
Children’s service review interest group discussions 
 
Background 
During the Children’s Service Review, the BBC Trust held discussions with 
representatives from the following organisations: 
 

• 11 million (Office of the Children’s Commissioner) 
• British Association for Early Childhood Forum 
• Childnet International 
• Children’s Charities Coalition on Internet Safety 
• The Children’s Society 
• Childwise 
• Family and Parenting Institute 
• Girlguiding UK 
• NCH 
• National Children’s Bureau 
• National Confederation for Parent Teacher Associations 
• National Council for Voluntary Childcare Organisations 
• Department of Sociology, Goldsmith’s 
• Parenting UK 
• Pre-School Learning Alliance 
• Scouts Association 
• Department of Media and Communications, London School of Economics and 

Political Science 
 

This paper sets out the themes that emerged from these discussions.  The 
comments made do not constitute a formal consultation response from any of the 
organisations listed above and for that reason all views are unattributed.  Our 
discussions focused on the three main questions: 
 

• How well does the BBC meet the needs of children aged 12 and under? 
• Are there particular groups of children that the BBC needs to work harder at 

serving?   

• Is there anything else that the BBC should do differently to meet children’s 
needs better in the future? 

 

Discussion themes 
Overall views 



In very general terms, BBC Children’s content was considered to provide a well 
rounded service to children.   
 
CBeebies in particular was commended for producing entertaining and engaging 
content, that serves the 0 – 6 age range well.  It was felt that the service provides a 
good balance between entertainment and learning, and also enables parents to 
engage in content with their children.   
 
Reaction to CBBC was slightly more mixed.  Some particpants felt that CBBC is less 
of a ‘safe space’ for children than CBeebies and consider that CBBC has greater 
difficulty serving its target age range, especially at the upper end (11 – 12 year olds).  
Some participants expressed their view that the nature of childhood is changing, with 
children becoming adults at an increasingly earlier age. These participants consider 
that this is why the majority of children’s media consumption is of adult programming.   
Discussions tended to focus on television content with some references to online 
provision.  There was relatively low awareness of children’s radio offerings.   
 
Serving discrete age groups 
There was widespread recognition that trying to serve the under 12’s was challenging, 
especially around the upper age range (10 – 12).  However, it was felt that it was 
crucial to serve children at this key period of transition (characterised by the move 
from primary to secondary school).  Participants felt that whilst branding was 
important, children were less likely to consume content branded as CBBC, which 
could be perceived as being too “baby-ish”.  BBC Switch (the BBC’s brand for 
content aimed at UK teenagers) was considered by some to be a step too far for 
children.  Participants suggested that there may be a need to provide content to the 
children aged 10-12 without branding this content, although participants also 
recognised that the branding does, sometimes, give parents confidence in the ‘safety’ 
of content.   
 
Some participants felt that current provision focuses too much on children of school 
age and that more effort should be directed at pre-school content.   
 
Portrayal 
Some stated that there are not enough images of children with disabilities within 
current programming.  Participants stated that this is important, not only to help 
children’s self image, but to teach people more generally about disability issues.  It 
was suggested that this particular aspect of portrayal should be pushed up the 



agenda and could be addressed as part of the Every Disabled Child Matters initiative.  
There were mixed views on whether disabled representation should be formally 
monitored and reported on. Some participants thought that doing so would be too 
bureaucratic. 
 
Some participants expressed the view that the BBC is over-serving “middle class” 
children and fails to register with some socio-economically disadvantaged groups.  
These participants used Go4it (Radio 4) as an example of a programme which they 
believe many children cannot relate to.  They argued that more should be done to 
reach out to children living in relative deprivation, and that the BBC should provide 
more content which is ‘aspirational’ and ‘transformational’, by broadening children’s 
exposure to new things without making these children feel less able.  Participants 
also said that children’s programming should better reflect society.  They argued that 
poverty is still a very real issue and there are significant changes in society, (e.g. 
around asylum and immigration), that should be addessed. 
 
A number of participants shared feedback they had received from children which 
indicated that children want: 

• to be portrayed in a more positive light (especially older children) 
• content rooted in reality (i.e. things that they can understand from the context of 

the situation in which they live).   

• more news and factual programmes.  
 
Media Literacy 
Media Literacy was highlighted by a number of organisations as an area where the 
BBC could assist both parents and children.  Participants said that:  

• The BBC could do more to help children to distinguish between fiction and reality 
by explaining how the television industry works.   

• Many parents were struggling to keep up with technology, as children’s 
understanding of it, outstrips their own, the BBC could perhaps do more to help 
with this. 

 
‘Responsible’ Marketing: 
A number of organisations emphasised the need for the BBC to have due care in 
marketing products associated with programmes.  They said that the commercial 
pressure of merchandising on families on low incomes should not be underestimated.  
 
Safety: 



Overall, the BBC was felt to be a ‘safe’ place for children – largely trusted by parents.  
Although, as stated above, CBBC, was considered less safe than CBeebies and 
some content, e.g. Tracy Beaker, polarised opinion on suitability. 
 
Similarly, the BBC’s online provision was perceived to be largely safe, and a useful 
resource although there was a feeling that the BBC could be more pro-active about 
‘filtering’. For example, some felt the BBC could do more to teach parents how to use 
filtering software.   
 
Levels of consumption/Social Responsibility: 
Some groups we spoke to were concerned about the amount of television consumed 
by children.  They want the BBC to play a more positive role in encouraging children 
not to be ‘couch potatoes’.  The launch of Eco-Beebies was seen as a positive step 
in this direction in that it encouraged children to be more active.   
 
Education and Learning: 
It was felt that there is pressure in society to ‘optimally grow’ kids and therefore a risk 
that formal educational content is overemphasised.  However, participants appeared 
to feel that BBC has got the balance right between educational and non-educational 
content.   
 
Family viewing: 
A number of groups felt that it was important to provide sufficient programming that 
children and parents could experience together. 
 
The review: 
All the groups the Trust spoke to were positive about the efforts being made to reach 
out to different communities as part of the review and especially the efforts to ensure 
that children themselves were consulted.  Participants emphasised the need to 
engage with children directly (rather than just through schools) and identified a risk 
that an internet based consultation would exclude some children.   
 
Many participants emphasised the importance of producing a children’s version of the 
review’s findings. 
 
 


