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CMF Summary Response 
to the DCMS Green Paper: 
“Watch This Space” 
 
Fix it for the children and you fix it for the future... 
 

Introduction 
 

This paper summarises the Children's Media Foundation's response to “Watch this Space”, 
the Government's Green Paper on the future of UK television and media published in June 
2026. The paper’s thirty questions ask how television should be funded, distributed and 
regulated as viewing moves online, how public service content and trustworthy news can be 
found on new platforms, and what should count as public service media in the future. Our 
answer throughout is that a system designed without children under 16 at its heart cannot be 
future-proof. 

 
The CMF Position 
 

The Children’s Media Foundation’s focus is on how media serves children and young people 
under 16 in the UK, across television and digital platforms. Our priorities are maintaining value, 
range and relevance in content for young people, the continuity and adaption of public service 
commitments as viewing moves online, and measures to regulate media that improve the well-
being of children and benefit UK society in the long term. A strong, robust national media 
strategy is central to a healthy democracy and to a media ecology shaped by the needs of UK 
citizens and society, not by the commercial interests of big technology platforms. 

The Children's Media Foundation (CMF) has for several years campaigned for prominence for 
public service content on video sharing platforms (VSPs). This goes beyond news and factual 
and extends to all public service content. Prominence is particularly needed given the viewing 
behaviour of young people and their need for protection not simply from harmful material, but 
in support of their healthy development. We no longer believe this should be limited to content 
commissioned by the currently designated “regulated PSM providers”: BBC, ITV, STV, 
Channel 4, Channel 5 and S4C. As viewing—especially by the young—has shifted, the time 
has come to consider all content contributors and all platforms as potential providers of content 
which might be of personal or public value, to explore how such content might be given 
prominence to more effectively reach the young audience, and how all providers should be 
held to the same standards of behaviour. 

At the CMF we are concerned that this Green Paper does not go far enough in considering 
the importance and value of prominence for all content currently designated public service, 
and that its framing risks undermining this. On one level the failure to identify children’s content 
as a specific provision of public service value is a failure of the Green Paper, particularly since 
children and teenagers are at the forefront of digital viewing. Secondly, the consultation’s 
questions frequently default to the six regulated PSM providers, even where the Green Paper’s 
main text (as in Chapter 4) opens up the question of what public service media regulation 
should cover in future. Left unresolved, this could see any future pro-children regulatory benefit 
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applied only to the legacy providers. This would reduce kids’ public service media, in practice, 
to an ever-shrinking duopoly of the BBC and Channel 5’s Milkshake while excluding public-
value content from independents, non-profits, commercial providers, creator-led channels, 
and other state-aided projects.  

This principle matters even within the BBC’s own output: BBC Children’s retains significant 
spending power, but an increasing share goes to international acquisitions and co-productions 
rather than UK-originated content that offers relevance for young viewers. They need to see 
their own lives reflected on screen. This is a further reason why public service value should 
be defined by what content provides for young audiences, not by who commissions or delivers 
it.  

In summary:  

• Children’s content must be given due consideration in its own right, not folded into 
other categories.  

• Legislation must recognise that the young are already inhabiting a future of media 
which older generations are only now beginning to adopt. 

• New viewing patterns led by the young—particularly on VSPs—will require new 
definitions of public service provision, new methods to achieve prominence and new 
regulatory controls to ensure responsibility. 

 

The following sections summarise CMF's responses to the specific 
questions raised in the Green Paper consultation.  

 

Funding and Finding Need to be Addressed 
  

The issues of funding content production and finding content under algorithmic routines 
favour attention over value to the viewer are interlinked and need to be addressed. The new 
platforms are failing children on both counts, and the regulatory regime has done little to 
mitigate these failings. 

Discoverability of the existing back catalogue of children’s programmes on the VSPs is not 
enough on its own. Without continuous new UK originations, the gap fills with franchise reboots 
and low-cost imported filler, and the UK creative production base shrinks.  

Since mandatory children's programming quotas were removed in the name of flexibility in the 
Communications Act of 2003, commercially funded provision for children has declined steeply 
and not recovered. The BBC is now the principal commissioner of children’s content in the 
UK, but rarely fully funds projects and has also cut back spending. Maintaining public funding 
for the BBC is crucial. Restructuring the BBC’s finance as a household or broadband levy with 
mitigation for those less able to pay is the only way to ensure universality and fairer distribution 
of the charge. 

A successor to the Young Audiences Content Fund (which ran from 2019 to 2022) is needed 
to ensure plurality of supply—with public service criteria. This should be available to producers 
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and YouTube creators, and through them, broadcasters, streamers and the VSPs who will 
benefit from higher value content.  

YouTube, by far the most dominant VSP, stated in their own evidence to the Culture, Media 
and Sport Select Committee Inquiry earlier this year that their current Made for Kids 
advertising system was not economically viable for many creators of children’s content— 
but they don’t envisage a structural fix any time soon. Furthermore, recent changes 
supposedly designed to weed out AI slop look likely to further demonetise many smaller, 
self-funded, child-specific creator-led channels. 

If YouTube persists in doing almost nothing to support providers of children’s content on their 
platform, then a Fund financed by a targeted levy on streamers and VSPs is the logical way 
to ensure continued financing of professionally produced children’s and young people’ 
content, retention of intellectual property in the UK, and a viable business structure for the 
struggling children’s media industry. If YouTube will not “make a market” to replace the eco-
system they have damaged, then the Fund’s allocation of levied finance to projects which their 
platform will then benefit from should force them to do so. 

 

Regulation Must Follow the Audience 
 

The audience’s use of Video Sharing Platforms has moved beyond short form content. Much 
of what children, and increasingly, families, watch on VSPs is now long-form, professionally 
made and TV-like. Regulation should follow the content and the audience, not the delivery 
method. 

It is time to regulate how the algorithms work. Under the CMF’s proposed approach, regulation 
will be applied to the recommendation system, not the content. In this way diversity and 
competition can be preserved, and no single body decides what children watch. A key 
distinction for regulators should be between attention-based and value-based 
recommendation. Platforms should be encouraged to mitigate the attention metric and 
enhance metrics that support value for the child and for society. However, currently no external 
party, including the regulator, understands how children's content is ranked by algorithmic 
recommendation. Mandated disclosure of recommendation criteria should form part of any 
new standard. 

Public service obligations should attach to the distribution platforms themselves, not only to 
producers. A platform that carries children's content should carry duties in respect of it. And 
this should be regulation for good, not only against harm. 
 
Prominence must reach children where they already are. That means YouTube and 
YouTube Kids above all, alongside TikTok, Instagram, Facebook, and any platform that 
achieves a significant audience reach in the UK and makes use of UK digital infrastructure. 
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Verification and Misinformation 
 
 
The Green Paper proposes prominence for trustworthy news but has not settled whether 
"trustworthy" is a property of the provider or of the individual item. 
 
The young have little brand loyalty and encounter news as items in a feed rather than as 
bulletins. In future, verification will have to attach to the content, rather than the provider, such 
as a mark that travels with an individual clip or article and stays readable wherever that content 
is reposted or embedded. This would reach the audience as they watch.  

 

What Prominence for Children Delivers 
 

Trust in public service media in adulthood is built in childhood. For example, a generation that 
rarely encounters impartial news has no reason to prefer BBC News later in life, however 
prominent it is made.  

Similarly, prominence is needed for content of cultural relevance that is challenging and 
meaningful while still entertaining; that promotes multiple views, diversity and inclusion; that 
allows young people to see themselves and others unlike themselves; and that handles 
matters of care and well-being with sensitivity and positivity. Young people need to be 
encouraged to appreciate complexity and range, essential elements of past public service 
definition. Without this appreciation, the entire concept of public service provision will be 
irrelevant within a few years. 

 

Media Literacy by Design, Not by Campaign 
 

The Green Paper treats media literacy as activity to be delivered: it suggests public service 
providers might run programmes, report on their effectiveness, and coordinate through a new 
joint initiative. 

The CMF believes media literacy should be embedded in platform, service and content design 
rather than delivered alongside it as a separate campaign. We advocate for algorithmic 
recommendation that priorities value and is transparent, and the potential to ‘kite-mark’ content 
of value enhances understanding of the media consumption process. A child who sees which 
items carry the mark and which do not is learning to compare verified and unverified sources 
through use. 

Media literacy is also better delivered through production and participation: for example, local 
creator hubs that can also distribute content made by young people in a structured way.  

Any forum to develop more comprehensive practice must include schools and youth 
organisations, not only broadcasters and platforms. 
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The Transition to Internet-Delivered Television 
 

CMF believes that no child should be left behind when conventional television services are 
switched off. The consultation sets too much store by proposed transition dates of 2034 or 
2044. This is the wrong variable. The test should be whether universal, affordable broadband 
and device provision is in place before digital terrestrial television is switched off. Children in 
low-income households will lose access first and have the least ability to substitute. No child 
should be left without access to television-like services. 

 
Defining Public Service Value 
 

Defining public service media as the BBC, ITV, Channel 4 and S4C is too narrow. Content 
with public service value is already produced by independents, by creators on Video Sharing 
Platforms, and by young people themselves, all of whom receive no public funding and hold 
no public service designation. A new system needs a way of identifying public service value 
wherever it is produced and must be set up to support this plurality, rather than requiring the 
audience to come to public service institutions to find it. A single-provider system is even more 
fragile. 

Public service value should be identified by what content does for the audience, not by who 
funded it or who made it. CMF is applying this principle in pilot work on a Value Framework: 
a set of criteria to assess and rate content for its personal and public value. Such a system 
could go a long way to reforming the way algorithms promote content and provide a solution 
to the question of how to define public service content in a multi-provider environment. 

Reform will only be effective if any new regulatory designation carries enforceable children's 
obligations. The risk in the Green Paper is a reformed system that is more flexible yet contains 
no obligation to serve children and young people. Flexibility without obligation is deregulation 
by another name. 

The Green Paper proposes three possible models for a future public service media system: 
one based on institutions, one on services, and one on content itself. CMF supports a 
combination of the models, in which content is defined for its value, and all services and 
platforms are regulated. 

The consultation illustrates the long-standing problem in framing regulation which has led to 
the near-collapse of the children’s media industry and a fragmented and disassociated 
audience. When the consultation asks which attributes audiences value most, it offers a list 
with no children's category at all. Children's content should not be treated as a minority subset 
of “quality content (non-news)”. 

 
The Ban and Prominence Must Be Assessed Together 
 

The Green Paper proposals and consultation take little account of the special conditions under 
which young people are now viewing, which clearly predict adult behaviours in the long term. 
Without focus on the current lives of young people, a system of public service prominence 
cannot hope to be future-proof. 
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It also takes little account of the current proposals to ban under-16s from social media, which 
will include VSPs including YouTube. Under these proposals 13-16 year olds will lose account-
based discovery of content, including personalised recommendations and notifications 
currently available to them. The Green Paper's prominence proposals appear to depend on 
regulating mechanisms to which young people will theoretically have no access.  

If, as we maintain, young people should be at the heart of the thinking about the future of 
public service, prominence and “findability", how does this fit with proposals to ban them from 
the services where they access media? 

We ask DCMS to carry out an assessment exploring the interaction between the prominence 
proposals and the proposed under-16 social media restrictions. 

 

Conclusion 
 

A broad public service-oriented media production and distribution system is the way to ensure 
that there is range, variety, inclusivity and choice for our young people and the whole, diverse, 
audience. “Fix it for the children and you fix it for the future" should be at the heart of 
what the Green Paper proposes. 


