approved by carriers 

before running on their network. 

 Short codes are allowed to send thousands of messages  

a second. 

 Aggregators and messaging providers have deals or ‘binds’ 

with the carriers that allow them to send a large number of 

messages to each carrier at a time. 

 The amount that can be sent to a carrier depends both on 

the deal and technical limitations of the messaging  

provider’s platform. 

  



 
 
 
 

 Short codes are more memorable (e.g. Text MOBIT to 72000 

or 268). 

 Will get shut down by the carriers for spam violations. 

 Carriers either have an internal audit team or hire an external 

audit firm to monitor messaging campaigns live in market. 

 Each carrier has different penalties and violations but most 

are universal. 

Short codes enable new features 

 This is an important factor that users need to consider when 

comparing long codes to short codes in the U.S. It is not so 

relevant in Australia or New Zealand. 

 Carriers can change, allow, or add new features to short 

codes for companies, especially since they are a source of 

revenue for the carriers. 

 Since long codes are not maintained or regulated their 

capabilities have limited potential. 

Short codes have a set cost to purchase plus ongoing fees 

 This is arguably the short codes’ greatest disadvantage  

for users. 

 Short codes have a set cost usually about $2,000-$6,000 per 

month that must be paid quarterly or yearly in advance. 

 This is thousands of dollars up front that deters many small 

businesses and merchants from purchasing their own  

short code. 

 Short codes are limited to national boarders, short codes 

must be approved and activated for each country by carrier. 

 There are a few exceptions and reports of short codes that 

can be used in multiple countries but still have to be 

approved by each individual carrier. 

 You cannot call a short code number. 

 The application process for short codes takes between 8 – 

12 weeks.  



 
 
 
 

Long codes are generally less regulated than short codes and can be 

lower cost depending on message volume, but the absence of 

regulation can make them open to bad marketing practices such as 

unsolicited ‘spam’ messages. Many of the lower end SMS providers do 

not even have the standard TCPA notices or terms on their website. 

Whilst their SMS service may appear cheap at first glance, the legal 

and cost implications of penalties from the regulating authorities do not 

suggest long codes are a viable option these days. However, we have 

listed the pros and cons below. 

Much lower cost for long codes  

 Prices depend on how you acquire your long code, but 

usually you will pay either a set-up cost or incur an  

ongoing cost. 

 Typically this set-up or monthly cost will be lower than that of 

a short code, however the per-message fee is usually higher 

with long codes. 

 International reach.  

 It’s important to note that U.S. short codes are limited to 

national borders. Depending on who your long code provider 

is, you will either use a local (“dedicated”) long code or a long 

code from a single country that you can use to send 

messages across multiple countries. For example most 

providers will use a U.K. long code to message across 

Europe and other countries. 



 
 
 
 

 Does not need customers to opt-in to marketing messages 

(MOBIT do not subscribe to this approach. We require all 

recipients to have opted in to receive bulk messaging). 

 Sending consumers unsolicited messages will be far less 

effective and is SPAM. 

 Users can send messages and make calls from the same 

number. 

 Easy setup, possible to launch same day. 

 This is arguably the greatest advantage of long codes since 

they can have can be used to launch campaigns quickly. 

 Short codes require a vetting process that takes times before 

they can launch, we will explain further below. 

Not carrier approved, will get shut down by carrier if caught  

 This is the greatest disadvantage for long codes in the U.S. 

 Carriers are beginning to shut down long codes being run on 

their network. 

 Since long codes don’t follow MMA, CTIA, or carrier 

guidelines both carriers and consumers can sue the party for 

sending unsolicited messages. 

 Technically using a long code over a U.S. carrier network is 

viewed as stealing since people pay the carriers for the right 

to send messages over their network. 

 If you don’t want your campaign shut down or your brand to 

be associated with a law suit then this is something to greatly 

consider. 

 Long codes are limited to the number of messages per 

second (aka throughput). 

 Cannot be used for carrier billing (DCB or PSMS) 

 Not free- to-end-user. This is where ‘Msg & data rates may 

apply” comes in. 

 Like short codes, each long codes message costs the 

consumer whatever their current plan is for receiving  

text messages. 

 However carriers offer short code providers the option to pay 

for this cost up front and not charge the consumer anything. 



 
 
 
 

 Since long codes are not officially run on the carrier’s 

network they are not provided this option. 

 Long codes are difficult to remember.  

 This varies by person, but most would agree a 3-6 digit 

number is easier  to remember than 10 digits 

 Can easily be used for spam.  

 This is where the carrier vetting process comes in. Each 

campaign and company is reviewed by the carrier to ensure 

they are a legitimate business before being allowed to send 

messages over their network. 

 By default most new spammers and those kicked out of the 

carrier network will move to long codes. 

If your goal is to protect consumers, then short codes are the clear 

choice (Australia only provide long codes for SMS). The current system 

isn’t fool-proof but to put into perspective how much better the 

messaging system is, compare the level of spam in your text inbox to 

your email inbox and imagine how differently you would feel about text 

messages, and how you would treat your inbox, if it was subject to the 

level of spam messages your email account is. If long codes were the 

main choice of marketers this could become reality. 

 



 
 
 
 

 

MOBIT delivers the ultimate marketing upgrade. Reach out to your 

audience more effectively and appropriately than ever before. Full-

scale, personalized and interactive mobile marketing campaigns land 

right in your audience’s pockets via MOBIT SMS, creating engaged 

reactions, easy data collection and escalating ROI.  

MOBIT provides video marketing, list segmentation, mobile landing 

pages and time-sensitive offers. With MOBIT, mobile marketing now 

harnesses the full-scale intelligence of email automation, without spam 

filtering or low visibility.  MOBIT delivers Instant marketing and instant 

engagement, for instant results. 

You can reach us at info@mobit.com  

           

           

 

      

 

 
 

 

 

United States 

23460 N 19th Ave,  
Suite 150J,  

Phoenix 
Arizona 

+1 855 MOBIT SMS 

 

Australia 

Lvl1 132 Oxford Street,  
Darlinghurst 2010 

North Sydney 
+61 280-466-246 

 

New Zealand 

18 – 24 Canaveral Drive 
Rosedale 
Auckland 

+64 9 985 3514 
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