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A Mission Statement for the BBC’s offer for Children 
 
To provide fresh, distinctive and creative programmes and websites 
that are loved by every child in the UK and which represent world 
class public service broadcasting. 
  
We are wholly child-focussed. Our programmes and websites will:  
 
- Inspire children’s imagination - open their minds to new worlds  
- Help children understand themselves and their place in the world 
- Encourage children to be responsible citizens  
- Inspire children to be creative and active  
- Provide moments when they can laugh out loud 
- Reflect the diverse lives of children 
- Provide positive role models of children for children 
- Engage and support children in their learning 
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Executive Summary 

i. The review 
 
The BBC Trust announced its review of the BBC’s provision for children aged 12 and under in January 
2008, as part of its rolling programme of service reviews as required of it under the terms of the 
Charter and Agreement. The review began in May and BBC Executive is required to provide its own 
submission to the review process. 
 

12
th
 May 2008 Review begins; public consultation launched 

Spring and Summer 
2008 

BBC Trust gathers evidence from the public, BBC Executive, audience research and 
other sources 

15 August 2008 Public consultation closes; deadline for BBC Executive submission 

Autumn 2008 Trust analyses data and prepares report 

Winter 2008 Report finalised and published by the Trust 

 

ii. The services covered by this review 

 
BBC content for the 0-12s spans all BBC platforms.  On television, CBeebies and CBBC offer 
dedicated digital terrestrial channels and content via the red button.  Additionally, some CBBC and 
CBeebies content is available daily on BBC One and Two, ensuring analogue homes have access.  On 
radio children’s content is a daily feature and the online offer adds range and depth to CBBC and 
CBeebies and it is also here that the Formal Learning offer is increasingly focused. The total annual 
investment that the BBC made in these services and content in 2007/08 was £125m.  

age

Formal 

learning 

on radio, 

television 

and online

0 168 124 10 1462

Children’s 

television, radio 

and online brands

Radio 

programmes

Overview of the BBC’s offer for Children

 
Note: Formal Learning and Radio brands shown are illustrative.  

 

iii. The approach to this submission 

 
This submission is designed to do the following: 
 

• Describe the BBC’s existing strategy for its provision for children aged 12 or under, and set this in the 
appropriate context – see section 1 

• Explain and evaluate the performance of the BBC’s provision against relevant service licences, delivery 
of the BBC’s purposes and the reach, quality, impact and value for money (RQIV) performance 
measurement framework – this has been divided into two parts, split by age, in sections 2 & 3. 

• Describe the BBC’s strategy for its future provision for children aged 12 years and under and propose 
changes to existing service licences, where appropriate. – see section 4 
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• Note: The BBC Trust published its consultation document for this review in May 2008.  The sections 
which address the questions in that document are clearly marked throughout.  
 
The approach taken to the submission is to be concise and evidence-based, illustrated with case study 
examples where appropriate. It is also the intention of the submission to take a multi-platform 
approach throughout – as will be clear from the narrative, the BBC’s provision in this area is at the 
forefront of the BBC’s multi-platform strategy and this submission should reflect that. 

 

iv. The role of the BBC in providing for children in the UK 

 
The BBC plays a vital role in supporting public service broadcasting for children in the UK. It has a long 
heritage in this area and has played a memorable role in the lives of most licence fee payers at some 
point in their childhood. The BBC’s provision for children is right at the heart of its public service 
mission, engaging young viewers with the public purposes in ways that make sense to them, that 
entertain them, that enable them to learn, that give them the information they need to grow as 
individuals and as young citizens. 

 
In a crowded marketplace facing constant change, the BBC plays a truly distinctive role, investing in 
high quality home-grown creativity and talent, making content available in a secure environment, free 
of advertising, and supporting the education of the UK’s children through both informal and formal 
learning support. A commitment to innovation, freshness and originality is at the heart of the offer, and 
the BBC has been quick to embrace the opportunities of new platforms and to reflect fast-developing 
audience needs as children set the pace of take-up. 
 
The reviews of the BBC’s digital and online services conducted in 2004 by the Department for Culture, 
Media and Sport were very positive in their analysis of the BBC’s provision for children on television, 
radio and online. Since then the BBC has built on its success and now provides a wide-ranging 
portfolio of high-quality, distinctive output that supports the BBC’s purposes and reaches a growing 
audience. This sits alongside the continuing range of family oriented content available on its terrestrial 
services to provide a highly valued, high quality offer available on multiple platforms.  

 

v. Performance of the BBC’s offer 

 
Measured against delivery of the BBC’s purposes and the RQIV framework, the BBC’s provision for 
children aged 12 or under is generally very successful. It is particularly strong in supporting the BBC’s 
purposes in promoting education and learning, in representing all the UK and in stimulating creativity 
and cultural excellence. Equally, the BBC’s formal learning portfolio performs well in meeting the BBC’s 
particular purpose priorities in this area, although there are still some gaps to fill. The offer is widely 
acknowledged as providing a benchmark for home-grown content available to children on multiple 
platforms across most genre, with globally recognised award-winning animation, new original drama 
and distinctive online formats being particular highlights. 
 
The quality of the offer has underpinned audience success for the main services, with CBeebies and 
CBBC both achieving market-leading quality and reach measures.  Children and parents alike value 
both brands very highly; no small achievement in what are very competitive environments. 
Performance headlines include: 
 

• CBeebies’ reputation for quality and impact, in particular in its support of the BBC’s purpose in 
promoting education and learning, through its strategy of ‘learning through play’. 

• The consistent reach performance of CBeebies, which continues to outperform alternative providers 
on television by factors of two to three. In research specially commissioned for this review, claimed 
cross-media reach of CBeebies to 0-6s in the UK is 80%. 

• The recent refresh of CBBC, and resultant growth in reach and quality measures. CBBC’s rating for 
“Best for Children’s Content” is now consistently ahead of that of all other providers for its audience. 

• The impact of both these services in encouraging children to engage and interact with the BBC’s 
output and in stimulating their own imagination to be creative and productive on their own terms, in 
particular using digital media. 

• The unique role that the BBC plays by being virtually the sole provider of home-grown output for 
children in the UK. 
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• The reach and impact of Learning products such as Bitesize, and in the campaigns which align with 
the BBC’s broadcast output in imaginative, engaging ways such as with Breathing Places.  

• The creativity and innovation shown by all these services in embracing the potential offered by the 

web and other platforms alongside and supplementary to the linear broadcast offer. 

• The excellent value for money of the full range of the BBC’s provision when compared to other BBC 
services. 

 
Some challenges exist, however, and the BBC’s future strategy will aim to address them: 
 

• The continued uncertainty around the future of UK children’s broadcasting outside of the BBC means 
that the BBC must remain committed to the central role that it plays. 

• The children’s audience continues to change fast, particular with their rapid adoption of newer digital 
media. The BBC will need to stay nimble in order to respond to this. 

• The reach of parts of CBBC’s offer to deliver the BBC’s purpose in citizenship has been declining on 
television and the BBC is exploring ways to refresh this offer in line with audience needs. 

• The reach and impact of the BBC’s radio provision for children is not as strong as the BBC would hope, 
although it is still early days for elements of the existing strategy. 

• The on-demand offer for children is not as good as the BBC would like it to be and the performance of 
CBBC online has been less consistent recently. The BBC is aiming to improve the quality of the offer in 
these areas. 

• The constrained hours of the CBBC channel means that it is off-air when children are watching 
television in greatest numbers. 

• The BBC Trust has identified a gap in the BBC’s performance in meeting its purpose in learning for 
children and teens and the BBC’s learning strategy will aim to address this. 

 

vi. Future strategy 

 
The future strategy of the BBC’s provision for this audience should aim to address these challenges 
and contribute to the BBC’s overall strategic framework and the priorities agreed with the BBC Trust in 
Delivering Creative Future and the Purpose Plans. The proposed strategy is one of consolidation, 
evolution and innovation and it best categorised into three areas: 

 

1. Increase impact by enhancing the delivery of the BBC’s purposes: 

 

1.1. Maintain a multi-genre approach through CBeebies and CBBC, providing a wide range of home-

grown output and focusing investment on high quality and creatively excellent output. The BBC 

will back new ideas, new talent and new approaches to maintain a high level of originality, 
innovation and freshness. 

 

1.2. Connect with the audience beyond the screen and engage the audience more in active and 

creative ways, often using digital media. 
 

1.3. Maintain a strong core presence for informal learning in the CBeebies and CBBC offer. 
 
1.4. Continue to develop the BBC’s formal learning portfolio for this age group, in particular addressing the 

purpose gap in learning for children and teens by developing a skills-based proposition for the 6-10 

year old audience. Alongside and as a part of this, the BBC will seek to maximise the opportunities for 

more synergy and inter-linking between the formal learning portfolio, knowledge and CBBC, in 
particular online. These proposals are being developed as part of a Public Value Test currently 
underway. 

 

1.5. Build on its role in improving media literacy for children in the online environment. 
 

1.6. Refresh parts of CBBC’s offer supporting the BBC’s purpose in citizenship, addressing long-term 
reach decline by ensuring that it meets the needs of the children’s audience more effectively on the 
platforms that they use. 

 

1.7. Enhance the contribution that the Children’s offer already makes towards improving the BBC’s 

representation of the full diversity of the UK’s population. The BBC will aim to broaden 
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representation of diverse people and viewpoints through a joined-up commissioning strategy, outreach 
programmes and deeper audience insight, so that the content fully represents the audience it reaches 
out to. 

 

2. Maximise the value of the BBC’s offer across platforms: 
 

2.1. Ensure that the highest editorial standards are maintained to restore trust in the BBC’s output. 
 
2.2. Stay at the vanguard of the BBC’s strategy to embrace the full potential of digital technologies by 

adopting multi-platform thinking into all that it does. There will be a particular emphasis on 
strengthening the online offer with innovation in new forms of content, including  distinctive participative 
entertainment (e.g. games & virtual worlds), interactive products and immersive learning 

 
2.3. Widen availability and maximise the reach and consumption of the BBC’s offer for children by 

extending the transmission hours of CBBC to 9pm (subject to relevant approvals). The BBC will 
also maintain its policy of windowing the best of its output on either BBC One or BBC Two, although it 
will regularly review the value of this approach as digital TV penetration becomes increasingly 
ubiquitous and consumption via CBBC and CBeebies continues to grow. 

 

2.4. Review the BBC’s radio provision for 0 – 6s to ensure it best meets audience needs. 
Management will explore possible options over the coming months to grow reach to and awareness of 
CBeebies Radio.  This includes whether it should be developed into a dedicated digital radio station for 
pre-schoolers.  Any such proposal would be subject to a Public Value Test. 

 

2.5. Change the BBC’s radio provision for 6-12s to better meet the needs of older children. Radio 4 
management will review its strategy for children's programming over the coming months with the aim 
of developing alternative provision with greater appeal to older children and their families as well as the 
broader Radio 4 audience.  

 

3. Enhance value for money: 
 

3.1. Further enhance the value for money of the BBC’s offer for children by the implementation of 
efficiencies across the creative process and through the growth of third-party revenue which can be 

reinvested back into new, high quality origination, in the form of both upfront co-production 
investment and secondary revenues (through commercial partners including BBC Worldwide). 

 

vii. Proposals for changes to Service Licences 
 
This strategy would require only a small number of changes to Service Licences, but they are 
important nevertheless. The changes that management would propose to the BBC Trust for 
consideration are as follows: 

• Change to transmission times to allow CBBC to extend its broadcast hours to 9pm. 

• Make changes to reflect the strengthening of the on-demand and multi-platform offer: permit 
premiering of content online, review the existing model for on-demand availability of children’s 
content with a view to extending the present window; provide an explicit remit to include innovation 
in interactive offers which contribute to the BBC’s purposes, for example gaming; explicit 
permissions for mobile content. 

• Review the approach to the calculation of the Service Licence budgets and explore alternatives 
that will better reflect the full investment that the BBC makes in children’s content. This will improve 
accountability and give the channels more flexibility for where they premiere their output. 

• Changes to radio service licences as appropriate [depending on the option recommended by 
management] 

• Amend CBeebies Service Licence to reflect the actual target age group of 0-6s (inclusive), as 
agreed during Creative Future in 2006, rather than ‘under 6s’. 

 
Longer term, BBC management would like to consider changing the approach to the Service Licences 
for CBeebies and CBBC to reflect their truly multi-platform approach. This could potentially change 
them from Television Licences to ‘Multiplatform Service Licences’, and better reflect the BBC’s position 
in its recent response to the Ofcom PBS Review, where it recommended that “The PSB purposes 
should be extended to cover new media”. 
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1. Introduction and context 

 

1.1 Key points 

 

• Children in the UK are a diverse group with a global and a local view 

• Children in the UK are at the vanguard of digital media consumption 

• The BBC’s provision for children exists in a very competitive environment 

• The BBC is committed to a multi-genre, multi-platform strategy for delivering the BBC’s purposes 
to children in the UK, with home-grown content at its heart 

 

1.2 The audience: Digital natives with a global and local view 

 
There are approximately 9.1m children in the UK aged 12 and under

1
, 15% of the population, and they 

are a group under constant change. There is natural churn as they age, they are the most diverse 
group, magnifying the changes taking place in the UK’s population overall and they are typically at the 
forefront of adoption of new technology.  
 
According to the ONS, one in five births in the UK are to mothers born outside the UK, compared to 
just 12.8% in 1996. Partly as a result of this, there is a much more diverse ethnic mix amongst children 
when compared to the UK average, as illustrated by Figure 1: 

Ethnic mix of children vs adults

0% 20% 40% 60% 80% 100%

0-14

15+ White and White other

Mixed white and other

Asian (Pk, Ind, Bng, Other)

Black (Car. Afr, other)

Chinese + other

90%

85%

 
Figure 1 - Ethnic mix of children and adults 
Source: Office of National Statistics, English Ethnic Estimate, 2005 (latest ethnic data) 

  
Children are also at the vanguard of media consumption through new and emerging technologies. For 
example, 95% of children have access to digital television and 51% have access to broadband internet 
at home, compared to 88% and 43% for adults aged 16+

2
. A study undertaken as part of this 

submission has found
3
:   

• 37% of 0-12s live in homes that have on-demand TV (Sky+, Virgin+, BT Vision) 

• 70% of 7-12s go online most days in a week, 20% for 0-6s 
And older children in particular have access to high-tech equipment:  

• 93% of 7-12s have a DVD at home, 69% a video and 31% a PVR 

• 77% of 7-12s have an MP3 player at home, 80% a radio and 88% a CD player 

• 90% of children aged 0-12 have a mobile phone 
 
As a result of these trends, the environment in which children live in the UK is more multi-cultural and 
more multi-media than that of their parents and other adults. This affects their world view and their 

expectations from the media that they consume. Their perspective combines a global view, reflecting 

the readily available international content online and on many television channels, with one that is local 

                                                 
1
 Source: ONS Mid-2006 Population Estimates 

2
 Source: BARB/InfoSys/TRP, Housewives with Children 0-4 and 4-12, Jan to May 2008 
3
 Source: Childwise Online survey Research for the BBC, June 2008 
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as well, with clearly defined boundaries of their own world and a strong sense of belonging, through 
their family, their school and their friends. 
 

1.3 Children’s content in the UK – A highly competitive environment: 
 
The provision of content for children in the UK has been transformed in recent years. Since 1998, total 
provision on television alone has grown from 16,000 hours to over 100,000 hours per year

4
, and there 

are now 29
5
 dedicated children’s channels available to this audience. Along with online services, there 

is an unprecedented amount of choice available to children via various media, creating an extremely 
competitive environment for the BBC’s offer and its ability to reach its audience. 
 
On TV, there is a wide-ranging offer: 

• ITV provide children’s output on ITV1 and CiTV (the former has been reducing in recent years, but 
Ofcom rejected a recent request for the channel to reduce its commitment further). 

• On Five, Milkshake provides UK-produced content for 0-8s. 

• Channel 4 had abandoned children’s output altogether, but is now proposing £10m spend over two 
years on programmes for older children and teens. 

• On digital television, there are more than 20 children’s channels. The most significant providers 
include Nickelodeon, Boomerang, Disney and Cartoon Network, all of whom focus almost entirely 
on US-produced animation and live action comedy. 

 
Ofcom’s recent consultation document on the future of PSB in the UK presented evidence of a 
reduction in investment and volume of UK-produced children’s television output in recent years. ITV1 in 
particular has reduced their investment in UK origination to negligible amounts. This has given rise to a 
live debate about the importance of plurality in the provision of PSB content for children in the UK. This 
debate continues and is not the focus of this review, but it is an important context for the role of the 
BBC’s investment in and provision of UK-produced output for children. 
 
Online, there is a global choice of content, with popular sites with UK children including Disney online, 
Nickelodeon, everythinggirl.com, as well as Bebo, RunEscape, Club Penguin, YouTube, myspace, 
facebook and online dramas such as Kate Modern.  
 
This competitive environment has fragmented viewing of television in particular, with terrestrial 
channels now accounting for only 18% of children’s weekly viewing of children’s genre on television, 
compared to 42% in 2003

6
, with digital channels (both commercial and PSB) accounting for the rest. 

Likewise in online, usage is highly fragmented across the many providers offering an array of high-
quality alternatives to BBC provision.  
 
On Radio, however, the situation is different with little programming specifically for children beyond that 
offered by the BBC: 

• Fun Radio, for pre and primary school children broadcasts on DAB in London and online. 

• Disney has plans to launch Radio Disney, a music based service for 8 – 12s on national DAB in 
the UK, but there is no start date yet. 

• Some community radio stations offer programmes for children, whilst the charity-funded Takeover 
Radio in Leicester provides a full-time service produced for and by children and young people. 

 

1.4 The BBC’s strategy for Children – delivering the purposes to the UK’s multi-platform 

generation 
 
The BBC provides for children across multiple platforms, via multiple services, with content that is 
made specifically for them as well as content that engages a broad, family audience. The BBC took the 
opportunity early to use digital platforms to enhance its provision of content made specifically for 
children with a wide-ranging, innovative and interactive offer of high quality UK-produced content and 
its present strategy is to continue to pursue this multi-platform approach. 
 

                                                 
4
 Source: Ofcom, Future of Children’s TV, 2007 

5
 Including +1s, channel count includes content for children assessed by BBC Children’s Audience Research 
team as aimed to up to 15 years old 
6
 Source: Ofcom, The Future of Children’s Television, Research Report 
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The BBC plays a vital role in supporting public service broadcasting for children in the UK. It has a long 
heritage in this area and has played a memorable role in the lives of most licence fee payers at some 
point in their childhood. The BBC’s provision for children is right at the heart of its public service 
mission, engaging young viewers with the public purposes in ways that make sense to them, that 
entertain them, that enable them to learn, that give them the information they need to grow as 
individuals and as young citizens. 

 
In a crowded marketplace facing constant change, the BBC plays a truly distinctive role, investing in 
high quality home-grown creativity and talent, making content available in a secure environment, free 
of advertising, and supporting the education of the UK’s children through both informal and formal 
learning support. A commitment to innovation, freshness and originality is at the heart of the offer, and 
the BBC has been quick to embrace the opportunities of new platforms and to reflect fast-developing 
audience needs as children set the pace of take-up. 
 

1.4.1 Content and services specifically for children 

 

BBC content for the 0-12s spans all BBC Platforms.  On television, CBeebies and CBBC offer 
dedicated digital terrestrial channels and content via the red button, and some of their content is 
available daily on BBC One and Two, ensuring analogue homes have access.  On radio children’s 
content is a daily feature and the online offer adds range and depth to CBBC and CBeebies and the 
Formal Learning offer is also increasingly focused on the online space. The total annual investment 
that the BBC made in these services and content in 2007/08 was £125m.  

age

Formal 

learning 

on radio, 

television 

and online

0 168 124 10 1462

Children’s 

television, radio 

and online brands

Radio 

programmes

Overview of the BBC’s offer for Children

 
Figure 2 – BBC content provision for children 0-12 

Note: Formal Learning and Radio brands shown are illustrative.  

 

Since their inception and launch in 2002, CBBC and CBeebies have pursued child-focused strategies 
which aim to deliver the BBC’s purposes in a way that connects with and engages children on their 
level, on television, and online. They were a success from the start, validated by the Barwise review of 
2004, which singled out CBeebies in particular for praise: 
 
“CBeebies is a triumph, an exemplary PSB service for preschool children which lives up to its motto of 
‘learning through play’…The BBC should be congratulated for its success with this service, which 
creates clear public value, as consistently reflected in audience research and in viewers’ submissions.” 
 
The launch of the digital radio station BBC 7 in 2002 saw daily children’s radio programming returning 
to the BBC after a long absence.   The station launched with a programme for pre-schoolers providing 
an hour of stories each morning, repeated in the afternoon and a daily magazine show for older 
children.  These joined Go4It! the weekly Radio 4 magazine for 7 -12s, launched in 2001, to complete 
the BBC Radio portfolio of speech-based programmes specifically for children. All have been praised 
for their creativity and innovation, for example  in his 2004 review of the BBC’s digital radio services, 
Tim Gardam said: "The originated children's programming is a genuine adornment to British 
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broadcasting and one that no commercial station would do."
7
.  However, all these programmes faced 

difficulties in building reach to their target audience.  
 
The BBC’s own creative review and programme strategy project of 2005, Creative Futures, set out 
some recommendations designed to build on this initial success and to future-proof the BBC’s 
provision for children over the period of the next charter, key points of which were: 
 

• The BBC should focus its offer for the under 16s under 4 brands, CBeebies, CBBC, a Teen Offer 
(now called BBC Switch), BBC Jam (subsequently suspended by the BBC Trust). These brands 
should be used as a “test-bed” for the BBC’s new media services and platforms, providing high 
quality linear, on-demand and mobile content. 

• CBeebies should stretch its age appeal up to age 6 and provide more content for parents. 

• CBBC should focus on the 7-11s, at the heart of the overall 6-12 age group, with content that 
celebrates childhood and doesn’t attempt to stretch to the teen’s audience. 

 
Since then, in order to secure more audience impact and enhance quality perception, BBC Children’s 
adopted a strategy of “fewer, bigger, better”. It has reduced the volume of TV output in order to focus 
spending on a smaller number of high impact, high quality programme brands whilst maintaining range 
and diversity and appealing to a broad range of audiences. This has resulted in a higher level of 
repeats than previously, but the strategy has continued to be successful, with headline reach, share 
and quality measures all showing strong growth. 
 
On radio, Creative Future led to a shift in strategy.  The children’s programming BBC 7 conceived at 
launch was replaced in 2007 with two new daily strands: CBeebies Radio a daily three hour 
programme for children under six, and Big Toe Books, a daily hour-long programme for older children 
featuring readings from the BBC archive. It is too early to judge the performance of these new strands. 
However, at present performance does not appear to be as strong as was hoped.  
 
In formal learning for the under 12’s, the BBC’s focus since 2003 has been to move away from 
traditional long form formal learning television and radio programmes broadcast in schools slots, 
towards a portfolio of online-centred resources which better meet the needs of learners, teachers and 
their parents, both in school and out of it. This strategy is proving successful, and since the suspension 
of BBC Jam by the BBC Trust, the BBC has reviewed its portfolio of services for this age group and is 
in the process of seeking approval for a skills-based proposition for the 6-10 audience via a Public 
Value Test.   
 

1.4.2 Wider provision for children from the BBC 

 

Alongside the development of content and services specifically for the children’s audience, the BBC 
continues to offer content with broad, family appeal that engages children across its portfolio of 
services. This is still an important role for the BBC, offering programmes that can deliver value to all 
audiences and uniting people with shared experiences. Particular strengths in this regard include: 
 

• Family drama: Doctor Who, Eastenders, Robin Hood 

• Entertainment and comedy: Strictly Come Dancing, My Family, Little Britain 

• Factual: Life in Cold Blood, Earth Power of the Planet 

• ‘Young focused’ content which can appeal to children: BBC Three, Radio 1, After She’s gone; Top 
Gear; Comic Relief; Children in Need 

 
This has proved to be a powerful combination, and the success of the overall strategy has been borne 
out in the ability of the BBC as a whole to reach out to the children’s audience.  The overall reach to 
children of the BBC television portfolio has declined over the past five years, but it still reaches 82.5% 
of the children’s audience and that reach actually grew by 2.7% points between 2006 and 2008

8
 .  

Likewise, while terrestrial broadcasters’ share of children’s viewing of the children’s genre on television 
has declined markedly in the last 5 years, the BBC’s portfolio share has declined by only 3% points, 
from 39%

9
 to 36%m with the digital channels (CBBC and CBeebies) playing the key role in alleviating 

                                                 
7
 Independent Review of the BBC’s Digital Radio Services for DCMS, Tim Gardam, 2004 

8
 Reach to children, source: BARB, 4-15s, All homes, 3+ minutes 

9
 Children’s Genre viewing, source: Ofcom Annual report, 2008 
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the declines of terrestrial). Quality and impact measures are also very strong, with the BBC performing 
well in its ability to deliver the BBC’s purposes.  
 
BBC management remains strongly committed to its provision for children in the UK. In an environment 
where support for home grown output serving this audience is uncertain, the BBC must remain a 
cornerstone, providing fresh, distinctive and hugely creative content that is loved by every child in the 
UK, whatever platform or media they choose. The BBC can, and should, represent world-class public 
service broadcasting for this audience. That is its ambition. 
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2. Provision for children 0-6 years old: CBeebies on 

television, online, and radio  

2.1 Key points 

 

• CBeebies has been a major success for the BBC. Measured against the BBC’s RQIV framework 
and delivery against the purposes, it performs very strongly and is the UK’s leading under six 
media brand. 

• Particular strengths have been in its delivery against the BBC’s education and learning purpose 
and in its successful adoption of a multi-platform approach that engages young children and their 
parents or carers in involving and rewarding ways. It is also a model of diversity in portrayal and in 
inclusiveness for minority groups. 

• It is still early days for CBeebies Radio and reach and impact are still quite low, although the output 
is recognised for its distinctiveness and has been critically acclaimed. The BBC is reviewing some 
options for how to take this forward. 

 

2.2 The offer 
 
The BBC’s provision for Children aged 0-6 is made available via a dedicated digital TV channel, 
programmes on BBC One or BBC Two, a website, content on BBCi and programmes on BBC7 daily 
from 2-5pm. It is provided for in the Service Licences for CBeebies, BBC 7, bbc.co.uk, BBCi, BBC One 
and BBC Two. 

 

2.3 Service Licences 

 

CBeebies Remit 

 

“The remit of CBeebies is to offer high quality, mostly UK-produced programmes to educate and 
entertain the BBC's youngest audience. The service should provide a range of programming designed 
to encourage learning through play in a consistently safe environment for children under 6 years old.” 

 

Key points from the aims and objectives of CBeebies in the Service Licence 

• To provide high quality, original, challenging, innovative and engaging content. 

• Deliver a mix of new, high quality programmes with a strong educational theme. 

• Output to blend music, movement, storytelling, make up and make do, simple science, natural 
history, puzzles and animation, in a trusted and safe environment 

• Be a leader in developing new media interactive content for the target age group, complement 
linear content with interactive digital content.  Use this to encourage interactivity and participation. 

• Show some of the best output on BBC One or BBC Two. 

 

BBC 7 remit 

 

“To provide speech-based entertainment. Its schedule should include comedy, drama, stories, 
features, readings and programmes for children. Most output should come from the BBC archive, but 
the station should commission some original content, particularly of types of output rarely found on 
BBC Radio.  The station should also be the home of children’s speech radio from the BBC.” 

 

Key points from the aims and objectives of BBC 7 in the Service Licence 

• Children’s programming should form an integral part of the schedule, including readings and 
feature programmes for children. 

• Zoned schedule so adult and child audiences know when to expect output designed for them. 

• Broadcast newly commissioned content including drama and readings for children and a daily 
children’s magazine programme. 

• Supported by a complementary online service. 

 
In addition to these Service Licences: 
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• BBC One and BBC Two have commitments to provide children’s programming to analogue 
viewers by showing a range of CBBC and CBeebies programming at convenient times.  The formal 
commitment is to 1,500 hours

10
 per year of Children’s programming between the two channels. 

• The service licence for bbc.co.uk commits to the provision of “a comprehensive service for 
children, directed towards learning outcomes and providing safer use of the internet” 

• The service licence for BBCi commits to the provision of “a wide range of services for children, 
including developmental games for the very young and…a shared learning experience for children 
and their parents or carers” 

 

2.4 Strategy and existing performance 

 
The BBC’s Creative Future strategy, agreed by the BBC Governors in 2006, made the following 
recommendations for the BBC’s provision for Children aged 0-6: 
 

• Drive creative renewal of the CBeebies brand by raising quality and impact, and “age up” to 

attract 4-6 yr old viewers.  This led to investment in new programme content in CBeebies which 
has helped it grow reach to 4-6 year olds. 

• Improve understanding of audiences and reflect this in commissioning and scheduling.  
This resulted in a new approach to scheduling and genre mix that actively mirrors audience 
behaviour, following the ‘rhythms of viewing’ across the day (see case study below). 

• Invest in interactive and on demand content.  The new CBeebies website was launched in May 
2007 as more child-focused and closely matched to programme content. 

• Strengthen in-house production.  TV and online production were brought closer together to 
enable a more effective cross-platform approach to the whole offer.  

• Re-brand radio programming for younger children as CBeebies.  The critically acclaimed but 
low reach Little Toe and Big Toe shows  were replaced in 2007 with a three hour long daily 
CBeebies Radio programme.

11
 This was a result of research suggesting that there was a sizeable 

potential audience for a radio extension of CBeebies. 

• Enhance value for money through the growth of increased co-production and secondary 

revenue.  Closer ties were built with commercial partners to help grow co-production income and 
secondary revenue, which can subsequently be re-invested in new origination. 

 
Since that time, CBeebies, as the main BBC service for this audience, has sustained and enhanced its 
reputation in the UK as the most popular and most highly valued pre-school media brand. It provides a 
truly multi-platform offer, on television, online and on radio, is prominent in its focus on UK-produced 
output and is genuinely loved by the audience, children and parents alike: 
 

• Its reach on television and online far exceed any other service for this audience. 

• It rates much higher than any other service on all quality measures and is recognised by the 
audience as providing a truly distinctive and high quality offer. 

• It makes an impact with the audience in the delivery of the BBC’s purposes, in particular by 
helping young children “learn through play”. 

• It is excellent value for money when compared to any other BBC service. 
 
The channel was awarded Channel of the year at the 2007 BAFTA Children’s Awards, which explicitly 
recognises and rewards innovation, commissioning, creative scheduling, impact on viewers and 
creative success. 

 

Case Study 1 - The CBeebies Schedule 
A recommendation of the BBC’s Creative Future strategy was to develop a more audience-focused 
schedule. The timing of programmes is now driven by a strong feedback loop between schedulers and 
audiences, based around four themed ‘zones’ across the day, illustrated below: 
 
 
 
 

                                                 
10
 Including acquisitions and repeats. Until 2008/09, this commitment was 500 hours. 

11
 Big Toe Books, a new show for older children was launched at the same time.  
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CBeebies themed ‘zones’ during the day 
 Zone 1 Zone 2 Zone 3 Zone 4 

Time 6-9am 9am-3pm 3-6pm 6-7pm 

Title Get Set Go Discover and Do Big Fun Time Bedtime Hour 

Audience 
focus 

4 to 6 years old 2 to 4 years old 4 to 6 years old 2 to 6 years old 

Provision 
mix 

Active, Exciting and 
Colourful 

Fun Learning, Make & 
Creative, Exploring 

Surprising, 
Entertaining, Funny 

Winding down, Calm, 
Innocent 

Description Starting the day with 
active and upbeat 
programming for four 
to six-year-olds 
reflecting the 
commotion over 
breakfast time and 
getting ready for the 
day. 
E.g. Tweenies, Boogie 
Beebies and 
LazyTown 

Younger children are 
at home, older ones 
are in some form of 
education.  Lots of 
programming for up to 
four-year-olds focusing 
on jump-up content 
with activity, 
exploration and fun. 
E.g. Teletubbies, Me 
Too! and Story Makers 

Entertaining shows for 
the post-school 
audience mainly 
focused for four to six-
year-olds but also 
suitable for younger 
siblings. 
E.g. Charlie & Lola, 
Mister Maker and 
Numberjacks 

Gentle storytelling for 
all. 
E.g. In the Night 
Garden, 64 Zoo Lane 
and The Bedtime Story 

 

2.5 Investment in the BBC’s provision for children 0-6 

 
According to the existing Service Licence, the annual service budget for CBeebies is £17.7m. In the 
provisional Service Licence for 2007/08 the service budget was £16.5m and actual spend against this 
budget was as follows: 
 

 
Beyond this figure, investment in content for children 0-6 is allocated against the budgets for BBC 7, 
bbc.co.uk, BBCi and BBC One and Two.   
 

2.6 RQIV analysis of the BBC’s provision for children 0-6 

 

Relevant Trust Question: 
Overall, how well do you feel the BBC meets the needs of children aged 12 or under?  
Please think about whether the programmes and content the BBC provides for children:  
a) are entertaining and engaging, they are things that children want to see or listen to;  
b) are well made;  
c) make children think;  
d) contain new ideas or fresh approaches;  
e) offer something that is not available from other providers.  

 

Reach on Television, Online and on Radio 

 
Research specially commissioned for this report shows that claimed reach for CBeebies across all 
platforms amongst 0-6s is 80%.

12
 In other words, it is claimed that approximately 3.8m children aged 0-

6 consume some CBeebies output on TV, online or on the radio every week
13
.  

 
On television, CBeebies reach to the 0-6s is consistently strong. This is in the context of an highly 
competitive environment with continued growth in the number of dedicated children’s channels: 

• Weekly reach of the CBeebies channel amongst its target audience in digital homes has remained 
between 46% and 50%, more than 20% points ahead of the nearest competitor channel. In 2007 

                                                 
12
 Source: Childwise – Cross Media Research, May/June 2008 

13
 Based on ONS mied-2006 population estimate for total number of children aged 0-6, 

 2007/8 

Service Licence budget £16.5m 

Actual spending against Service Licence (% var +/-) £16.3m (-1%) 
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an average of two million watched CBeebies each week, for an average of 3.5 hours.  Combined 
reach of all CBeebies content (which includes the block on BBC 2) is currently 53% in all homes

14
. 

CBeebies on television reaches a broad and diverse audience. When analysed geographically, 
socio-demographically and according to ethnicity, the profile of its audience is in line with or more 
diverse than TV viewing as a whole in the UK. 

• In a recent BBC commissioned survey of 5,000 adults across the UK, parents were asked to 
identify which channels their children have watched in the last two years.  Of parents with children 
under 16, the largest number – 75% - identified CBeebies as a channel their child watches, more 
than 20% ahead of the nearest competitor

15
 

• Share is around 16% of the 0-6 year old audience, ~10% points ahead of the nearest competitor. 

CBeebies Reach 2003-2008

47 46.1 46.5 46.3 47.7
49.9

8.3 7.8 9.2
13.2

20.3
22.4

20.2 21.5 20.3 18.8

10.3 9.2
11

24.8

18.1 17.5
15.6

8.6
10.2

10.211.7

10.3

7.4

109.8
10.6 11.6

8.2

20.1

22.6

0

10

20

30

40

50

60

2003 2004 2005 2006 2007 2008*

%

CBeebies Playhouse Disney Total Nick JR

Nicktoons Nickelodeon Total Boomerang Total
  

Figure 3 – Reach, children’s channels 
Source: BARB, CBeebies channel. H/Ws with children 0-3 & children 4-6 in Digital Homes, 0600-1900) 3+ min 
* Jan to May 2008 inclusive 

 
Online, according Nielson web ratings, the CBeebies website consistently reaches over 1.5 million 
unique users per week, well ahead of alternative sites for young children (see Figure 4 below).  Users 
spend an average each week of 1 hour 9 minutes visiting CBeebies online, higher than most other 
sites for this audience. 

                                                 
14
 Source: BARB, CBeebies channel and CBeebies on BBC One and Two, HWK 0-3 & 3-6, 3+ minutes, all homes 

15
 Source: YouGov PSB Survey for the BBC, June 2008. CBeebies 75%, CBBC 67%, CiTV 47%, Mikshake on FIVE 33%, 

Playhouse Disney 25% 



2. Provision for children 0-6 years old: CBeebies on television, online, and radio 

BBC Executive Submission to the BBC Trust Review of Children’s Services 16 

Online Unique Users of Children’s sites in the UK
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Figure 4 – Average Weekly Unique Users, Jun 2007 – May 2008 
Source: Nielson web statistics 

 

On BBCi, the CBeebies offer is the most used section after News and Sport in the portfolio, and 
CBeebies was named Best Interactive Channel at the first Broadcast Digital Channel Awards in 2006. 
 
On radio, the data available for individual programmes on BBC 7 does not permit analysis of listening 
trends over time for CBeebies Radio since its launch in 2007.  However, it can be ascertained that: 
 

• Children make up approximately 8% (66,000) of the total 869,000 4+ audience of the station 
(Figure 5), although Rajar only measures listening by children aged four and over, and as pre-
school programming, CBeebies Radio is expected to appeal to children under 4 as well.   

• The weekly reach of the CBeebies Radio slot is 163,000 of which 26,000 (16%) are recorded as 
children.  

• The number of on-demand listening requests for CBeebies Radio via bbc.co.uk is currently (May 
2008) approximately 6,000 requests a week, and in May there were just over 23,000 downloads of 
the CBeebies Podcast (12,000 from within the UK).  These numbers are small in comparison to 
comparable podcasts for adults, from other BBC radio channels, and suggests that importance 
should be placed on strengthening the on-demand offer from BBC Children’s. 

 
It is too soon to draw conclusions about the performance of CBeebies Radio on BBC 7 but the earliest 
indicators are that measured reach is lower than was hoped for at this stage, particularly given the 
cross-promotion provided on television and online. 
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BBC 7 weekly reach 2007/08, including CBeebies Radio
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Figure 5 - BBC 7 Weekly Reach (Q2 2007 – Q1 2008) 4+ and 4-14 
Source: RAJAR 

 

Quality on Television, Online and on Radio 

 
Parents and children rate the BBC’s provision for the 0-6s highly on a wide range of quality measures.   
CBeebies on Television scores very highly on the Pan-BBC Tracking Study (PBTS) for approval, and 
in the scores for “best for children’s content", it scores much higher than the nearest competition, and 
has grown its lead from five percentage points in 2002 to almost 40% points at present. 
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Figure 6 -"Channel best for Children’s Content" audience rating 
Source: Pan BBC Tracking Study 

 
In Ofcom’s 2007 audience opinion tracker survey, when asked to rate channels by their delivery 
against the statement “It shows well made, high quality programmes” 79% of parents scored CBeebies 
between seven and ten out of ten, 14% points ahead of the next placed competitor.  
 
CBeebies also performs very strongly on a series of ‘brand image statements’ put to parents and 
children as part of the BBC’s Children’s Brand Tracker study.  When asked how they perceive each 
children’s brand , using brand attributes such as ‘active’, ‘exciting’ and ‘educational’, parents of younger 
children consistently scored CBeebies ahead of other channels.  Likewise, when using terms that 
young children (4-6s) could more readily understand, such as ‘cool’, ‘funny’ and ‘adventure’, CBeebies 
scored at the, or near to, the top of all children’s channels in the study. 
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Figure 7 - % Parents/Children applying attributes to Children's Channels.   
Source: Children’s Brand Trackers, Feb 2008 

 
For online, as part of the Children’s Brand Tracker survey, parents were also asked for an overall 
approval of websites that contain content primarily for their children. The CBeebies site was rated 
considerably higher than all alternatives, as illustrated in Figure 8:   

Parental Approval of Websites

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

C
B
ee
bi
es
 

D
is
ne
y 

C
B
B
C
 

N
ic
k 
Jr
. 

M
ilk
sh
ak
e 

C
IT
V
 

N
ic
ke
lo
de
on
 

C
ar
to
on
 N
et
w
or
k 

B
oo
m
er
an
g 

Je
tix
 

C
lu
b 
P
en
gu
in
 

%
 A
g
re
e
in
g

 
Figure 8 – Parental approval of websites. 
Source: Children’s Brand Trackers, Parents of children 0-6, ‘which of these websites would you be happy for your 
child to use?’ 

 
Parents also want to feel that the websites that their young children have access to are safe and 
appropriate for their age group.  According to the same survey, three quarters of parents are happy for 
their child to use the CBeebies website, considerably more than Disney, the next highest 
recommended website, which half of parents are happy for their child to use

16
.  In the same survey, 

parents and children were asked to rate children’s websites on how much they had “lots of good stuff 
to see, make and do”, and they scored CBeebies considerably ahead of competitors, with 90% of 4-6 
year olds agreeing that this statement applied to the website.   According to the BBC Netpromoter 
survey, in the first quarter of 2008 the CBeebies site was the highest rating site within bbc.co.uk, and it 
consistently figures in the top five sites. 
 
There are no reliable quality measures available for CBeebies Radio on BBC 7 or for BBCi.   

                                                 
16
 Source BBC Brand Tracker, question: “Which of the following websites would you be happy for your child to 

use?..... “ 
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Impact on Television, Online and on Radio 

 
According to the CBeebies Service Licence, measures of impact include the degree to which a service 
is engaging and challenging.  In the Children’s Brand Trackers study, the channel achieves almost 
double the scores of the nearest alternative providers on these measures.  (see charts above in quality 
section). Impact measures that related to distinctiveness and innovation are also strong. Ofcom’s 
Children’s PSB survey asked parents to rate channels against the statement ‘It shows new ideas and 
fresh approaches’

17
 CBeebies scored above other providers, including other PSBs and the BBC’s main 

channels, with 66% in agreement with the statement. In addition, according to Children’s Brand 
Tracker, a majority of children and parents, 68%, agreed that CBeebies contains “great stuff that you 
can’t find anywhere else” with the nearest competitor’s score being 42%. 

18
  

 
There are no specific impact measures for children’s content online, on radio or on BBCi. See sections 
below for impact measures that relate directly to delivery of the purposes. 
 

Value on Television, Radio, Online 

 
The BBC’s provision for this audience is very good value for money.  

• CBeebies on television has the lowest cost per viewer hour of all BBC channels, at an average of 
1.9p over the past year.

19
  

• CBeebies online has a very low cost per user reached of 4.1p
20
 compared to 13.8p for the whole of 

bbc.co.uk. 

• In the past three years the BBC has doubled the TV originations budget for CBeebies through 
internal efficiencies within BBC Children’s.  

 

2.7  Performance measured against the public purposes 
 

2.7.1 Range of output and platform availability 

 

Relevant Trust Consultation Questions: 
“How good is the BBC at providing a range of subjects for children? (For example, drama, 
entertainment, comedy, cartoons, news and informative programmes)” 
“The BBC provides children’s programmes and content in a range of different ways – on BBC One, 
BBC Two, dedicated children’s channels, radio, and online. Do you think the BBC has got this balance 
right?” 
“Do you think the BBC’s programmes for children on television and radio are available at convenient 
times? “ 

 
The Service Licence makes it clear that CBeebies should provide a wide range of output with a strong 
educational theme, regularly including the following programme types: music and movement, 
storytelling, make up and make do, simple science, natural history, puzzles and animation. These 
programme types match to three main commissioning genre thus:  
 

‘Programme type’ 

defined by Service 

Licence 

Genre Examples 

1) Storytelling 
Storytelling  
Inspiring imagination, awareness of narrative 
structure, having fun 

Jackanory, Postman Pat, Bob 
the Builder, 64 Zoo Lane 

2) Puzzles  

3) Music & movement  

4) Make & do  

Social Science  
Family, community, personal development 

The Large Family, Balamory, 
Carrie & David’s Popshop, 
Space Pirates 

5) Simple science  Knowledge building  Mama Mirabelle’s Home 

                                                 
17
 Source: Ofcom Discussion Paper, ‘The Future of Children’s Television’, Research Report 3/10/2007, Fig 123 

18
 Impact measures that relate to the delivery of the BBC’s purposes are cited in the sections below. 

19
 Figures based on programming spend only, and are based on consolidated audience data for all viewers aged 

4+ 
20
 Based on Unique User count average from 2007/8 and costs for same period 
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6) Natural history  
Art, crafts, music, numeracy, science, technology, 
nature, environment 

Movies, Mister Maker, Nina & 
the Neurons, Tommy Zoom 

 
An analysis of hours of television output (commissioned and transmitted) reveals a balanced overall 
range, with a strong emphasis towards knowledge-building, supporting CBeebies learning-focused 
remit. Just over half of all commissioned hours of output in 2007/8 fit into the ‘knowledge building’ 
genre and 40% ‘social science’ genre, and transmission hours cover the genres evenly.  
 

 

40% 53%7%

0% 20% 40% 60% 80% 100%

35% 28% 37%

0% 20% 40% 60% 80% 100%

Storytelling Social Science Knowledge Building

CBeebies - % of hours 

transmitted by genre 

2007/8

CBeebies - % of hours 

commissioned by genre 

2007/8

 
Figure 9 –Commissioned and transmitted hours (%) of first run originations

21
 

Source: BBC management information 

 
To complement and enhance this, the CBeebies website supports the full range of CBeebies television 
and radio programmes, with additional content such as bespoke games and fully-immersive, 
interactive experiences. 
 
The value of this range of content is reflected in the continued wide reach of the service and is also 
appreciated by the audiences with 91% of parents of 0-3s and children 4-6 agreeing that CBeebies has 
a “wide range of programmes for children under 6” 

22
, a considerably higher score than the other 

children’s channels in the study, 80% of parents value the CBeebies website by agreeing that it has 
‘lots of good stuff to see, make and do.”  
 
The service licences also require that CBeebies should be made available on a number of platforms – 
on digital TV, on terrestrial TV via BBC One and/or BBC Two, and online via bbc.co.uk. As noted 
above, children are at the forefront of adoption of new digital technologies in the UK; less than half of 
0-6 year olds currently list the TV as their favourite item of media equipment (see Figure 10).  The BBC 
needs to keep up with these changes in order to serve this audience most effectively. It must also, 
however, not leave the ‘digital have-nots’ behind. The right balance of platforms needs to be found 
carefully 

                                                 
21
 Excluding repeats and acquisitions, split by genre  

22
  Children’s Brand Tracker, Feb 2008, “How much do you agree or disagree with the following statements?, 

Question 40 - CBeebies has a wide range of programmes for children under 6?” 
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Figure 10 - Favourite Item of Media Equipment 
Source: Childwise Research for the BBC, June 2008.  Base: 0-6s 

 
The high cross-platform reach of CBeebies is testament to the success of the strategy adopted by the 
BBC thus far, in particular considering how competitive these platforms are.  The CBeebies audience 
also values output being made available across these platforms with 90% of parents of 0-3s believing 
that it is ‘good that you can access CBeebies on TV, internet and radio.” 
 
Some challenges do exist however. The performance of the radio offer has been highlighted above, 
although it is still too early to draw any significant conclusions. Also, the performance of CBeebies on 
BBC Two Saturday mornings has been inconsistent recently, requiring some more work to understand 
audience needs and behaviours at this time and possibly review the mix of programmes as a result.  
 

2.7.2 Promoting education and learning 
 

Relevant Trust Consultation Question: 
How well do you think CBeebies on TV, radio and online does each of the following: 
“Helps Children Learn” 

 
The CBeebies Service Licence states that the service should “have a very high level of educational 
output, including its interactive strand”, that its content “should be developed and produced using pre-
school specialists”, and that “almost all CBeebies programmes should feature the Early Learning Goals 
and support the school and pre-school curricula.”  In addition, CBeebies should support parents and 
carers in learning more about childcare and early learning through its on-screen and online material. 
 
The concept of ‘Learning through play’ runs through virtually all CBeebies content.  The Early Learning 
Goals and School Curricula provide CBeebies with guidance to ensure that individual programmes use 
a vocabulary and structure which children can understand. A well developed multiplatform approach 
combines television and radio programmes from a range of genres with online content and games 
which both supplement and enhance them, enabling young children to interact and learn more. For 
example: 
 

• Jackanory Junior aims to promote literacy and language development, and encourage reading and 
storytelling.  The website includes a fun and games section that enables children to create their 
own colourful storybooks. Numberjacks promotes numeracy and the problem solving by combining 
high adventure and slapstick comedy to help pre-school children to enjoy and understand maths. 

 

• The Green Balloon Club is a multiplatform series that explores wildlife in the UK and features 
schools and children who are trying to improve the environment.  It encourages children to explore, 
conserve and appreciate the nature with their parents, to inspire young children to get outside, be 
active and engage with conservation and recycling.   Learning is grounded in key stage one 
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science and the foundation curriculum, and interactivity is encouraged through the Green Stars 
club online.   

 

• On CBeebies Radio, Hey Diddle Diddle is an original production created and voiced by Floella 
Benjamin OBE which explores traditional nursery rhymes in a humorous way. The comedy sketch 
show Woosh! seeks to inspire children to engage with songs, rhymes, jokes and wordplay. 

 

• BBCi also enhances the CBeebies offer in this areas with interactive, educational games themed 
around shapes, colours and logic puzzles, available to users who press the Red Button. 

 

• Uniquely provided for online, the CBeebies website also helps parents and guardians to 
understand more about the learning content available with information in the For Grown Ups 
microsite.  Supporting materials feature detailed descriptions of each show, including icons that act 
as a quick reference guide to identify learning objectives. 

 
Audience measures indicate that this multi-platform offer contributes strongly to the delivery of the 
learning purpose.  97% of parents of 0-3s agree that by watching CBeebies their children could ‘learn 
through play’

23
 and 88% agreed that CBeebies does have ‘learning at its heart’

24
.  Ofcom research has 

found 66% of parents agree that ‘Its programmes help my child think for themselves
25
  18% points 

higher than the nearest alternative. Additionally, Ofcom established that parents believe that the most 
important characteristic for Public Service Broadcasters is that content ‘helps my child learn and 
develop’, and that 71% agreed that CBeebies delivered on this characteristic, 30% points higher than 
the nearest competitor

26
.‘ A survey conducted by the BBC in June 2008 of 5,000 people asked parents 

to rate children’s television channels from a scale of 1 to 10 on how well they ‘help children learn’, in 
which CBeebies with a means score of 8.5 was ranked first, ahead of all other alternatives

27
. 

 
Whilst CBeebies effectively brings a child’s world to life through references to the things they see and 
hear around them, their world is quite small: the home, the shops, grandparents’ house and perhaps 
the Nursery School.  A challenge is introducing the older children in the audience to the outside world – 
either geographically or the natural world.   CBeebies has experimented with different formats, such as 
Our Planet and Mama Mirabelle’s Home Movies, but limited success here does not yet match success 
in introducing factual content in music and science, and thus more work in this area is required. 
 

Case Study 2 - Nina and the Neurons; ‘Where do the stars go during the day?’ 

Nina and the Neurons aims to excite children’s interest in science in a TV show that explores the five 
senses in an irreverent way. 
 
Presented by Nina, an engaging scientist, this series is a mix of live action and animation exploring the 

five senses.  Nina travels from her lab to meet children and, through a series of fun experiments, she 

helps answer the big questions that really matter to them, such as Where do the stars go during the 

day? Why is my tongue wet? How many different colours are there? and Why is snow soft but a 

snowball hard? Now into its third series, ‘Nina and the Neurons Go Eco’ explores green issues and 

covers topics such as; insulation, water conservation, climates, wasting food, nature and recycling.   

Nina is a good role model for young children and makes science accessible.  The animated characters 
(who live in Nina’s head and represent the five senses) inject comedy throughout the programme.   
 

Parents have told the producers they love the programme because not only do their children enjoy it, 

they also learn huge amounts from it.  Primary School teachers have asked if they can show the 

programme to their classes to introduce them to science. Glasgow Science Centre, who are advisers 

to the programme, have spoken in glowing terms about the series to Scotland’s Chief Scientist for its 

ability to raise children’s awareness and interest in science at an early age. The programme won the 

2007 Scottish BAFTA for Best Children’s Programme. 
 

                                                 
23
 Children’s Brand Tracker Feb 2008 

24
 CBITs Feb 2008, Question 27 ‘Channel XX has learning at its heart’ 

25
 Ofcom Discussion Paper, ‘The Future of Children’s Television’, Research Report 3/10/2007, Fig. 124, pg. 119 

– parents of children 2-15 
26
 Ibid. Fig. 116, pg 113 

27
 Source: PSB Survey for the BBC, YouGov June 2008, Base: respondents with children under 16 
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2.7.3 Stimulating creativity and cultural excellence 
 

Relevant Trust Consultation Question: 
How well do you think CBeebies on TV, radio and online does each of the following: 
 “Encourages children’s interest in cultural or creative activities” 

 
The CBeebies Service Licence defines its main contribution towards this purpose as investing in a high 
proportion of original productions (including co-produced animation) and through showing a wide range 
of programme types. It has statutory commitments to maintaining a high level of UK production. (See 
tables at the end of this chapter for performance against quantitative commitments). 
 
As one of a very small number of investors in new original content for the under 6s in the UK, 
CBeebies plays an important part in meeting this public purpose. The overwhelming majority of 
CBeebies output is UK-produced and the service aims to reflect the broad range of interests and 
passions of its audience (see section above on range). It presents concepts in terms children will 
understand, infused with interactive, stimulating content of the highest quality, and from time to time it 
aims to encourage children’s interest in cultural or creative activities. Examples include: 
 

• The BAFTA winning series In The Night Garden was commissioned by CBeebies from Ragdoll, the 
makers of Teletubbies, and combines costume characters and CGi animation.  It is a fully 
immersive experience for the 0-3s, combining words, rhymes and music in a happy world of 
loveable characters and nursery rhyme nonsense. 

   

• Carrie and David’s Popshop aims to inspire children’s interest in music.  Each episode shows 
children how to put a song together by combining words, tunes and different instruments, to which 
children can then sing along.  The website and red button enhance the programme with sing along 
games and karaoke functions.  

 

• Arts and craft show Mister Maker seeks to inspire budding artists by encouraging the completion of 
a variety of artistic creations, often as a shared experience with parents.  Online support provides 
video on demand content which shows children how to make creative content step-by-step – it 
aims to help improve core dexterity and cognitive function in younger children.  

 

• There is a wide range of general support for children’s creativity available online. Every programme 
has a 'print and colour' function where pre-school children can download and colour in a picture of 
their favourite character.  Also available are songs to boost children's musical interest, or stories to 
stimulate their imagination and storytelling skills.  Most content can be taken away from the 
computer, encouraging children to bring creativity into their everyday lives. 

 
The audience value this part of the CBeebies offer highly. In the BBC Brand Tracker survey, 94% of 
parents of CBeebies viewers agree that the channel ‘stimulates my child’s imagination

28
’, compared to 

just over 60% for the nearest competitors and 90% agree that the “Website has lots of good stuff to 
see make and do”. In the Children’s Brand Tracker survey, 68% agreed that CBeebies depicts 
“activities out and about I can take part in.”   
 

Case Study 3 - Charlie and Lola; voiced by real children 

Charlie and Lola was CBeebies first major animation commission, co-produced with Tiger Aspect 
Productions and Disney Playhouse.  It is inspired by the books of Lauren Child, and comprises 78 
episodes of 11 and half minutes.  Its fresh, visual style is distinctive and imaginative, using 2D digital 
animation (CelAction 2D) in conjunction with fabrics, real textures, photomontage and archive footage 
to bring Child’s unique picture book style to life.  
 
Voiced by real children, Charlie and Lola’s everyday problems and flights of fancy really resonate with 
children and their parents. Wit, great music, and a commitment to authenticity make each episode a 
unique experience.  The supporting website provides new games, webisodes, e-cards, and clips 
enabling the audience to get even more involved with the programme.  .   
 

                                                 
28
 Source: Ofcom Discussion Paper, ‘The Future of Children’s Television’, Research Report 3/10/2007, Fig 124 
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In 2007 Charlie and Lola won a BAFTA for pre-school animation and in June 2008 it won the Banff 
award for Best Children’s Animation. 

 

2.7.4 Representing all the UK, its regions, cultures and people 
 

Relevant Trust Consultation Question: 
How well do you think CBeebies on TV, radio and online does each of the following? 
 “Reflects different groups, cultures and communities” 
And “How well does the BBC service children from different backgrounds? 
Please consider for example: the part of the UK where children live, the type of area where children 
live (e.g. inner city, rural), family background, age, gender, ethnic or cultural background, religion or 
belief and disability.” 

 
The Service Licence states that CBeebies should contribute to this purpose by “offering content from 
around the UK, and by stimulating, supporting and reflecting the diversity of cultural activity in the UK.” 
It should also “reflect a wide mix of children and presenters in terms of disability, gender and ethnicity”, 
and mark religious and cultural festivals “in an engaging and inclusive style”.  
 
CBeebies commissions a significant proportion of its output from outside of London, and the BBC has 
developed a centre of excellence for Children’s output in Scotland, which produces programmes such 
as Me2, Balamory and Carrie and David’s Popshop. It also aims to reflect the diversity of modern 
Britain in its output through the subjects it chooses and through its on and off-screen talent. A wide 
range of children and presenters feature on the channel regardless of their gender, socio-economic 
status, ethnicity, disability, religion or where they come from.   
 

• New commission Sesame Tree from BBC Northern Ireland will feature a very strong Northern Irish 
Voice, and will feature live action with sequences filmed across Northern Ireland. A new pre-school 
block is to be launched on BBC ALBA (the Gaelic Language channel) under the CBeebies brand, 
to connect with young children through their own language. 

 

• The ‘stories and rhymes’ section of the CBeebies website includes stories given in multiple 
languages, such as Sinbad in Arabic, Cat and Mouse in Cantonese and Baboushka in Russian. 
Global cultural festivals, such as Divali and Eid, are featured as part of the Tikabilla and Tweenies 
online brands, as well as local UK festivals with a modern twist, such as the Harvest song on 
Autumnwatch which was delivered with a South Asian theme. 

 

• CBeebies Radio stories include those read by children and presenters from a wide range of 
backgrounds including children from African Caribbean and Asian families in Birmingham, Asian 
families in Southhall. Two presenters are black and recordings have been with children at a special 
needs nursery in Hackney participating in stories and songs. 

 

• There is also an extensive special needs section on the CBeebies website, within the For Grown 
Ups micro site (also available through BBCi), containing support for parents with children who have 
special needs, such as a selection of games for blind and visually impaired children.  New show 
Wizardywee will focus on dispraxia and new show The Signing Detective is in development, aimed 
at deaf children.  

 

Case Study 3 - Something Special; representing Children with disabilities  

 

“Watching Something Special with our son was the moment things turned around for us. Finally 
someone in Joe's life was communicating with him in a way that he was able to process and after a 
couple of weeks he knew over 100 signs. Finally our precious little boy could communicate with us.”   

- Parent of young child with learning difficulties, by email 
 
Something Special helps young children with learning and communication difficulties to discover the 
world around them. The programme is hosted by Justin Fletcher (MBE) and features children with a 
variety of disabilities.  They take part in activities children can readily identify with – often everyday 
tasks that most children regularly do, such as getting dressed.  Although targeted at children with 
learning disabilities and giving them an on screen presence, the series has allowed all children, 
regardless of need, an insight and empathy into each others lives.  
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Each programme is themed around a topic, (for example The Seasons, Baby Animals, Birds or 
Nursery Rhymes) and explores each in a differentiated way allowing children to explore at a level 
appropriate to their understanding.    The programme and its accompanying website introduce the 
signing system Makaton to pre-school aged children, with much content being signed simultaneously 
with the spoken word, and Makaton words and symbols taught via the website.  
 
By combining signs with speech Makaton helps children with learning difficulties to interact with others, 
to become integrated into family life and participate in society.  The series has so far given the 
audience access to a vocabulary of over 400 words.    
 
Producers have received many emails which state that this programme has enabled children to 
communicate with their parents for the first time.  Importantly the series has been well received by 
mainstream viewers as well who enjoy learning how to sign with their friends, making the series totally 
inclusive.  

 

 
The audience values this aspect of the CBeebies offer very highly. 83% of 4-6s agree that CBeebies 
reflects the diversity of the UK, far higher than any other providers

29
  and in a June 2008 survey 

conducted by YouGov, CBeebies received the highest score of the major children’s channels against 
the statement “Its programmes show different kinds of cultures and opinions from around the UK” , 
more than 1 point (out of ten) ahead of the nearest competitor. 

 

2.7.5 Emerging communications 
 

Trust Consultation Question: 
“How well do you think the BBC helps children to understand and benefit from new communications 
technology such as digital, interactive and on-demand?”  
And “How good is the BBC at providing a safe environment for children aged 12 or under?” 

 
The service licence makes clear that CBeebies should be “a leader in the development of new media 
interactive content and applications for the target age group” and “complement its linear programming 
with interactive, digital content.”  Online support should include “enhanced text-based information for 
parents and carers as well as stimulating stories, games and puzzles” in a highly interactive 
environment, 
 
The previous sections illustrate how CBeebies is using digital platforms successfully to complement 
and enhance the linear programme offer with interactive content. Additional ways in which it contributes 
to the delivery of this purpose include how it promotes understanding and uptake of new technology by 
presenting content in an accessible and engaging way:  

• The CBeebies website encourages a response to and participation in the brand on a daily basis, 
from celebrating birthdays during the presentation links to the interactive TV applications 
developed specifically to support and enhance output.  CBeebies Radio on BBC 7 helps to 
introduce children, parents and carers to digital radio services.  

 
CBeebies also actively uses games and participative applications and content to engage young 
children in learning-focused content in particular. There are over 230 different games available via the 
website and the red button, for example: 

• The enhancement for musical entertainment show Space Pirates features eight Flash games that 
enhance the main theme of the TV show - giving the pre-school audience a rich diet of fun, 
surprising and different musical styles. The interfaces are designed to be very easy to pick up and 
play, allowing users to see how music effects mood and tone (by changing animations), speed and 
tempo, and how music can be layered with different parts. 

 
CBeebies is also committed to providing a safe and trusted environment for young children through a 
number of measures: 

• CBeebies online provides a ‘walled garden’ for use by children and their parents or carers.  It 
contains content that has been checked to ensure it meets the designated age range. 

                                                 
29
 Source: BBC Children’s Brand Tracker, February 2008, Q.27 
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• MyCBeebies, a unique area for each user to log into, is carefully set up to help provide the rules of 
engagement online for children, and what to expect from their interaction with BBC content. 

• There are also strict controls over what information is asked of online users, and how this 
information is stored and used, if at all. 

• The only links off the site are from the For Grown Ups support area to similar support sites, and to 
specifically approved, non-commercial third party sites maintained by the relevant independent 
production company responsible for the programmes 

• All staff working on children’s content must have passed a Criminal Records Bureau check. 
 
Protection of children is not just about restricting access to content, however, particularly when it is 
considered how inventive children can be at avoiding the best-intentioned rules.  Therefore, CBeebies 
educates children about the de facto rules of engaging in the online world and helps empower them to 
be more aware of the potential dangers.  The site offers a safe and trusted guide to young children’s 
BBC content, with detailed information for parents to help them ensure they are happy with the content 
their child is viewing.  This builds on CBeebies aim to connect with children of all abilities, including 
those with special needs, to give them an opportunity to learn through play in a secure environment. 
 
One area where further work is required is the on-demand offering from CBeebies online.  Whilst some 
programmes are available to watch again via the BBC iPlayer, and CBeebies ‘best bits’ podcast is 
available for free download, the offer is not comprehensive. In addition, the iPlayer itself is not the most 
effective way to present on-demand content to the children’s audience and the limited availability of 
content is not in line with the typical viewing behaviour of children. The launch of a children’s iPlayer 
should help to provide access in a more child-friendly way to content on-demand for this audience, as 
part of the safe environment offered by the BBC to 0-6s.  
 
Research indicates that the BBC is successfully providing a safe environment for children (see Figure 
8). In June 2008 a YouGov PSB Tracker study for the BBC found that CBeebies had the highest mean 
score (8.8) of all children’s channels when parents were asked if it ‘is a brand I would trust my children 
with.’  Similarly, the Children’s Brand Tracker study found that 94% of parents of 0-6s agree that 
CBeebies ‘is a brand I can trust.

30
’  The BBC online ‘pulse’ survey records comments about the sites 

being surveyed, and the following is typical of responses for the CBeebies site: 
 
“I love that I can safely leave my three year old to play with it – it’s a contained space, and I trust that 
what she’s going to come across will be appropriate” 

- 25-34 year old Female, England 
 

2.8 Performance against commitments 

 

2.8.1 Statutory commitments and commitments from CBeebies Service Licence  

 

All commitments have consistently been met – performance for 2007/08 shown below
31
: 

 

Commitment Performance in 2007/08 

Statutory commitment: Around 80% of hours to be original 
productions (original productions include all BBC-commissioned 
programming, including originations and all repeats of programming 
first shown on any BBC public service channel). 

79.5% (measured on a calendar 
year for 2007) 

Around 90% of output hours will be of UK/EU origin
32
 95% 

75% of investment in new UK programming
33
 87% 

A quarter of the hours of UK programming to be new material, 
including output commissioned from outside London, each year

34
 

32% 

Broadcast over 4,500 hours each year
35
 4,696 Hours 

                                                 
30
 Source: BBC Children’s Brand Tracker, February 2008, Q.40 

31
 CBeebies also has statutory commitments relating to Ofcom’s Access Services Code, all of which it met or 

exceeded in 2007/08. 
32
 This commitment no longer exists in the Service Licence going forward 

33
 This commitment no longer exists in the Service Licence going forward  

34
  This commitment no longer exists in the Service Licence going forward 

35
  This commitment no longer exists in the Service Licence going forward 
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3. Provision for Children aged 6-12 on television, online and 

on radio 

3.1 Key points 

 

• CBBC’s performance has strengthened recently. In particular since the re-launch of the brand in 
2007, RQIV measures have all improved and it is now a leading and distinctive media brand for the 
6-12s audience, almost unique in its commitment to high quality, UK-produced output. 

• Particular strengths include its contribution to the delivery of the BBC’s purposes supporting 
citizenship, creativity and cultural excellence. It has also embraced a multi-platform approach 
successfully, with innovation in new formats for online and the creation of trusted environments. 

• Some challenges remain in the consistency of quality performance of CBBC online, and in 
maintaining reach and impact in a highly competitive environment on television and online, in 
particular in the delivery of the BBC’s purpose in sustaining citizenship on television. Also the 
performance of the radio offer is not strong and the BBC is planning some changes there. 

• Restoring and maintaining trust in the BBC’s offer after the editorial lapses of 2007 also continue to 
be a priority. 

 

3.2 The offer 

 
BBC provision for 6-12s comprises the CBBC digital television channel, daily blocks on BBC One and 
Two, a daily and a weekly radio programme, content on BBCi and the CBBC website and a formal 
learning offer on multiple platforms. It is provided for in the Service Licences for CBBC on television, 
bbc.co.uk, BBCi, BBC One and BBC Two and in the BBC’s purpose remit for Education and Learning. 

 

3.3 Service Licences 

 

CBBC remit 
“The remit of CBBC is to provide a wide range of high quality, distinctive content for 6-12 year olds, 
including drama, entertainment, comedy, animation, news and factual. The great majority of this 
content should be produced in the UK.  
CBBC should provide a stimulating, creative and enjoyable environment that is also safe and trusted. 
The service should have a particular focus on informal learning, with an emphasis on encouraging 
participation.” 

 

Key points from the aims and objectives of CBBC in the Service Licence 

• Provide a mixed schedule with a similar balance of originated and acquired programmes 
throughout the day 

• Offer new and exciting drama, comedy, entertainment, news and factual programmes, the best of 
current CBBC output, items from the drama and factual library and the best of world children’s TV. 

• Inspire children to find out more about the world around them through the range of output. 

• Put interactivity at the core of the service and aim to be a leader in the development of interactive 
content and applications for its target audience, encouraging them to participate or deepen their 
experience of programme output. 

• Provide a high level of UK-produced content, schedule daily live programming and maintain a low 
repeat level. 

 

BBC 7 remit 

“To provide speech-based entertainment. Its schedule should include comedy, drama, stories, 
features, readings and programmes for children. Most output should come from the BBC archive, but 
the station should commission some original content, particularly of types of output rarely found on 
BBC Radio.  The station should also be the home of children’s speech radio from the BBC.” 

 

Key points from the aims and objectives of BBC 7 in the Service Licence 

• Children’s programming should form an integral part of the schedule, including readings and 
feature programmes for children. 

• Zoned schedule so adult and child audiences know when to expect output designed for them. 
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• Broadcast newly commissioned content including drama and readings for children and a daily 
children’s magazine programme. 

• Supported by a complementary online service. 
 

In addition to these Service Licences 

 

• BBC One and BBC Two have commitments to provide children’s programming to analogue 
viewers by showing a range of CBBC and CBeebies programming at convenient times for children.  
The formal commitment is 1,500 hours

36
 per year of Children’s programming between the two 

channels. 

• The service licence for bbc.co.uk commits to the provision of “a comprehensive service for 
children, directed towards learning outcomes and providing safer use of the internet” 

• The service licence for BBCi commits to the provision of “a wide range of services for children, 
including developmental games for the very young and…a shared learning experience for children 
and their parents or carers” 

• The BBC’s Purpose Remit for Promoting Education and Learning provides the approvals 
framework for the BBC’s formal learning offer (See section below). 

 

3.4 Strategy 
 
The BBC’s Creative Future strategy, agreed by the BBC Governors in 2006, made a series of 
recommendations for the BBC’s provision for Children aged 6-12: 

 

• Focus the CBBC brand more tightly around the 6-12 age group and avoid attempting teen 

appeal. Content was refocused, some older-skewing content was decommissioned, and reach 
and share amongst 6-12s has grown steadily on the digital channel. 

• Drive creative renewal of CBBC by raising quality and impact through a strategy of ‘fewer, 

bigger, better’.  There has been a sharp reduction in volume, with older titles dropped and new 
titles launched. Headline quality and impact measures have all improved since these changes. 

• Invest in interactive and on demand content.  There has been a significant refreshment in the 
online offering, with more breadth and deeper richness and interactivity. Audience reaction has 
been mixed, although it is still early days. 

• Strengthen in house production. TV and online production were brought closer together to 
enable a more effective cross-platform approach to the whole offer.   

• Enhance value for money through the growth of increased co-production and secondary 

revenue.  Closer ties were built with commercial partners to help grow co-production income and 
secondary revenue, which can subsequently be re-invested in new origination. 

• Re-brand radio programming for 6-12s as CBBC.  This has not happened given management 
concerns about simultaneously launching both CBeebies and CBBC brands on radio, stretching 
limited resources too thinly. CBBC also wanted to focus on building its television and online 
propositions before spreading to another platform. The current radio offerings for older children 
comprise Big Toe Books, a daily hour-long readings show using archived content and the weekly 
magazine Go4It! on Radio 4. 

 
This strategy culminated with the re-launch of CBBC in September 2007, featuring a new brand 
identity, channel presentation and a marketing campaign, as well as a refreshed content offer on 
television and online. CBBC is now a highly valued multi-platform BBC service making a significant 
contribution to the BBC’s purposes amongst 6-12 year olds in a crowded and competitive environment. 
  

• Reach is growing again after a period of plateaued growth – CBBC now has higher reach than 
alternative providers amongst the 6-12 audience 

• Quality measures for Television have improved since the re-brand, although there has been some 
inconsistency for the online offer. 

• CBBC scores strongly on impact measures relating to delivery of the purposes and it is particularly 
strong in supporting citizenship and in delivering to the BBC’s purpose in creativity and cultural 
excellence. 

• The service is excellent value for money when compared to other BBC services. 

                                                 
36
 Including acquisitions and repeats 
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• Some challenges remain for online as the audience gets used to the new site (as mentioned 
above), and the BBC is also planning some changes on radio as performance there is also less 
consistent. 

 

3.5 Investment in the BBCs provision for children aged 6-12 
 
According to the existing Service Licence, the annual service budget for CBBC is £36.3m. In the 
provisional Service Licence for 2007/08 the service budget was £38.6m and actual spend against this 
budget was as follows: 
 

 2007/8 

Service Licence budget £38.6m 

Actual spending against Service Licence (% var +/-) £36m (-7%) 

 
Beyond this figure, investment in content for children 6-12 is also allocated against the budgets for 
BBC 7, Radio 4, bbc.co.uk, BBCi and BBC One and Two.   
 

3.6 RQIV analysis of the BBC’s provision for children 6-12  

 

Relevant Trust Consultation Question: 
Overall, how well do you feel the BBC meets the needs of children aged 12 or under?  
Please think about whether the programmes and content the BBC provides for children:  
a) are entertaining and engaging, they are things that children want to see or listen to;  
b) are well made;  
c) make children think;  
d) contain new ideas or fresh approaches;  
e) offer something that is not available from other providers.  

 

Reach on television, online and on radio 
 
Research specially commissioned for this report shows that claimed weekly reach for CBBC across all 
platforms amongst 6-12s is 49%

37
, equivalent to around 2.6m children.  

 

Since the CBBC television channel launched in 2002 it has doubled in both reach and share, and 
recent performance has seen a strong resurgence in growth after a temporary plateau. This 
performance is notable in the context of significant increases in competition for the 6-12 audience on 
television, with the regular launch of new channels for this audience, most of which focus on non-UK 
produced animation. Performance headlines include: 

• Market-leading growth in reach amongst 6-12s – so far in 2008 the CBBC channel reaches 33.7% 
of 6-12s in digital homes

38
, opening a gap between it and the competition which has consistently 

grown since 2005. CBBC on television reaches a broad and diverse audience. When analysed 
geographically, socio-demographically and according to ethnicity, the profile of its audience is in 
line with TV viewing as a whole in the UK.  

• Across CBBC and BBC One, CBBC content reaches 46% of 6-12s in all homes
39
 every week. 

• A doubling in share between 2002 and 2008, from 4% to 9%, moving from 5
th
 to 1

st
 place in the 

ranking of share to children’s channels amongst the target audience. 
 

                                                 
37
 Source: Childwise – Cross Media Research, May/June 2008 

38
 Source: BARB, 6-12s in digital homes, 3+ minutes  

39
 Source: BARB, 1

st
 Jan-1

st
 June 2008, 3+ Minutes, all homes, 07:00-19:00 
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CBBC Reach 2003-2008
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Figure 11 - Reach, children's channels  
Source: BARB, CBBC Channel reach, children 6-12 in Digital Homes, 0700-1900 (0700-1800 for CITV), 3+ 
minutes 
* 2008 Jan to May inclusive 

 

Online, the CBBC site is popular, with claimed reach being over 33% of 6-12s40. Nielson web ratings 
for April 2008 ranked CBBC as the top children’s website in the UK in terms of unique audience, with 
1.56m visiting that month (see Figure 4), and the highest “active reach’ of any single children’s website 
with 4.66% of active online children using the site, compared with 2.25% for clubpenguin.com and 1% 
for disneychannel.com. Usage overall declined during 2007, however, and dipped after the recent site 
re-launch, although this is to be expected as children get used to the new layout, and recently 
measures of reach are improving.  
 

On Radio, Go4It! has not been able to attract its target audience; its reach is quite substantial at  
approximately 450,000 people each week (average 2007/8), but this is a result of it following the 
popular long-running Radio 4 drama, The Archers, on Sunday evenings. Only 15,000, or 3%, of the 
weekly audience are 4-14 years old.  Big Toe Books on BBC 7 reaches 97,000 people a week but only 
15,000 of those (15%) are age 4 – 14. The BBC Children's Pulse in June 2008 indicated that 8% of 
children 6-12 had heard of BBC 7 and 7% claimed to listen to it often or sometimes. This compared to 
70% awareness of Radio 1, with 62% listening sometimes or more. 3% of 6-12s claim to have ever 
heard Go4It!, with the same percentage having tuned in at some point to Big Toe Books. The survey 
also found that more children claim to "often listen" to downloaded tracks or podcasts on MP3 players 
or watch music channels on TV than "often listen" to the radio. 
 

Quality of provision on television, online and on radio 

 
CBBC has emerged in recent years as a highly rated service on a range of quality measures across 
platforms, although the picture is of variable performance due to a dip in approval of the website since 
re-launch last year. The PBTS measure of “Best for children’s” consistently rated CBBC TV channel 
between third and first placed and since 2006 it has been ahead of the competition with the exception 
of the first quarter in 2007 when the rating briefly dipped (Figure 12).  It also receives the second 
highest PBTS approval score in the BBC Portfolio (after CBeebies), and is gradually improving on this 
measure over time. 

                                                 
40
 Source: Children’s Brand Tracker, February 2008 
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Channel ‘Best for Children’s Content’
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Figure 12 - Channel Best for Children  
Source: PBTS 2002-2008 

 
Beyond these headline measures, CBBC also scores well on the Children’s Brand Tracker study on a 
number of brand statements when compared with alternative providers: 

• 70% of children agree that ‘it’s for children like me’; 62% ‘would recommend CBBC’ to their friends 
(Figure 13); 50% agree CBBC ‘always has the best programmes’ and 47% ‘is more fun than the 
other channels’ (48% agree this applies to Disney);  

• 73% say that CBBC is ‘a brand I can trust’ and this is a measure that the BBC will continue to 
monitor closely in light of the editorial lapses in 2007. 

• Between August 2007 and February 2008 there was a significant increase in positive brand 
measures, reflecting the success of the re-launch. Most notably, it moved from 5

th
 to 1

st
 on the 

‘most loved’ channel metric
41
.  It also performs well on brand values such as fun, funny, happy, 

cool and friendly. 

Quality measure: Brand Statements
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Figure 13 - Brand Statements of Children 6-12 
Source: Children’s Brand Tracker, February 2008 

 

For the CBBC online offer, research indicates that parents strongly approve of the CBBC website, with 
50% (joint second) rating the site as one that they approve of for their child to use (see Figure 8). 
There has been some inconsistency in performance recently, however. Netpromoter scores for CBBC 

                                                 
41
 Children’s Brand Tracker, Sept 2007 and Feb 2008, Question 19 
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have been in line with the average for bbc.co.uk since the measure was first introduced, but dropped 
after the recent re-launch, to a low at the end of 2007, however this has climbed in the first quarter of 
2008, but management is monitoring this carefully.   
 
There are no specific measures of quality for BBC 7’s Big Toe Books, or Radio 4’s Go4it! although the 
response of the audience to the quality of the programmes is positive.  However, the BBC Children’s 
pulse survey in June 2008 found that amongst 6-12s the most important ingredients in a radio show for 
this age group is pop music, which is not offered by the current provision.  
 

Impact – television , online and on radio. 

 
The Service Licence performance measurement framework for Impact specifically cites ‘engaging’ and 
‘challenging’ as key measures for CBBC.  The Children’s Brand Tracker study specifically asks 6-12s 
to rate channels by ‘engaging’ (‘captures my attention’), ‘involving’ (‘gets you to join in’), ‘interactive’, 
and ‘challenging’ (‘makes me think) and CBBC scores comparatively well on these metrics   
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Figure 14 - Impact Measures 
Source: Children’s Brand Trackers February 2008 

 
Impact measures that related to distinctiveness and innovation are also positive, 53% of respondents 
agree that CBBC provides “Amazing stuff I can't see anywhere else.”  The Ofcom children’s PSB 
survey of parents shows they place a high importance (78% rating 7+ out of ten) on the PSB 
characteristic “It shows new ideas and different approaches” and that 57% rated CBBC as delivering 
on this, higher than any competitor children’s channel and behind only CBeebies in delivering this to 
children

42
. 

 
There are no specific measures for impact for online or for programmes for 6 – 12s on radio.  
Impact measures that relate to delivery of the purposes are covered in the section below. 
 

Value – television and online 

 
The value for money of the BBC’s provision for the 6-12s audience is very good, comparing positively 
with other BBC services. 

• On television, CBBC cost per viewer hour is one of the lowest in the BBC portfolio, at 9.1p
43
. 

• Cost per user reached is 7.8p
44
, compared to 13.8p for the whole of bbc.co.uk. 

 

3.7 Delivery against the BBC public purposes 

 

                                                 
42
 Source: The Future of Children’s Television, Ofcom Research Report, 3/10/07, fig 123, pg.118 

43
 Source: BBC information.  Figures based on programming spend only, and are based on consolidated 

audience data for all viewers aged 4+. 
44
 Based on Unique User count average from 2007/8 and costs for same period 
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3.7.1 Range of output and platform availability 

 

Relevant Trust Consultation Questions: 
“How good is the BBC at providing a range of subjects for children?  (For example, drama, 
entertainment, comedy, cartoons, new and informative programmes)?” 
“The BBC provides children’s programmes and content in a range of different ways – on BBC One, 
BBC Two, dedicated children’s channels, radio, and online. Do you think the BBC has got this balance 
right?” 
“Do you think the BBC’s programmes for children on television and radio are available at convenient 
times? “ 

 
The CBBC Service Licence remit states that the channel should “provide a wide range of high quality, 
distinctive content… including drama, comedy, entertainment, news and factual” and it “should have a 
particular focus on informal learning”.   
 
Analysis of CBBC programme output (commissioned and transmitted) reveals a balanced mix, with a 
strong presence for factual programming that supports the channel’s informal learning strategy: 

• In 2007/08, factual output made up just over half of commissioned hours, with entertainment 
accounting for 37% with drama and animation making up the remaining 10%. Transmission hours 
show an almost exactly even balance between genre  

• These levels of originally produced non-animation genre emphasise the distinctive role that CBBC 
plays in relation to alternative channels that focus principally on non-UK made cartoons.  

 

 Animation Drama Entertainment

CBBC % of hours 

transmitted by genre 

2007/8

CBBC % of hours 

commissioned by genre 

2007/8

Factual

5% 37% 55%
3%
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Figure 15 – CBBC commissioned and transmitted hours (%) of first run originations, excluding repeats and 
acquisitions, split by genre.  

  
Online, CBBC supports the full range of output via the CBBC website, with enhancements to 
programmes and bespoke for the web products and experiences.  
 
The audience value this range of output from CBBC, online and on television. The continued growth in 
reach is a strong indicator and, more specifically, 82% of 6-12s surveyed agree that CBBC has ‘lots of 
different types of programmes’, and 64% agreed that the CBBC website had ‘lots of good stuff on it’.

45
   

In addition, the June 2008 PSB tracker survey of parents found that CBBC was scored higher than 
alternative providers on the statement that it “provides a good range of programmes and content for 
children”.  
 
The service licence also requires that CBBC should be available on a number of platforms – on digital 
TV via the CBBC channel, on terrestrial TV via BBC One and/or BBC Two, and online via bbc.co.uk. 
As noted above, children are at the forefront of adoption of new digital technologies in the UK, and the 
BBC needs to keep up with these changes in order to serve this audience most effectively. As 
highlighted above, the 6-12 age group are an increasingly digital and multi-platform group, who 
consume media across a variety of platforms and who are unafraid to ‘stack’ media activities by doing 
more than one thing at a time.  Whilst television still remains the most used item, when asked what 

                                                 
45
 Source: Children’s Brand Tracker, February 2008, Q.24 
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their ‘favourite’ item is, 6-12s are very fragmented, with computers being overwhelmingly popular (PCs 
and Laptops combined), and games consoles and handhelds matching television as the favourite item.  

Favourite Item of Equipment: 6-12s
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18%

 
Figure 16 - Favourite Equipment of 6-12s 
Source: Childwise research for the BBC, June 2008.  Base 6-12s 
 
The offer from the BBC aims to reflect this overall mix in demand, and generally speaking the reaction 
from the audience validates the strategy with 77% of 6-12s agreeing with the statement regarding 
CBBC that it is “Good that it's on TV and the internet.”

46
 

 
There are some challenges to address here, however. In February 2008, the BBC changed the timing 
of the CBBC block which transmits on BBC One in the afternoon, placing it earlier by 25 minutes]. This 
has led to a decline in the performance of the programmes in this block, but the reach, share and 
quality performance of the BBC’s overall offer for children on Television has not been affected 
significantly. BBC management will continue to monitor the impact of this move going forward.  
 
A further challenge is the availability of the CBBC channel. With the channel ending its transmission at 
7pm, the channel is not on air just as the available audience is at its highest As Figure 17 illustrates, 
children’s television viewing peaks between 7pm and 9pm. As a result, the present scheduling of the 
channel deprives children of the choice of watching CBBC for two hours every day, just when they are 
watching in greatest numbers and when alternative channels for this audience are available. Extending 
the transmission hours of CBBC to 9pm would increase its reach by 2% points and share of viewing 
would increase by up to 20%, improving consumption and value for money significantly. 

6-12s Available Audience, All Homes

 

                                                 
46
 Source: Children’s Brand Tracker, February 2008, Q.24b 
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Figure 17 - Available Audience 6-12s 
Source: BARB, all homes 

 

3.7.2 Stimulating creativity and cultural excellence 

 

Trust Consultation Question: 
How well do you think CBBC on TV, radio and online does each of the following: 
 “Encourages children’s interest in cultural or creative activities” 

 
The service licence states that CBBC should make a very important contribution to this purpose 
through its investment in a high level of UK-originated programming across a wide range of genres. It 
should “excel at animation and stimulate the UK animation sector” including through co-production. It 
has a formal commitment to broadcast at least 665 hours of drama each year as well as statutory 
commitments to levels of original productions (see section below for performance against 
commitments). 
 
In fulfilling this particular purpose, CBBC plays a unique role as the only significant investor in new UK 
originated programming for the 6-12 audience, a role it aims to maintain. Co-production levels have 
also increased in recent years across a variety of genre, including animation (e.g. The Secret Show co-
produced with Collingwood O’Hare) enabling CBBC to pursue its strategy of ‘fewer, bigger, better’ with 
higher investment per hour in a reduced number of titles which can deliver higher impact and quality on 
screen. The BBC’s offer also contributes to this purpose strongly in areas such as drama, comedy and 
literature, with shows that engage and entertain children with high quality home-grown work from 
leading UK writers and performers. Examples include:  
 

• In drama, MI High on CBBC features three school children who lead secret lives as spies for the 
Government, using imagination, powers of investigation and high-tech gadgets to solve crime. 
Sarah Jane Adventures is a spin off from Doctor Who which features ex-assistant to the Doctor 
investigating extra terrestrial incidents, supported by a cast of young children. 

 

• In comedy on CBBC, innovative new show Hotel Trouble combines a sit-com format with reality TV 
elements, including interaction from members of the public and comedy Scoop features an 
unsuccessful newspaper reporter who finds himself in amusing situations. 

 

• On radio, Big Toe Books offers children the opportunity to listen to and enjoy great literature, both 
modern and classic by authors as diverse as Charles Dickens, Enid Blyton, Philip Pullman, Michael 
Morpurgo and Jacqueline Wilson.   

 
CBBC also aims to contribute to this purpose by backing in new and innovative approaches, constantly 
looking to surprise and involve viewers and push creative boundaries. For example in television drama 
there is a focus on maintaining a very high re-fresh rate, that is the number of new titles as a 
percentage of all drama titles in a given year. The portfolio has, with one exception, been entirely 
refreshed over the past four years and over the next three years the refresh rate is set to increase from 
50% in 2004/05 to 64% in 2008/9. 
 
The channel also aims to use its output to encourage, stimulate and inspire children’s imagination and 
creativity and to try new things. Do Something Different, presented by Sam and Mark, encouraged 
children to get out and try new activities that they had never done before, through leading by example 
and tackling a series of difficult challenges themselves. Creativity is also an important part of the CBBC 
interactive portfolio with user generated art, film making and music based calls to 'get out there and do 
it' forming a key part of online support.   
 
According to audience research, children find CBBC a stimulating, enriching and interesting brand to 
engage with across platforms.  The Children’s Brand Tracker study scores CBBC above the alternative 
providers on the measures ‘interactive’ ‘involving’ ‘inventive’ and ‘challenging’, and children also agree 
that it “[channel] gives me ideas of things to do” with 74% agreeing that CBBC does this, compared 
with 55% for CITV and 45% for Disney, the highest rated other channels.  53% agree CBBC has 
“activities out and about I can take part in.”   
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3.7.3 Sustaining citizenship and civil society  

 

Trust Consultation Question: 
How well do you think CBBC on TV and online does each of the following: 
“Engages children with ideas of citizenship, life skills and social issues?” 

 
The CBBC Service Licence states that the channel should “inspire children to find out more about the 
world around them” and it should contribute to this purpose through its “news, current affairs and 
factual output and through content reflecting social engagement, citizenship and life skills.”  It has a 
formal commitment to broadcast at least 85 hours of news each year. 
 
CBBC aims to deliver on this purpose by helping to open children’s eyes to the world around them, to 
encourage them to ask questions, to think for themselves and to recognise that their ‘normality’ might 
not be the same as another’s. It does this through a multi-platform approach, with content available on 
television, online and via the red button, as well as via the radio programmes for this audience, 
enabling them to engage with citizenship issues in a more active way. 
 
Providing a regular live and impartial news service is at heart of CBBC’s delivery of this purpose.  
Newsround regularly covers issues that help children improve their understanding of society and the 
world around them. For example: 

• It includes stories that directly affect 6-12 year olds, with features on topics such as bullying, 
alcohol and young people, body image, exam stress and family break-up. 

• It features a wide range of national news, from knife crime and ASBOs to Government anti-obesity 
action and cultural stories such as the BBC Young Musician of the Year competition. 

• Cross-cutting themes such as human rights, the influence of the media, race religion and ethnicity 
regularly feature on the programme. 

• The Newsround Press Pack club aims to enhance media literacy and stimulate creativity through a 
series of online modules and tutorials aimed at encouraging young people to get involved with 
journalism.  The site also publishes a daily report written by one of the viewers on a topical issue, 
and broadcast TV reports made by children. 

• Supporting Newsround Special Investigations into current topics such as knife crime, with real-life 
stories from Newsround viewers, information on the law and a special online forum discussions. 

 
Beyond this, aspects of citizenship are featured in many other programmes for this audience (also see 
Blue Peter case study below).   
 

• The new factual series Election explains the process of seeking elected office and one-off drama 
That Summer Day showed reactions of children to the 7/7 London bombings, and dealt with issues 
of fear, grief and racial bullying.  In addition to this, the CBBC message boards have dedicated 
helpers who encourage and respond to discussions around 'life as a child'. The Democracy Project 
is a nationwide reality show to search for a ‘junior prime minister’ from a field of 400 potential 
candidates, encouraging children to develop skills in public speaking and their knowledge of the 
democratic process. 

 

• The award-winning animation The Wrong Trainers focused on child poverty in the UK, telling 
stories of children from a variety of backgrounds living in circumstances that most viewers would 
not otherwise be familiar with.  It was supported by rich online content, forums and information 
about Government policy.  

 

• Radio 4’s Go4It! encourages children to give their opinions on the issues that affect them, whether 
it’s giving them a platform to engage with the recent debate on putting age guidance on children’s 
books, discussing how old you should be to buy alcohol or exploring what it feels like to be bullied 

 

Case Study 4 - Blue Peter: 45 years of appeals 

At the heart of Blue Peter is a set of ideals that remains focused on empowering children to make a 
positive difference, and this is nowhere more evident than in the Blue Peter Appeal, which has run 
since 1962. Through understanding someone else's need and seeing a simple way to help make a 
difference, the Blue Peter audience make a real and valuable contribution to society.  It has changed 
many lives, both through taking part in fundraising, and in those who experience the benefit. Greater 
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access to information and closer connections to peer-groups and communities offers new power to 
make change happen. 
 
Blue Peter provides the framework for raising funds – usually ‘Bring and Buy Sales’ of a collection of 
unwanted domestic objects – keys, DVD’s, shoes etc. But all the hard work is done by viewers with 
ingenuity, ideas and energy. The primary objective is to ensure the maximum participation of the 
audience and to stimulate children, whatever their circumstances, to be participating, discriminating, 
critical, active individuals. 
 
The most recent appeal for Young Carers, in association with Barnados, raised £753,000 and gave 
one year's support for 2000 Young Carers across the UK.  In 2007 the Shoe Biz Appeal recycled shoes 
to help children orphaned by AIDS in Malawi – helping 40,000 children. In recent years appeals have 
supported projects to get water to villages in Tanzania and provide mobility equipment for the elderly 
and infirm in the UK.  
 
Blue Peter also encourages community engagement through its on-air and website promotion of book 
clubs, animal clubs, green and gardening clubs. Community minded activities are recognised and 
rewarded through the 12,000 badges the programme gives out each year.  

 
Recent Ofcom research

47
 showed that parents place a high importance on the role of PSB children’s 

television provision in helping to improve a child’s understanding of news, current issues and what’s 
going on in the world, and it also showed that they rated CBBC highest of all children’s channels (PSB 
and commercial) against this important purpose.  A survey of parents in June 2008

48
 found that they 

scored CBBC higher than other children’s channels on how much the statement “Helps children to be 
aware of different types of people and alternative viewpoints” applied to the channel.   
 
The BBC does, however, face some challenges in this area. There has been a long-term decline in the 
audience reach of Newsround, and BBC management is examining some options for how this 
important brand could be developed or refreshed. The BBC also aims to refresh Blue Peter as it 
approaches its 50

th
 anniversary. It’s important that the BBC’s offer in this area is provided to children in 

formats and on platforms that suit their needs and habits, enabling the BBC to sustain its role in 
delivering this important purpose to children in the UK. 

 

3.7.4 Promoting education and learning 

 

Relevant Trust Consultation Question: 
How well do you think CBBC on TV, radio and online does each of the following: 
“Helps Children Learn” 

 
The CBBC Service Licence remit states that there should be a “particular focus on informal learning, 
with an emphasis on encouraging participation” and it should do this “through its factual, drama, 
comedy and entertainment programming and through CBBC online.” It has a formal commitment to 
broadcast at least 550 hours of factual programming each year. 
 
The channel aims to provide many opportunities for children to discover facts, to find out about the 
world, to broaden their horizons, to be intellectually challenged and to be encouraged to try new things.  
CBBC output aims to have real ‘take-out’ for the audience, the formats adopted need to engage 
children, and the content needs to be relevant, interesting and eye-opening to them, enabling them to 
build their knowledge and understanding. CBBC also aims to adopt a genuinely multi-platform 
approach in this area, complementing television programmes with opportunities to go online and 
explore subjects in more depth. Recent examples of output in this area include: 
 

• Factual based reality show Evacuation to the Manor House featured children living on a farm as 
Second World War evacuees, investigating the lifestyle through tasks such as building an 
Anderson bomb shelter. 

• Roman Mysteries, a television historical drama set in ancient Rome aimed to give children a sense 
of what life was like for the Romans, through a format that included an online adventure game 
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 The Future of Children’s Television, Research Report, 2007 
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 BBC YouGov PSB Tracker Survey, June 2008, Q.22 
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• Reality show Smokehouse brings together families, whose parents smoke, under the same roof, 
completing tasks aimed at highlighting the health (and other) problems of smoking, aimed at 
helping children to encourage their parents to stop smoking. 

 
On radio, Go4It! introduces listeners to a range of topics, whether historical, such as ancient Egypt, or 
contemporary.  A special programme on bereavement earlier this year featured children offering advice 
to their peers on how to live with the death of a sibling or parent and was praised by families and 
teachers for tackling a difficult subject in a straightforward and engaging way. 
 
The CBBC website helps children learn about the world around them by taking a soft learning 
approach to content.  At the core is a sense of adventure, with a wide range of interactive products, 
and sites, many with learning is at their heart - See case study below on Adventure Rock. 
 
In the Ofcom Children’s Television report, 85% of parents felt that the statement ‘it helps my child to 
learn and develop’ was an important aspect of PSB children’s provision.  They rated CBBC 14 
percentage points ahead of the other PSB provider, and more than 20 points ahead of the commercial 
children’s channels on how it delivered on this aspect.   A survey of parents in June 2008 found that 
parents of 0-16s rate CBBC much higher than alternative providers on the statement it “Helps children 
learn”.

 49
  

 

Case Study 5 - Serious: overcoming big challenges 

“These innovative documentaries succeed on many levels. By encouraging a spirit of adventure and 
pushing adolescents through gruelling conditions, the programmes have made it possible for them to 
win the greatest prize – the pride of achieving something significant for themselves.”  

- The Daily Telegraph 
 
The multi-award winning series Serious takes children on ground breaking expeditions to extreme 
environments to undertake conservation missions. The series is rich in location content from the four 
corners of the globe, with extensive filming and information on local surroundings and ecosystems.   
 
Serious Andes took 8 children on an adventure to climb the 19,000 feet volcano Cotopaxi and help 
return endangered spectacled bears to the wild.  For Serious Artic, eight children travelled by Husky 
sled and across the glaciers of the Canadian artic to measure the effects of global warming.    The 
latest series, Serious Ocean,  sees eight intrepid 12-15 year old adventurers become one of the 
youngest-ever teams to round the notorious Cape Horn and carry out research into penguins, elephant 
seals and dolphins.  By pressing the red button, BBCi adds enhancements: this summer a quiz is 
available, based on content from the previous six series of Serious, inviting children and their friends to 
interact with the content. 
  
The series features children from diverse backgrounds that the whole audience can identify with. The 
participants stretch themselves and overcome challenges to achieve more than ever thought possible.  
These empowering human stories provide positive role models - encouraging children to try new things 
and participate in adventure and exploration.    En-route Serious explains the risks of navigating hostile 
environments and offers basic survival techniques.  Serious has consistently topped the ratings for 
children’s programmes and has scooped won major awards at BAFTA, RTS and Prix Jeunesse 
International. 

 

3.7.5 Representing all the UK, its regions, cultures and people 

 

Relevant Trust Consultation Question: 
How well do you think CBBC on TV, radio and online does each of the following? 
 “Reflects different groups, cultures and communities” 
And “How well does the BBC service children from different backgrounds? 
Please consider for example: the part of the UK where children live, the type of area where children 
live (e.g. inner city, rural), family background, age, gender, ethnic or cultural background, religion or 
belief and disability.” 
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The Service Licence for CBBC defines its delivery of this important purpose as ‘broadcasting a wide 
range of programmes that stimulate, support and reflect the diversity of the UK’, through connecting 
with young children in their communities through nationwide events and by enabling children to connect 
with each other online.  
 
CBBC’s contributes to the delivery of this purpose through the representation of a wide range of people 
from different backgrounds in its on screen characters, presenters and contestants, as well as through 
outreach programmes. It also commissions a proportion of its content from outside of London. 
 

• Simply by making one third of its commissioned hours outside of London in 2007/8, children get to 
hear different accents from around the country and see children from different parts of the UK, 
helping to foster a sense of belonging and promote an understanding of diversity.  CBBC makes 
programmes in all parts of the UK, often featuring local talent.  In Scotland, a centre of excellence 
in Glasgow produces Get 100, Raven, Stakeout, amongst others. BBC Wales makes action 
adventure series Sarah Jane Adventures. Made in Northern Ireland is Uncle Max and Roy and 
Prank Patrol comes from an independent based in Manchester, where a new Newsround office will 
open.  

 

• Diversity of representation is maintained through using on screen talent that reflects the diversity of 
the UK, something which CBBC delivers on strongly in terms of ethnicity and race.  A variety of 
continuity presenters from different ethnic backgrounds appear on CBBC, including from the British 
Chinese community, typically under-served on television.  Mix-raced casts feature in shows such 
as comedy Bear Behaving Badly, dramas Summerhill and Young Dracula, and adventure game 
show The Sorcerer’s Apprentice. In the action entertainment show, Best of Friends nearly 50% of 
the episodes in the last 2 series contained diverse contestants in terms of ethnicity & disability, and 
the studio audience and contributors on entertainment shows such as The Slammer and factual 
programme Evacuation are similarly drawn from diverse backgrounds. 

 

• The children’s radio team take an active role in ensuring that children from across the UK are 
represented and featured. Whole programmes have been recorded in Norwich, Liverpool and the 
Isle of Man; children participating in the Go4It! studio each week have recently come from Bristol, 
Northwaterbridge in Scotland and Gateshead; whilst the Big Toe Books Christmas week 
programmes were last year presented by a child from Belfast. 

 

• Whilst CBBC has some diverse representation in terms of disability, this is an area where further 
work is required, and action is being taken by the department. BBC Children’s has launched a 6 
month pilot scheme to monitor on-screen portrayal, which will feed into future commissioning 
process with the aim of increasing representation.  There is also a recently established pilot 
scheme to monitor the composition of production staff on each production, to give an accurate 
picture of the mix of staff and where to attract diverse new talent.  

 

• Programme makers in BBC children’s also have links with schools around the UK, which are 
chosen for their rich diversity in pupils’ backgrounds. Working with audience research teams, long-
term relationships have been established with six diverse schools across the UK, using them as a 
regular sounding board for ideas and projects in development.  Recently, a panel of 1,000 children 
aged 6-12, from a variety of backgrounds, was established to provide in-depth feedback on CBBC 
programmes, generating insights that help drive programme development to better serve the 
audience. An outreach programme also brings disabled children into the department on a regular 
basis to share ideas and experiences. 

 
Audience research indicates that the approach taken by CBBC to reflect diversity is valued by the 
audience. The Children’s Brand Tracker study in Feb 2008 found that 73% of CBBC viewers agree 
with the statement “CBBC shows a range of different types of people who live in the UK”. In addition, 
the continuing growth in reach of the channel illustrates its strength in appealing to a wide church.  In 
addition to this, a YouGov PSB Survey commissioned in June 2008 found that parents of children 
under 16 rated CBBC above its competitors on the statement ‘Its programmes show different kinds of 
cultures and opinions from around the UK’ . 
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3.7.6 Bringing the UK to the world and the world to the UK 

 

Relevant Trust Consultation Question: 
How well do you think CBBC on TV and online does each of the following: 
 “Keeps children in touch with world events” 

 
The service licence states that CBBC should contribute to this purpose by including “coverage of 
international events and issues in its output”, “including in its news bulletins.” 
 
CBBC aims to engage children’s interest in world events and to encourage them to understand the 
impact of global trends on their life in the UK.  
 

• Newsround regularly covers international topics in its daily bulletins, with recent stories including 
the Olympic Torch ceremony in preparation for the Beijing games, the reporting restrictions in 
Burma and the Zimbabwe elections. Online, the Newsround web site offers children the ability to 
understand current news stories happening across the world.   

 

• CBBC journalisms draw on a strong understanding of the audience to express news stories in 
terms most understandable to the CBBC audience, supplemented by online provision in the Press 
Pack site which allows children to link with children from around the world, so events are seen and 
reported online through the eyes of a child, such as reports about the New Orleans hurricane and 
famine in Africa. 

 
In addition to this, a range of other programmes from several genre help children see the world around 
them in greater clarity: 
 

• In Outback eight children travelled to Australia to learn to be jackaroo cattle-herds, and Blue Peter 
has filmed reports and summer expeditions in Nigeria, the Artic and many other parts of the world. 
Adventure Florida, a US co-production, features ten British and American children exploring the 
location and lifestyle of Florida  

 
On radio, global issues are tackled in children’s programming: for example Go4It! recently featured a 
child who travelled as a refugee from Africa to the UK, whilst stories on Big Toe Books frequently 
feature characters and countries from overseas. Also the BBC World Class daily news bulletin is 
broadcast on Big Toe Books every weekday morning; produced by the Newsround and Radio News 
teams it is the only daily radio news bulletin for children of which we are aware, encouraging children to 
establish a sense of their place in the wider world community. 
 
Recently published research, by the International Broadcasting Trust

50
, highlighted the breadth of BBC 

Children’s international coverage, citing the “crucial role played by the BBC in providing a diverse 
range of new international children’s programming”, and that in 2007 new BBC children’s coverage 
covered every continent. It singled out Blue Peter for particular praise, noting that in 2007, 
approximately 10% of all output hours of Blue Peter featured international content, which was “greater 
and more varied than ITV1, Channel 4 or FIVE during 2007.”  

 

3.7.7 Emerging communications 

 

Trust Consultation Question: 
“How well do you think the BBC helps children to understand and benefit from new communications 
technology such as digital, interactive and on-demand?”  
“How good is the BBC at providing a safe environment for children aged 12 or under?” 

 
The service licence for CBBC makes clear that it should play a significant role in promoting this public 
purpose by being “a leader in the development of interactive content” and by providing an environment 
that is both safe and trusted.  
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 “Screening the World, How UK Broadcasters Portrayed the Wider World in 2007-8”, International Broadcasting 

Trust and DFID, June 2008 
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To this end, CBBC aims to be a truly multi-platform brand, leading the BBC in innovation and the 
adoption of multi-platform approaches across the full range of genre. It aims to enhance its television 
presence with supporting and additional content accessible on the web and via the red button and it 
also aims to innovate by creating bespoke products and experiences such as online games, 
challenges, personal customisable web space, creative tools and virtual worlds. Several examples 
have been cited in the sections above, but others include: 
 

• The experience of CBBC content is deepened by a variety of content available through BBCi.  A 
‘text loop’ is always available on digital satellite services offering ‘Join Anytime Quizzes’, birthday 
notices, the music single Top 40 and links to Newsround top stories.  A video loop offers short-
form content that enhances CBBC programmes, including ‘behind the scenes’ content.   

• New series Bamzooki: Streetwars updates the popular CGI gameshow, in which children use 
specially developed software to design and build their own CGI creature to take part in 
competitions against other children’s ‘Zooks’. 

• Coinciding with BBC Sport Relief, Run! is the first event of its kind by the BBC and involves a daily 
call to action on the CBBC channel to drive kids online at 7pm. Players join one of two teams and 
battle over cityscapes in four major cities in an downloadable computer action game. Action based 
gameshow Scorpion Island which is supported by a fact-finding adventurous website. 

 
CBBC not only has a key role in providing a safe environment in which children can watch and interact, 
but also educating the audience about the rules of social engagement and the “do’s and don’ts” of the 
web. CBBC online aims to offer a fun and immersive experience that is tailored for this audience, 
enabling children to graduate to the wider web armed with the tools to deal with what they will find in a 
safe and discerning way: 
 

• The CBBC forum MyCBBC provides a safe space for children to create and share content with 
friends.  It is a pre-cursor to social networking sites such as Bebo and Facebook, appealing to a 
younger audience than these other sites, and so is often a child’s first experience in the online 
interactive forum space. 

• BBC children’s websites are designed to be child-friendly in layout and tone, encouraging 
discussion of topical issues and programme content in the forums. These are governed by rules 
that must be adhered to, helping to ensure that new generations of internet users appreciate that 
there are sensitivities regarding online forums. The rules are enforced by a dedicated team of BBC 
forum monitors who will – for example – not permit rude or aggressive posts, or will advise people 
against giving away information that could be used harmfully without them knowing. 

• CBBC Stay Safe campaign features the character Dongle who helps teach children about safety in 
forums, with mobile text messaging, and provides links to other safety sites such as Kidsmart an 
internet safety forum for children, adults and teachers. 

 
In addition, Big Toe Books on BBC 7 aims to promote take-up of digital radio listening amongst a 
younger audience. The programme also encourages children to explore literature through online audio, 
offering stories that can be listened to episode by episode for a limited period after transmission.    

 
As cited above, both children and parents rate CBBC’s online offer highly, with parents in particular 
giving the site strong approval and being happy for their children to use it. (see Figure 8). In her recent 
review on behalf of the government, Dr Tanya Bryon looked at the risks to children from exposure to 
potentially harmful or inappropriate material on the internet.  She mentioned protecting children against 
the three “3C’s”– inappropriate content, contact and conduct – a framework adopted by BBC 
Children’s.  In her evidence to the Culture Media and Sport Select Committee, Dr Byron praised BBC 
social networking websites and message boards for children, for having a high standard of moderation. 
 
“Also talking to the BBC and looking at how they moderate their…website, I think it is a brilliant 
standard of moderation. Certainly when you get with older kids and there is chat there need to be very 
clear buttons where abuse can be reported or concerns can be reported and very clear strategies 
around how that is managed." 

Dr Tanya Bryon
51
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 Dr Tanya Byron - evidence to Culture, Media And Sport committee, “harmful content on the internet and in 

video games”, Tuesday 1 April 2008 



3. Provision for Children aged 6-12 on television, online and on radio 

BBC Executive Submission to the BBC Trust Review of Children’s Services 43 

Audience measures suggest that CBBC is trusted by parents.  A YouGov PSB Tracker survey 
conducted in June 2008 found that CBBC scored higher than its competitors amongst parents of 0-16s 
when asked if the channel was “a brand I would trust my children with”.  In addition to this the 
Children’s Brand Tracker study found that  74% of children aged 6-12 agreed with the statement “I 
Trust CBBC

52
.” 

 
Similarly to CBeebies, the on-demand offer from CBBC is not as comprehensive as it could be, it is not 
presented in an ideal environment for the children’s audience and the limited availability of content is 
not in line with the typical viewing behaviour of children. The BBC plans to address this with a 
children’s iPlayer which it plans to launch imminently.  
 

Case Study 6 - Adventure Rock: a downloadable world 

Adventure Rock is a single player 3D game that children download from the CBBC website.  It is a 
world of adventure for 6-12 year old children where they can immerse themselves in the creative 
studios, games and narrative that surrounds the environment.  In their journeys players can create and 
send in their own creations to be viewed and rated by the wider Adventure Rock community.  This 
virtual world promotes creativity, discovery and greater knowledge of the internet, with media literacy 
and online safety underpinning the whole application.   
 
Since its launch in April 2008,  the game has been downloaded over 205,000 times.   Its educational 
value has been highlighted in a recent academic study by the University of Westminster (co-funded by 
the BBC). Researchers found that children aged between seven and eleven playing Adventure Rock 
improved their computer literacy skills, learnt to create mental maps by exploring their new worlds, and 
rehearsed real world responsibilities – such as looking after characters and objects in the game. 

 

3.7.8 Performance against commitments 

 
All statutory commitments and Service Licence commitments have been met by CBBC. Performance 
in 2007/08 was as follows

53
: 

 

Commitment  Performance for 2007/08 

Statutory commitment: 70% of hours to be original 
productions

54
 

75% (measured on calendar year 2007) 

CBBC will ensure that around 75% of the channel’s output 
and investment in programmes made in EU/EEA. 

81% 

 

Other commitments 

650 hours of drama
55
 1,213 

150 hours of live presentation
56
 208 

85 hours of news 89 

Over 1,000 hours of factual and schools programming
57
 1,006 
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 Source: BBC Children’s Brand Tracker, February 2008, Q.24 

53
 CBBC also has statutory commitments relating to Ofcom’s Access Services Code, all of which it met or 

exceeded in 2007/08. 
54
 “Original productions” include all BBC-commissioned programming, including originations and all repeats of  

programming first shown on any 
BBC public service channel 
55
 Drama commitment changed to 665 hours for final Service Licence for 2008/09 onwards 

56
 Live presentation commitment removed from final Service Licence for 2008/09 onwards 

57
 Commitment changed to 550 hours of factual programming for final Service Licence for 2008/09 onwards 
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3.7.9 Formal Learning provision for primary age children 

 

Relevant Trust Consultation Question: 
“How well do you think the BBC’s formal learning resources on-line (including the BBC Schools web 
pages) on television (on BBC Two and CBBC Class TV), and on radio help primary school children to 
learn?” 

 

3.7.9.1  Existing remit: 
 
The approvals framework for the BBC’s formal learning provision for primary aged children, schools, 
teachers and parents is captured in the BBC’s Purpose Remit for Promoting Education and Learning. 
 
The remit places a focus on skills for learning, work and life; and on providing a safe environment for 
learning.  The remit states that the BBC should “Promote and support formal educational goals for 
children and teenagers…especially related to essential skills development” and “provide a safe 
environment for learning, especially for children”. In doing so it should: 
 

• Support a wide range of formal and informal learning for all UK citizens. 

• Take full account of the needs of those with restricted access to digital technologies; and of 
audience demands to access content via a range of platforms. 

• Provide content that is authoritative and intellectually robust; and demonstrates cultural sensitivity 

• Engage reluctant learners and provide opportunities for reluctant learners through a wide range of 
mainstream programming. 

• Open up the archive to audiences 

• Introduce audiences to education beyond the BBC’s output and work with partners to assist people 
seeking reliable sources of educational content. 

• Bear in mind what is provided in the wider marketplace 
 

3.7.9.2 Strategy 
 
The BBC’s existing strategy builds on the heritage of its schools programming to use the best of the 
BBC to help people achieve their potential, at the same time responding to the challenges and 
opportunities of the multi-platform, on-demand world

58
. The strategy is to provide a portfolio of 

services, mainly online, which provides a broad range of support for learners, parents and teachers. It 
aims to: 
 
i. Provide resources for children, parents and teachers for use both in school and out of school, 

making them freely available to everyone whatever their circumstances. 

• Bitesize: revision and recap materials, which has extended its presence into the primary Key 
Stages (KS1 for 5-7 year olds launched in August 2007) 

• Parents advice: providing information for parents on helping children with school work. 

• Community learning: working with local education authorities in deprived areas to understand 
how best to engage children from disadvantaged backgrounds and then building the learning 
into our services.  The work started as part of the Hull project, but has extended across the 
North East and we plan to replicate it in the North West and eventually the midlands.  

 
ii. Make the output more accessible and more usable by teachers in the formats they need them – 

away from long form schools programmes on linear television to online, on-demand availability of a 
wide range short form content, tagged for curriculum relevance.   

• Schools primary sites: over 20 learning sites designed for use in class, often linked to 
Schools TV output.   

• Nations content: each of the nations has its own curriculum requirements; and a significant 
amount of content is produced in Northern Ireland, Scotland and Wales to meet their specific 
needs.  At primary level, much of this output is relevant across all the nations. 

• Learning Zone Broadband: launched in 2007, this site makes Schools TV output available to 
teachers on-demand, in curriculum-tagged clip form, available online.  The library is set to 
grow to over 20,000 clips over the next five years. 
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 87% of teachers now use the internet in class in their teaching. 
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• Teachers portal: provides a guide for teachers to all of the BBC’s output for use in schools. 

• Schools TV and Radio: programmes are broadcast in daytime BBC Two and on Radio 4 
digital overnight, usually in clip collection format. 

• 21CC
59
: The BBC's digital learning centre in White City provides workshops for schools to 

explore creative ways of using multimedia and new technology in teaching and learning. A new 
centre is planned for the BBC’s new Salford base. 

 
iii. Respond to the changing educational climate which is seeing a shift in emphasis away from 

subject-based, knowledge-driven approaches and towards personal learning skills, recognising a 
need for children to develop independence at an earlier age.   

• Our proposed skills-based offer for 6-10 year olds, if approved, would provide skills 
development activities for out-of-school use that would help children with their ability to learn 
both in and outside school. This proposal is subject to a Public Value Test. 

 
iv. Align our activities wherever appropriate with wider output from the BBC to maximise the impact of 

learning activity:. 

• Campaigns and other BBC output: The BBC’s biggest informal learning campaigns typically 
have a schools outreach element which brings mainstream BBC output into schools (e.g,. 
WW2 People’s War)  The BBC aims to enhance its offer in this area, maximising the 
opportunities presented by the BBC’s output in Children’s and Knowledge in particular.  

 

Case Study 7 – Breathing Places Schools 

“Breathing Places has brought a greater awareness for the kids of the environment, and a link between 
what the kids see on TV and what they can do themselves.” 

Garrett Hall primary School, Manchester 
 
Breathing Places is a long term campaign to improve physical spaces for the benefit of both wildlife 
and people.  Driven by BBC Learning in partnership with a huge range of organisations including 
wildlife, local government and companies, the campaign has commissioned programming and gained 
coverage across the BBC with a call to action to ‘Do One Thing’ for nature. 
 
Launched in January 2008, Breathing Places Schools has already signed up 6,000 schools.  The 
initiative provides resources and help to inspire schools to do one thing for nature each term.  Over two 
years, schools will create a Breathing Place in their grounds.   
 
Each activity is aimed at teachers and students who have not engaged with wildlife before and can be 
done as part of a lesson (teachers notes are provided with suggested curriculum links) or an 
afterschool club.  The spring activity encouraged schools to plant for wildlife – and a selection of wild 
flower seeds were provided to registered schools. 
 
Nineteen partner organisations are actively supporting the initiative, which is being led in partnership 
with the RSPB.   

 

3.7.9.3 Investment in the BBC formal learning provision for primary aged children 

 
The annual budget for school age children was £6.1m in 2007/8.  Investment in the formal learning 
offer for primary aged children is budgeted and managed in an integrated way with that for secondary 
aged children. The breakdown of investment (excluding BBC Jam) was as follows: 
 

£m 2007/8 

Online £4.3m 

Television £1.3m 

Radio £0.5m 

Total £6.1m 

 
There was a shift in balance of spend from television to online in 2007/08, representing the final stage 
of the BBC’s transition out of the production of formal learning television programmes and towards 
online provision and integration with more mainstream broadcast output – as approved by the BBC 
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Governors in 2003.  Last year, the transfer largely funded the initial development of the Broadband 
Learning Zone. 
 

3.7.9.4 Performance of the BBC’s formal learning output for primary aged children 
 
Headline measures for the performance of the BBC’s formal learning portfolio indicate that the 
products provided are well-used and are received positively in terms of quality and value for money. 
 

• The average weekly reach for BBC schools output (including secondary
60
) in the year to March 

2008 was 852,000, with a revision peak in the month of May 2007 of 1.2 million 

• BBC Schools online output for primary aged children was used a little under 5 million hours in the 
year to March 2008 – the vast majority of this would have been in classrooms with up to 30 children 

• 58% of teachers use other BBC formal learning (ie: not online) output
61
 

• Out of 18 quality criteria measured in our trackers, all BBC online resources scored positively on a 
majority

62
 

• 58% of all teachers and 80% of users of schools radio) think it is a good idea to move all formal 
learning output from the BBC online 

• The cost per unique user of our established online products was £0.05 in 2006/7 – up from £0.03 in 
2006/7 

• 76% of teachers agree that the BBC’s online education resources provide value for the Licence Fee 
 

Key stage 2 Bitesize 
 
KS2 Bitesize, launched in spring 2007, offers resources for KS2 English, Maths and Science. For each 
topic there is a fun Activity to play; a concise Revision Bite to read; and an interactive Quiz to test.  The 
site uses the same methodology as the hugely popular Science Clips and provides lesson plans and 
printable worksheet for teachers.   
 
There are also games which encompass whole subjects, including Questionaut, a beautiful point and 
click quiz designed by Webby award winning designer Amanita Design in which your friend's hat gets 
carried away by a bubble, and you have to chase after it in your hot air balloon fuelled by pure 
knowledge.  The game has won plaudits from blogging teachers and games enthusiasts alike – as well 
as being played more than 120,000 times a week in the run up to SATs. 
 
The site looks set to emulate the success of GCSE Bitesize with rapidly growing usage. Its peak week 
reach in May this year (just before the SATs) was 455,000 unique users with an average of more than 
150,000 users a week across the year.  35% of teachers report that they use the site;  
and the site scores an AI of 84.   
 
Along with its KS1 sibling which was launched in August 2007, 74% of teachers and 58% of children 
who use primary Bitesize rate it higher than 7/10; and more teachers would recommend it to parents 
and pupils than any of its competitors. 
 
"Well done, the BBC! This improved KS2 bitesize site is absolutely fabulous. This is bound to save 
Year 6 teachers hours of planning revision work, thank you so much!" 

Janet Gought, teacher, by email   

BBC Schools output for primary teachers 
 
We are continually evolving our output for use by teachers in class to meet their changing 
requirements.  The overall story is one of rapidly declining broadcast output and rapidly increasing 
importance of online output. 
 
Use of output broadcast on television and radio has fallen from around two thirds of teachers a few 
years ago to 31% for television and 14% for radio in our most recent research

63
.  Meanwhile two thirds 
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 The BBC does collect de-duplicated usage figures across the portfolio 
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 SchoolsTV; SchoolsTV videos; Teacher notes; CD ROMs and DVDs; BBC pupil books; Schools radio CDs and 

tapes, website, and teachers notes; Source: Teacher Tracker Wave 2, GfK Autumn 2007   
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 Source: unless otherwise stated all figures come from the Teachers and Children Trackers Wave 2, GfK, 

Autumn 2007 
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of teachers who are aware of them (40% in all)
64
, use the suite of more than 20 subject specific 

websites which cover primary level art, geography, history, languages, literacy, music, numeracy, 
PHSE, science and typing. 
 
Usage of the BBC Schools primary sites, most of which were originally programme support sites has 
grown consistently (even where transmission has ceased usage has held up well) as teachers, once 
they find a resource that works, tend to use it year after year.  And they rate them highly, 76% score 
them higher than 7/10 and they receive an AI of 81  
 
Among the key reasons for the shift to online are: convenience – access to computers and electronic 
whiteboards are ubiquitous and web-based resources are available on demand; usability – short video 
clips are more appropriate in the classroom setting than long-form programmes; and effectiveness – 
primary teachers rate the internet as a more effective resource than TV or radio on every measure – 
often by a multiple. 
 
Not surprisingly, a majority of teachers think it a good idea for the BBC to move all of its formal learning 
output online.  
 
As broadcast hours decline, we are shifting the BBC’s formal learning video content online through the 
Learning Zone Broadband.  Developed in close collaboration with teachers, TLZ Broadband emerged 
from the BBC’s community learning project in Hull which indicated that teachers liked to use video but 
found searching for relevant clips in long form broadcast output difficult.  
 
The resource, which could eventually offer over 20,000 curriculum tagged clips taken from all over the 
BBC’s archive – whether or not it was originally intended for formal learning – continues to be a model 
of user centred development with teachers from partner Local Education Authorities in the North East 
evaluating clips from the BBC Schools archive and wider BBC programming.   
 
Hull was chosen as a location for the initial community project because it provided the opportunity to 
find out what it would take to engage learners in one of the UK’s most socially deprived areas.  The 
approach has spread out to LEAs across the North East; and we expect to broker similar partnerships 
in the North West and in time in the Midlands. 
 
Whilst the performance of the Formal Learning portfolio is strong, recent research conducted by the 
BBC Trust highlighted that there was a gap in the performance of the BBC in its delivery of the purpose 
for promoting education and learning, specifically in how “the BBC helps my children / teens with what 
they learn at school/college”. The new skills-based proposition for 6-10 year olds will be a major part of 
the BBC’s strategy to address this gap. (This proposal is subject to a Public Value Test). Also, in line 
with the Trust’s recent conclusions in its review of bbc.co.uk, the BBC also believes that it can do more 
to inter-link different, complementary parts of the online portfolio in Formal Learning, Knowledge and 
CBBC to make the combined offer more valuable than the sum of the parts. 
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 BARB and RAJAR figures 
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 60% of teachers are aware of the sites.  40% is higher than any other internet service aimed at teachers. 
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4. The future of the BBC’s provision to children aged 0-12  

Relevant Trust Consultation Question: 
“What are the challenges and opportunities facing the BBC’s provision for children aged 12 or under? 
What is the right role for the BBC in serving this age group in future?” 
And “Is there anything else that the BBC should do differently to meet children’s needs better in the 
future? Do you have any other thoughts about how the BBC’s Service Licences covering children’s 
provision should change?” 

 

4.1 Market and audience context – future challenges 

 
The BBC’s future provision for children aged 0-12 will need to address a number of challenges. All the 
evidence suggests that the uncertainty around the future of UK-produced children’s content by 
commercial PSBs will continue or, at best, existing levels will increase marginally. The BBC must 
remain committed to this area as a result and act as a cornerstone, investing in high quality, UK-
produced content that contributes to the BBC’s purposes across a variety of platforms.  
 
The existing offer should not stand still, however, it will have to respond to changing audience needs 
and expectations from the BBC. As mentioned above, the children’s audience in the UK expects and 
values an offer from the BBC that reflects their lives and the environment in which they live. Theirs is a 
world where the adoption of digital media and on-demand, interactive consumption are the norm.  It is 
a diverse, multi-cultural world where national boundaries mean less but local and family connections 
continue to be vital.  It’s also a world where competition for their attention is intense. The BBC’s 
provision needs to respond to this in order to stay relevant and be valued by all UK Children. 
 
The BBC commissioned research for the purposes of this review looking into the habits of children in 
high-tech households, to give the BBC an insight into what the future needs of children might look like. 
The research indicates that the media consumption of children as they age is increasingly fragmented 
across multiple platforms and devices. Whereas television is the dominant media for 0-6s, the internet 
increases in importance for 6-12s, as their independence grows and boundaries expand.  Only  15% of 
older children (10-12) in the study said that the TV was their favourite item of media consumption, 
fewer than the same as those preferring Desktop PCs (20%), Games consoles (16%) and Laptops 
(15%).For older children, time shifting of television is also increasingly the norm. 59% 7-12s record TV 
to watch later, 35% watch on-demand TV (including catchup) and 35% press the red button. They also 
multi-task a lot: 71% of 7-12s claim to use the internet often or sometimes whilst watching TV.

65
 

 
The future strategy will need to address this and some of the specific challenges highlighted in the 
previous sections of this submission, in particular: 
 

• Recent inconsistency in the performance of CBBC online: Quality measures for the online 
offer have not been as consistent as they could be and the BBC aims to address this. 

• The constrained availability of the CBBC channel on digital TV: By coming off air at 7pm 
CBBC is not available to children at the time they are watching in greatest numbers. 

• The low impact of the radio provision for children: Although critically well received, and 
addressing an area of market failure in provision, BBC children’s radio programmes are not 
reaching their target audiences in large numbers. Key issues are: 
o The steady but relatively slow growth of digital radio

66
 and, in particular, the almost total 

absence of DAB radios in cars; when BBC 7 was launched it was envisaged that in-car 
listening would comprise a major part of listening to children’s programmes and they were 
scheduled at times appropriate for that. 

o It has proved difficult for children to discover radio programmes for them when they are 
broadcast on primarily adult radio stations. Equally, some adults object to having programmes 
for children, particularly pre-schoolers, on those stations: BBC 7, in particular, has received 
complaints about CBeebies Radio dominating afternoon schedules.  
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 Source: Childwise Research for BBC Children’s, June 2008 – combines ‘sometimes or often’ usage but 

excludes ‘once or twice’ or ‘never’ from count 
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 With the exception of the weekly programme Go4It! on Radio 4, all BBC radio’s programmes for children are 

on the digital station BBC 7. 
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• Limitations in the on-demand offer for children: The range of programming available is not 
comprehensive and it is not made available in a child-focused way. 

• Long-term reach decline in parts of CBBC’s offer supporting the BBC’s purpose in 

sustaining citizenship: The reach of Newsround in particular has been declining in the long-term. 

 

4.2 The BBC’s overall strategic framework and priorities 

 
The objectives of the future strategy for BBC Children’s are aligned closely with those laid out by the 
BBC in Delivering Creative Future and in the priorities set out in the BBC’s purpose plans, as agreed 
with the BBC Trust and informed by their own Purpose Remit Survey research. The strategy will aim to: 
 

• Address current purpose gaps, in particular in areas such as promoting education and learning for 
younger audiences and in stimulating creativity and cultural excellence through investment in 
distinctive, high quality and innovative home-grown content, by encouraging “active participation in 
cultural activities” and nurturing and supporting UK talent. 

• Contribute to the BBC’s objective of increasing usage and value of on-demand services, 
addressing the purpose priorities in this area with innovative multi-platform content and supporting 
media literacy. 

• Provide value to a wide range of audiences through a diverse range of content that appeals to all 
UK audiences and by widening the availability of the output via on-demand and new platforms. 

• Help restore trust in the BBC’s output with its youngest and most vulnerable audience. 
 
The BBC’s strategy online will also aim to address some areas highlighted as part of the BBC Trust’s 
review of bbc.co.uk, in particular in the area of inter-linking within bbc.co.uk to make the overall offer 
greater than the sum of the parts. 

 

4.3 The BBC’s strategy for its provision for Children aged 0-12: 

 

4.3.1 A mission statement: 

The mission for the BBC’s offer for Children is to provide fresh, distinctive and creative 

programmes and websites that are loved by every child in the UK and which represents world 

class public service broadcasting  
 

Wholly child-focussed, programmes and websites will 

• Inspire a child's imagination - open their mind to new worlds  

• Help a child understand themselves and  their place in the world 

• Encourage children to be responsible citizens  

• Inspire children to be creative and active  

• Provide moments when they can laugh out loud 

• Reflect the diverse lives of children 

• Provide positive role models of children for children 

• Engage and support children in their learning 
  

4.3.2 The strategy: 

 
The proposed strategy is one of consolidation, evolution and innovation and it best categorised into 
three areas: 

 

1. Increase impact by enhancing the delivery of the BBC’s purposes: 

 

1.1. Maintain a multi-genre approach through CBeebies and CBBC, providing a wide range of home-

grown output and focusing investment on high quality and creatively excellent output. The 

BBC will back new ideas, new talent and new approaches to maintain a high level of originality, 
innovation and freshness. 

• The BBC has already announced investment in new origination to refresh the offer on 
television for CBeebies. 

• CBBC will maintain its existing strategy of fewer, bigger, better, often looking to co-produce 
with partners to make UK origination of stand out quality which the BBC is proud of and 
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children feel is the best that the UK has to offer. In order to maintain freshness and diversity it 
will maintain a high refresh rate in genres such as drama. 

• CBBC will continue to bring on new talent, building on its reputation in this area as well as 
giving established talent the opportunity to try new things. It will also aim to be at the cutting 
edge of new technology and graphics to keep up with the audience’s expectations of quality. 

• CBeebies and CBBC will continue to invest predominantly in home-grown content for all 
platforms, from a range of suppliers, both in-house and independent and from across the UK. 
It will maintain its commitments in these areas (e.g. Independent quota, Ofcom Tier 2 etc) 

 

1.2. Connect with the audience beyond the screen and engage the audience more in active and 

creative ways, often using digital media. 

• CBeebies will strengthen its connections with the audience through off-air activities such as 
putting characters “on the road” to meet children in their own environment – nurseries, 
playgroups etc as well as projects such as CBeebies Live. 

• The BBC will also aim to stimulate self-expression by encouraging parents / carers to get 
involved with helping young children discover media tools such as computers, digital cameras 
and sound recorders to make their own production (TV or Radio) which could be showcased 
on CBeebies as well as projects such as Blue Peter’s Movie Maker. 

 

1.3. Maintain a strong core presence for informal learning in the CBeebies and CBBC offer. 

• CBeebies will continue to put ‘learning through play’ at the heart of the offer, incorporating the 
Early Learning Goals and involving pre-school specialists in the output. 

• CBBC will aim to challenge the audience with more programmes that feature difficult or 
unusual subject matter, introduced through compelling story-telling (building on the success of 
programmes such The Wrong Trainers through new programmes such as Gastronuts, and 
Election) 

• CBBC shall actively engaging kids through more participation events like Me and My Movie 
 
1.4. Continue to develop the BBC’s formal learning portfolio for this age group, in particular addressing 

the purpose gap in learning for children and teens by developing a skills-based proposition for 

the 6-10 year old audience. Alongside and as a part of this, the BBC will seek to maximise the 

opportunities for more synergy and inter-linking between the formal learning portfolio, 
knowledge and CBBC, in particular online. These proposals are being developed as part of a 
Public Value Test currently underway. 

 

1.5. Build on its role in improving media literacy for children in the online environment. 

• CBeebies will improve its media literacy offer, helping children understand the online world and 
navigating around it safely  

• CBBC will continue to build on its offer in this area with online products which can provide a 
safe environment for children to interact with each other, participate in the output and be 
creative. 

• The BBC will continue to explore ways of reaching the underserved through outreach events 
and working with local education authorities 

 

1.6. Refresh parts of CBBC’s offer supporting the BBC’s purpose in citizenship, addressing long-
term reach decline by ensuring that it meets the needs of the children’s audience more effectively 
on the platforms that they use. 

• The BBC aims to review and refresh the Newsround brand in particular to ensure that it can 
achieve maximum reach and impact on all platforms. 

 

1.7. Enhance the contribution that the Children’s offer already makes towards improving the BBC’s 

representation of the full diversity of the UK’s population. The BBC will aim to broaden 
representation of diverse people and viewpoints through a joined-up commissioning strategy, 
outreach programmes and deeper audience insight, so that the content fully represents the 
audience it reaches out to. 

• CBeebies will build on its already strong reputation in this area (especially in ethnic 
representation), by improving portrayal of disabled children and adults in all facets of the output 
and of people of different faiths by showing a range of celebrations, worship and rituals, where 
appropriate. 
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• The move to Salford will potentially provide a major opportunity for the BBC’s children’s offer to 
enhance its role in this area as well. (see below for more on this) 

 

2. Maximise the value of the BBC’s offer across platforms: 
 

2.1. Ensure that the highest editorial standards are maintained to restore trust in the BBC’s output. 

• Staff emails to stress open, honest and straightforward approach and the need to refer up 

• A reduction in the number of competitions 

• The end of any form of PRS with one exception of call volume (Basil) 

• Mandatory seminars for all senior staff using a case study approach to address the issues 

• No competitions or phone-ins on TMi and prominent display of guidelines in studio and 
production office, weekly compliance meetings and thorough distribution of editorial policy 
guidelines 

 
2.2. Stay at the vanguard of the BBC’s strategy to embrace the full potential of digital technologies by 

adopting multi-platform thinking into all that it does. There will be a particular emphasis on 
strengthening the online offer with innovation in new forms of content, including  distinctive 
participative entertainment (e.g. games & virtual worlds), interactive products and immersive 
learning 

• The BBC recently announced new investment to strengthen the multi-platform offer for CBBC. 
There will be a particular emphasis placed on developing richer websites and new ideas in  
distinctive participative entertainment and gaming and on applications for mobile platforms. 
CBBC will commission more short form content, and develop shows specially commissioned 
for the internet.  New ideas and performers will be trailed on the web to inspire user-generated 
ideas and content, and there will be more effective inter-linking as appropriate with other parts 
bbc.co.uk.  The strengthening of the online offer will be carried out in-line with bbc.co.uk’s 
management controls. 

• The on-demand offer for children from the BBC will be enhanced with a children’s version of 
iplayer and it will seek permission to premiere its programme output online as well as explore 
the possibility of a longer on-demand window than the present 7 days. 

 
2.3. Widen availability and maximise the reach and consumption of the BBC’s offer for children by 

extending the transmission hours of CBBC to 9pm (subject to relevant approvals). The BBC 
will also maintain its policy of windowing the best of its output on either BBC One or BBC Two, 
although it will regularly review the value of this approach as digital TV penetration becomes 
increasingly ubiquitous and consumption via CBBC and CBeebies continues to grow. 

 

2.4. Review the BBC’s radio provision for 0 – 6s to ensure it best meets audience needs. 
Management will explore possible options over the coming months to grow reach to and 
awareness of CBeebies Radio.  This includes whether it should be developed into a dedicated 
digital radio station for pre-schoolers.  Any such proposal would be subject to a Public Value Test. 

 

2.5. Change the BBC’s radio provision for 6-12s to better meet the needs of older children. 
Radio 4 management will review its strategy for children's programming over the coming months 
with the aim of developing alternative provision with greater appeal to older children and their 
families as well as the broader Radio 4 audience.  

• Although Go4It! on Radio 4 is editorially innovative and has been critically well received, it is 
not reaching its target audience and is disliked by a core of Radio 4 listeners who want to hear 
adult-oriented programming on a Sunday evening.   

• Radio 4 management will review their strategy for children's programming over the coming 
months with the aim of developing alternative provision with greater appeal to older children 
and their families as well as the broader Radio 4 audience.  

• The performance of Big Toe Books on BBC 7, which at present has low reach and awareness, 
will continue to be monitored.   

 

3. Enhance value for money: 
 

3.1. Further enhance the value for money of the BBC’s offer for children by the implementation of 
efficiencies across the creative process and through the growth of third-party revenue which can 
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be reinvested back into new, high quality origination, in the form of both upfront co-production 
investment and secondary revenues (through commercial partners including BBC Worldwide). 

 

4.4 Investment and other resources required 

 
In October 2007, the BBC defined its strategic framework for investment over the period of the licence 
fee in Delivering Creative Future. In this plan, the children’s services were prioritised for investment, 
supporting a key element of BBC Vision’s portfolio strategy, supporting multi-platform innovation and 
original content for young audiences. 

Vision’s future portfolio
Mass 

audience
Knowledge 

Building

Young
Audiences

Films

 
 
 
As mentioned above, new investment over the period is being directed towards refreshment of the 
range of programme output on CBeebies and increasing the richness and ambition of the online offer 
for CBBC. It is also expected that BBC Children’s will be expected to deliver efficiency savings in line 
with other areas within BBC Vision, contributing to the BBC’s overall target of 3% per annum. As a 
result of this plan, the BBC’s overall investment in children’s content on TV, online and on radio will 
amount to approximately £615m over the next 5 years to March 2013, an average spend of £123m per 
annum

67
. In formal learning, (excluding consideration of the new 6-10 proposition), the BBC will be 

investing an average of £7.3m over the next two years.  The BBC considers this plan to be appropriate 
to meet its priorities in this important area. Compared to other parts of the BBC, in particular within 
BBC Vision, investment in the children’s offer has been prioritised over other areas, and this reflects 
the importance of the BBC’s commitment in this area.  

 

4.5 Challenges in delivery 

 

The efficiency challenge is something that that whole BBC faces, including the Children’s 
department. The main risk will be in maintaining quality and impact with the audience while driving 
savings through the use of new technology and new ways of working, leveraging economies of scale 
(e.g. though long runs) and of scope (through producing for multiple platforms). BBC Management will 

monitor the impact of these measures on quality and reach carefully. The growth of third party 

revenue will also help alleviate some of these financial pressures, but again BBC management will 
need to take care to ensure that this does not lead to a diminution in the cultural specificity and 
relevance of the offer to the UK audience. 
 

Salford will be the home for BBC Children’s (i.e. CBeebies & CBBC) and the formal learning 
department.  It therefore gives the BBC a unique and valuable opportunity to strengthen these services 
to enable them to thrive in the Internet age. It will enable the BBC to establish new relationships with 
staff, the wider creative community and local audiences, to ensure interactivity and on demand are fully 
integrated into every aspect of our operations, establishing a new operating model with multi-skilling 
and DMi at its heart, to build a fully diverse workforce and to be truly open and accountable. 
  
Salford gives us a unique opportunity for a fresh start and to bring to life each of these broad 
aspirations with specific changes aimed at delivering improved public value to children across the UK. 
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 Does not include funding for Big Toe Books and Go4it! 
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The risk, however, is that we lose too many talented staff too quickly and therefore are unable to 
sustain in house production and the quality of our services. We can avoid this by being imaginative and 
bold about what Salford should be – by making it a creative and exciting place that will attract the most 
talented people.   

 

4.6 Specific proposals for service licence amendments 

 
This strategy would require only a small number of changes to Service Licences, but they are 
important nevertheless. The changes that management would propose to the BBC Trust for 
consideration are as follows: 

• Change to transmission times to allow CBBC to extend its hours to 9pm. 

• Make changes to reflect the strengthening of the on-demand and multi-platform offer: permit 
premiering of content online, review the existing model for on-demand availability of children’s 
content with a view to extending the present window; explicit remit to include innovation in 
interactive offers which contribute to the BBC’s purposes, for example gaming; explicit permissions 
for mobile content. 

• Review the approach to the calculation of the Service Licence budgets and explore alternatives 
that will better reflect the full investment that the BBC makes in children’s content. This will improve 
accountability and give the channels more flexibility for where they premiere their output. 

• Changes to radio licences as appropriate [depending on the option recommended by 
management] 

• Amend CBeebies Service Licence to reflect the actual target age group of 0-6s (inclusive), as 
agreed during Creative Future in 2006, rather than ‘under 6s’. 

 
Longer term, BBC management would also like to consider changing the approach to the Service 
Licences for CBeebies and CBBC to reflect their truly multi-platform approach. This could potentially 
change them from Television licences to ‘multiplatform service licences’, and would better reflect the 
position of the BBC in its recent response to the Ofcom PBS Review, where it recommended that “The 
PSB purposes should be extended to cover new media”. 
 
 
 
 
 


