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Foreword

Promoting positive content for children and young people is a part of the commitments of the
European Commission's Safer Internet Programme (2009-2013) which aims to promote the
safe use of Internet and other electronic communication technologies.

A recent survey run by the EU Kids Online Il project showed that only one in three 9-12 year
olds feel that there are enough good things for kids of their age online.

Children have a right to be provided with appropriate content aimed at benefitting them in
some way. Stimulating online quality for children and also helping their parents to find what
they think is positive also helps children stay safe online.

That is why the Commission set up established a Focus Group on positive content in 2009,
made up of experts in the field of production and provision of content targeted to children and
young people. The group included a wide range of actors, including content designers,
producers and providers, child welfare organisations, researchers and academics.

This inventory represents a first collection of their advice. It also provides the basis for the
evaluation criteria for the European Award for Best Children's Online Content, which is
arranged for the first time in 2010-2011.

| hope that everyone who would like to produce and provide online content targeted at
children will find it useful.

Richard Swetenham,

Head of Unit, eContent and Safer Internet
Information Society and Media DG,
European Commission



1. Introduction

Children and young people are going online at increasingly earlier age, but only one in three
9-12 year olds feel that there are enough good things for kids of their age online." Online
platforms complement traditional channels for learning and entertainment such as schools,
family and peers. In order to support children and young people online, there is a need to
produce and provide high quality online content of all kinds? to enable children to contribute
to them benefitting from going online.

1.1. What is high quality online content for children?

Providing high quality online content can contribute to children’s physical, mental and social
development providing new opportunities to entertain and educate. Such content enables
new possibilities, enriches learning experiences and supports children’s’ fullest development.

Definitions vary among experts from defining positive content as everything excluding
harmful content, an approach which stresses children’s possibilities to use the internet freely
according to their specific interests and motives, and definitions demanding a certain
educational impact on children. In between, a number of arguments for both sides can be
discussed and a final conclusion has not been drawn so far and might never be found.

However, there seems to be a certain agreement between the experts consulted in the
process of establishing this inventory that online content targeted towards children should
benefit children in some way (educate, inform, stretch and stimulate imagination, enable new
possibilities etc), in addition to being attractive and usable to them, reliable and safe, and if
relevant, make advertising or commercial communication clearly recognizable as such.

1.2. How can we produce and provide quality online content targeted
at giving children and young people positive experiences?

This inventory is primarily aimed at producers and providers who design, develop and
distribute online content for children:

* Producers or providers of online content/services that target children and/or young
people

* Producers or providers of online content/services that are not necessarily targeted to
young people yet are popular amongst youngsters.

It addresses current needs and challenges within a discourse on what positive online
experiences are.

Because of the open character of the definition as to what gives children positive online
experiences, the inventory should be seen as inspirational (and not prescriptive) and
intended to start and contribute to a debate, hopefully stimulating a wider participation of
relevant stakeholders in a continuous process.

The inventory is the result of a collaborative work carried out by three experts®: Lidia de
Reese, Remco Pijpers and Luigi Petito, with the input from the European Commission and

" EUKidsOnline I report, October 2010: www.eukidsonline.net
% Online content includes games, websites, videos, interactive services, educational resources etc... but it is not limited to these.
® Short bios of the three experts are annexed to this document
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an expert Focus Group that the European Commission's Safer Internet Programme. As a
result, the inventory has been created with the support of a wide range of European
stakeholders, including content designers and producers, child welfare organisations,
researchers and academics.

The inventory builds on, among others, a number of already existing guidelines/lists:

* Social networking principles for the EU:
http://ec.europa.eu/information_society/activities/social_networking/docs/sn_principles.pdf

* FragFinn Whitelist criteria:
http://www.fragfinn.de/download/fragFINN whitelist criteria.pdf

* Children's technology review, evaluation instrument
http://childrenstech.com/evaluation-instrument/

* Judging criteria for the Prix jeunesse international: http://www.prixjeunesse.de/

* MyBee evaluation criteria for children's sites
http://www.mybee.nl/downloads/MyBee-verantwoording EN.pdf

* Next Level: Dossier on online games for children, Remco Pijpers and Justine Pardoen,
2009: http://mijnkindonline.nl/uploads/NextLevelEnglish.pdf

* Quatro Vocabulary for trustmark schemes: http://www.quatro-project.org/vocabulary

*  Council of Europe: Human rights guidelines for online games providers:
http://www.coe.int/t/dghl/standardsetting/media/Doc/H-Inf(2008)008 en.pdf

e "Children's online charter" as developed by Sonia Livingstone in "A rationale for positive
content for children"

* Criteria for evaluations for the Dutch competition Gouden Apenstaart:
http://www.goudenapenstaart.nl

1.3. Structure of the inventory

The inventory is structured to provide some advice/guidelines in the form of questions that
producers/providers might consider in a production or dissemination process. They are
structured according to four key topics which are the result of a consultation process
according to the description above:

1. Attractiveness

2. Usability

3. Reliability in relation to safety and privacy issues, including user-generated content and
online communication services

4. Commercial communication and online shopping

In addition the inventory provides a set of general guidelines. The four key topics bear equal
weight - the chosen structure does not prioritise any topic over another.

* In Communication Research Trends, Vol 28, 2009



2. General guidelines

21.

21.1.

21.2.

21.3.

2.2.

2.21.
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2.23.

Why are you producing or providing the relevant content —

defining the objectives of your online content

Why do you want to develop online content for children and what do you want to
achieve with it? What are your vision, strategy and mission?

Which actions will you expect the target group to carry out with your content?

How much time and which means do you have, and are they sufficient to create
high quality content?

Who is your target group?
What are the abilities, skills and needs of your target group?
What makes children and young people vulnerable?

What is attractive to children and which elements should you consider when
creating content targeted at them?

Attempt to put yourself in the place of your target group in order to get attuned to
how they might use the content

Attempt to get a clearer idea about what would stimulate a child and which are his
preferred learning styles and which consequences does it have for the content
you want to develop

Attempt to define what the core use of the content should be — a tool for
exploration, manipulation, play, etc...

Attempt to establish what would motivate the child to engage with your content, to
enjoy it, to continue and elaborate the playful activity and to feel satisfied when it
ends

Aim to produce content which has something to offer for different types of users:
e.g. realistic or imaginative users, active or receptive users, dreamers, thinkers,
actors or achievers, etc...

Attempt to construct a good balance within the content: try to create playful
movements between activities, interaction, playful handling of online content and
objects, construction, fantasy and role play, success and team play

Consider whether the content allows the child to move smoothly from stage to
stage (eg. experimentation, through functional use, variation and integration) in
order to let the interaction develop naturally and fluently



o Attempt to take into account the context in which the content will be used (eg. is
the user alone, guided by his/her parents, together with peers, in busy
surroundings or in a quiet place. Which experiences is the user likely to have?

2.3. How will you ensure that the content is relevant and user-friendly
to the target group?

2.3.1. Engage the target group in the development and testing of content in order to
make it as relevant and user-friendly as possible
2.4. Does your content abide by relevant legislation or regulation?

2.4.1. Seek out information about relevant legislation and regulations5
2.5. Who can support you in your work?

2.5.1. Seek out information about relevant organisations who could support you

ii. Safer Internet Programme
iii. National Safer Internet Centres®

iv. National regulators

2.6. Have groups important to your target group been taken into
consideration?

2.6.1. Take into account that parents are also an important target group, since they
sometimes make a selection for their smaller children and try to engage in their
children's activities online. Designing a site which ensures the trust of parents lets
your site stand out.

® For example www.coppa.org in the US/CA or the Audiovisual Media Services Directive http:/eur-
lex.europa.eu/LexUriServ/LexUriServ.do?uri=0J:L:2010:095:0001:0024:EN:PDF in the European Union

® http://ec.europa.eu/information_society/activities/sip/projects/centres/index_en.htm



3. Attractiveness

Is the content attractive to its target group? Does it address their specific interests and is it
enjoyable for them or easy to interact with?

What is attractive to children and young people can be very different to what is attractive to
adults. However, input from researchers working with the toy industry and producers of
online and interactive audiovisual content for youngsters, gives an indication of elements that
need to be taken into consideration.

For instance, it can be valuable to bear in mind what makes a piece of online content
entertaining to a specific target group. Furthermore, interactivity provides opportunities for
children to learn, be active and creative. Also, the actual age of the target group, the
development of cognitive abilities and capabilities are important for how the content is
perceived.

From the toy industry, we learn that content for children and young people giving them
positive experiences is "open" - enabling children to play and learn in their own way. As such,
content should be aimed at increasing positive feelings and avoid predetermination of how
they should act — they should be encouraged to make open choices and to interact.

3.1. Entertaining: Is the content fun, enjoyable and entertaining?

3.1.1. Does the content capture the users' attention in a pleasant way, using stimulating,
original, and amusing approaches and formats (e.g. games, audiovisual content)?

3.1.2. Is the content, including graphics, video and audio content, meaningful to the
target group?

3.1.3. Does the content offer possibilities for the target group to be challenged and to
visit the content on a regular basis?

3.1.4. Does the content address the specific interests of a target group?

3.1.5. If the content aims at providing education/learning opportunities, does it enhance
the experience by providing appealing graphic, video and audio content?

i. Is there clear information about the learning goals and how they can be reached?

ii. Is the status of achieving each learning goal and/ or parts of it available at any point
to the user?

3.1.6. Does the content stimulate the user group to have positive experience and does it
effectively avoid encouraging physical or psychological violence, bullying and
other harmful behaviour towards other people or animals, or harm to the children
using it?



3.2. Interactivity: Does the target group get the opportunity to
actively interact with the content?

3.2.1. Does the content promote the user's experiences of being active?
3.2.2. Is the content responsive to the users’ actions?

3.2.3. Can users influence the way the content evolves?

3.3. Age-appropriateness: Has the target audience been taken into
consideration in the design of the content?

3.3.1. Have you made an assessment of which features are being offered and whether
they are appropriate to the intended audience?

3.3.2. Have you considered which impact images and videos have on the user group
(images and sounds have stronger visual impact than text)?

3.3.3. Is the content meaningful for the users and does it meet its specific and current
interests?

3.3.4. Have the different cultural contexts and the users’ socio-cultural development
been taken into account?

3.3.5. Is the content environment appropriately challenging?

i. Is the user able to easily select the level of engagement and participation and is
he/she suitably rewarded for his/her efforts?

ii. Does the content create a learning curve that gives the user a feeling of mastery and
control over the actions/evolvement of the actions?

iii. Are rules appropriately challenging on the one hand and simple enough to master on
the other hand?

iv. Is the user given appropriate and consistent feedback on his/her actions, so that
he/she knows if a mistake is made and is guided in the right direction?

v. Does the content keep track of the user's work and does it give feedback suitable for
the individual user?

vi. Does the content encourage the user to experiment and find new solutions?
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