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Abstract

Public service media (PSM) face challenges in their adaptation to the digital era within a context
of platformisation, with young audiences being the least engaged with them. Taking a case-study
approach, this article examines the content and distribution strategies of Catalan PSM (CCMA)
in Spain for reaching children and young people. Using a qualitative methodology consisting of
content observation, document consultation, interviews and a focus group, this study explores
one of the main challenges for PSM, which is to connect with young audiences. The results show
that budget cuts affected innovation within the CCMA, which in turn impacted on its creation of
new programming and its presence on digital platforms and in the digital sphere. An over-the-top
(OTT) platform for children’s content was launched in 2022 after many years of hardly any new
CCMA strategies for reaching this target audience.
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1. INTRODUCTION AND CONTEXT

Public service media (PSM) have been analysed over different historical periods and
from different angles, including their functions, funding and governance. The digital
adaptation of PSM has been one of the key debates in recent decades but, since 2020,
the focus has shifted towards understanding the role of PSM within the context of plat-
formisation.

Platformisation is understood as the phenomenon of the mainstreaming of plat-
forms, many of which are in the hands of large multinational companies, thereby trans-
forming the communication ecosystem'. Children and young people make it necessary
for PSM to embrace digital dynamics in order to guarantee universality.
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The digitalisation of content and on-demand multiplex consumption have led Euro-
pean PSM to create transmedia experiences to attract young audiences®. In fact, children
and young people’s programming and content distribution have been core issues in the
analysis of PSM for many years, and they are currently linked to the platformised com-
munications scenario.

The COVID-19 pandemic showed that PSM that generated and distributed their own
content were essential agents for children and young people. In this sense, innovative
and informative content for young audiences was created by some PSM outlets, such as
Diario di casa by RAI in Italy and A//6 Okoo by France TV in France. Similarly, educa-
tional content was developed for home learning, such as RTE Learn by RTE in Ireland,
Szkota Z by TVP in Poland, Lumni by France TV in France, and Aprendemos en casa by
RTVE in Spain®.

In addition to the strategies that emerged during the pandemic, there were plat-
forms that promoted the creation of communities around young people’s interests and
styles. Examples of these initiatives include 17 by NRK in Norway, Yadebat by RTS in
Switzerland, Océan by France TV in France, Anne+ by NPO in the Netherlands, Throw-
back89 by ARD in Germany, and PlayZ by RTVE in Spain.

2. THEORETICAL FRAMEWORK: PLATFORMISATION, YOUNG AUDIENCES
AND NEW CONSUMPTION HABITS

PSM face challenges in adapting to the digital era within the context of platformisation®.
Innovation (in terms of formats and distribution) is necessary when confronted with
technological evolution and audience fragmentation, and also for companies to distin-
guish themselves from their competitors in the media ecosystem®.

Subscription-based platforms are enjoying great success, as an increasing number
of media markets have replaced traditional television, especially among young audienc-
es®. Platforms enable content to be adapted to diverse audiences, and special attention is
being paid to young people and their new consumption models, primarily via social me-
dia, to generate more engagement’. Among the most pressing challenges for PSM is the
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redefinition of their relationship with the audience, especially among so-called problem-
atic groups with distinctive characteristics and needs, such as young viewers/listeners®.

Young people are the least engaged with PSM? as they have diversified consump-
tion habits through digital platforms, but they remain important to the operation and
survival of PSM'. Young audiences “constitute the most vulnerable public and, at the
same time, one of the most complex ones to retain once they reach adolescence™!!.

Universality and diversity are traditional goals assigned to PSM. Nowadays, how-
ever, reaching everyone, including younger viewers, has become more difficult. The
Public Service Media and Public Service Internet Manifesto warns that access to in-
novative, critical and high-quality content must be provided with attention to audience
diversity'2.

PSM outlets have traditionally targeted niche audiences, that is, those that private
media outlets do not cater for due to high costs. PSM outlets are the ones that offer qual-
ity content aimed at specific cultural groups and ethnic minorities, promote language
diversity and develop specific platforms for children and young audiences!®. Domes-
tically produced children’s television requires regulatory intervention, as engagement
with young audiences often cannot survive economically'*.

In the European context, PSM outlets have traditionally focused on young audienc-
es, creating specialised channels and high-quality programming'®. Children and young
people have been considered ‘a strategic field of activity’ and an area of expansion in
PSM'¢, and most public companies in Europe have channels or online brands that specif-
ically cater for them, including the following: CBeebies for children aged under 6 years
and CBBC for children aged 7 to 12 years in the United Kingdom; Ki.Ka in Germany;
Gulli in France; Rai Yoyo for children aged under 8 years and Rai Gulp for older chil-
dren in Italy; Z@pp/Z@ppelin in the Netherlands; Ketnet in Belgium; Clan in Spain;
and NRK Super in Norway'”.

Most of these brands have become platforms, as younger viewers watch less tra-
ditional television and prefer to spend their time streaming, engaging with social media

8 M.A. Horowitz, H. Nieminen, “Diversidad y derechos. Conectando la reforma de los medios y los
medios de servicio publico”, in /C-Revista Cientifica de Informacion y Comunicacion, 14 (2017): 103-156.
Accessed April 6, 2023. DOI: 10.12795/1C.2017.i101.04; D. Buckingham, “A Special Audience? Children and
Television”, in A Companion to Television, edited by J. Wasko, London: Blackwell, 2005, 468-486.
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or playing video games!'®. Researchers and practitioners have discussed the need for
PSM outlets to combine their digital strategies with linear broadcast content, or have
questioned whether digital content alone is enough to reach these audiences. In both
cases, this multiplatform strategy also fits the belief that PSM should be allowed to use
the latest media technologies to serve children in a variety of new ways'.

Regarding consumption patterns, the results obtained from a 2021 study in Spain
reveal that the most common online activity performed by children was watching videos
and movies, which they considered more attractive than linear television®. Teenagers
combined both methods, spending a weekly average of 5.07 hours on conventional tel-
evision and 7.94 hours on over-the-top (OTT) platforms.

According to the study, children aged 3 to 6 years spent a daily average of 3.49
hours consuming online audiovisual content, and children aged 7 to 12 years consumed
a daily average of 3.61 hours of such content. Regarding the type of content consumed
on OTT platforms, the first group opted for children’s series and the second for chil-
dren’s movies, whereas teenagers chose fictional movies and series.

Users with greater personalisation and interaction needs, such as teenagers, choose
large transnational OTT platforms because of the wide range of audiovisual content
offered”’. In that context, national PSM outlets should provide competitive content to
attract young audiences by connecting with their consumption habits.

As young people increasingly turn to video to augment their online learning, PSM
outlets should identify priority areas in which trusted, short-form video content could be
made readily accessible to those seeking resources via mainstream video and social media
platforms?. The first notable example in the European context was the BBC Children’s
iPlayer, launched in late 2008. Built for an active and activist generation, the player aims
to create engaging programming and to offer more personalisation and empowerment?.

Beyond high-quality content, PSM outlets should offer young audiences innovative
content in their first language, enabling their discursive and creative participation. It is
a mission of PSM to undertake processes of media socialisation and literacy. However,
there is little research supporting the view that a range of children’s content benefits
their socialisation and healthy cultural development®.

Faced with the dynamics of audiovisual-content globalisation, where power is con-
centrated in large OTT platforms®, PSM outlets promote cultural proximity®. In smaller
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cultural and linguistic areas, such as Catalonia, the relevance of PSM is important in
terms of normalising and promoting the use of a minority language, especially for chil-
dren. Connecting with young audiences — the largest consumers of audiovisual technol-
ogy — is important to guarantee the maintenance of symbolic representation. Likewise, it
is one of the main drivers for ensuring the existence of a future PSM audience.

3. OBJECTIVES AND METHODOLOGY

Taking a case-study approach?, this article examines the content and distribution strat-
egies of Catalan PSM (Corporaci6 Catalana de Mitjans Audiovisuals, CCMA) in Spain
for reaching young audiences. Case studies help to analyse contemporary phenomena in
relation to their context®. By providing up-to-date information and exploring PSM-re-
lated trends and challenges, this study contributes to international debates on PSM and
children and young people within a context of platformisation.

Historically, PSM outlets in Catalonia have been active in creating children and
young people’s programming, but there is a paucity of literature linking an analysis of
content for these audiences to platformisation dynamics. This study excludes local PSM
and focuses solely on regional PSM, since the CCMA is the actor that concentrates the
most on children and young people’s programming strategies in Catalonia.

The general research question for this article is as follows:

» What innovation strategies does the CCMA have in terms of content production
and distribution when targeting children and young people within the context of plat-
formisation?

The specific research questions are as follows:

» What strategies have historically been used to reach children and young people
by PSM outlets in Catalonia?

* What are the CCMA’s goals for reaching a young audience?

* What are the outcomes of the CCMA’s strategies for reaching young people?

» What challenges is the CCMA facing in terms of providing content and connecting
with young audiences?

Using a qualitative methodology consisting of content observation, document con-
sultation, interviews and a focus group, together with quantitative data provided by the
CCMA, this study explores one of the main challenges for PSM. The fieldwork con-
sisted of two in-depth interviews with (1) Enric Casas, board member of the Catalan
Audiovisual Council (CAC) — the regulatory authority — and (2) Cristina Villa, director
of innovation, research and digital strategy of the CCMA, which is the regional PSM
corporation. The participants in the focus group were Catalan 19- and 20-year-olds. The
session lasted an hour and the participants discussed the CCMA strategies being used to
connect with them at that time, and the ones it used to use to connect with them when
they were younger®.

Montreal, Quebec, Canada, 2008. Accessed March 23, 2023. http://citation.allacademic.com/meta/p232732
index.html.

27 B. Flyvbjerg, “Five Misunderstandings About Case-Study Research”, Qualitative Inquiry, 12, 2
(2006): 219-245. Accessed February 26, 2023. DOIL: 10.1177/1077800405284363.

# R.K. Yin, Case Study Research: Design and Methods, Thousand Oaks, 2009.

¥ The interviews were carried out on the 21st of January 2023 (CAC) and the 18thof April 2023 (CCMA).
The focus group was developed on the 23rd of March 2023.
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4. THE STRATEGIES OF CATALAN PSM OUTLETS FOR REACHING YOUNG AUDIENCES

4.1. The evolution of children's content at the CCMA

The kids’ programme Club Super3 first aired on the CCMA’s generalist channel TV3 in
February 1991. It was a ‘content-programme’ that broadcast mostly cartoons. It also had
the dynamics of a club that children of any age (up to 14 years) could join to take part in
a variety of activities it offered. From 1996, there was also an annual club party called
Festa dels Supers®. After 30 years on air, the club had 1.6 million members, making it
the biggest in Catalonia.

In 2006, the Club Super3 programme was revamped with a new style and charac-
ters and, in 2009, it became a channel, Super3. It shared a schedule with a series channel
after the CCMA offering had been redefined due to the digital terrestrial television (DTT)
switchover. According to the CCMA, bringing Catalan programming to new viewers
was essential, as was offering quality content adapted to the needs and characteristics
of a particularly sensitive age group®’. The launch of the channel was accompanied
by an online strategy, including a redefinition of the website that provided on-demand
content (Super3 a la carta) which enhanced the site’s video elements and contained all
the programmes. Games became one of the strengths of the site, bringing in half of the
audience.

From 2010, the CCMA chose to combine all children and young people’s program-
ming into a single channel, with two slots (day and night): Super3 during the daytime
and 3XL from 9:30 pm onwards, with the latter targeting teenagers and young people
under the age of 29. There was a clear predominance of third-party productions on the
channel, which represented three quarters of all programming?®?. Lafaurie noted: “the
little attention being given to the generation of in-house products by public television
outlets that have chosen to include children’s channels as priority options for that target
audience™.

Among the CCMA’s own productions were La familia del Super3, which identified
with the club and had specific characters; Info K, a newscast adapted to a young audi-
ence; and some animated series, such as Les tres bessones or Els Futtis. In 2012, due
to budget cuts, Super3 was merged with the culture channel El 33, and 3XL was shut
down®*.

In the 2010s, the CCMA faced years of economic constraints because of the eco-
nomic crisis that badly affected Spain and Catalonia, and therefore its public media due

3 A. Fernandez, “Televisio publica i convergéncia: Continguts infantils y juvenils crossmedia a la
CCMA I EITB”, PhD diss., Universitat Autonoma de Barcelona, 2014. The club members have discounts for
family activities and can participate to contests. Moreover, the club is popular for congratulating all kids for
their birthday, with their name and age appearing on the screen -now also on the website-. The club members
are regularly called to send videos to be broadcasted. The membership is materialized with a card, which has
its digital version. The club creates a feeling of belonging that attract kids, both for off-screen activities but
also to consume contents.

31 CCMA, “Memoria anual d’activitats”, 2009. Accessed April 2023. https:/statics.ccma.cat/multimedia/
pdf/nohash/memoria-anual-2009.pdf

32 Fernandez, “Televisio publica i convergéncia”.

3 A. Lafaurie, “Interactividad en contenidos multiplataforma (TDT i Internet) dirigidos a audiencias in-
fantiles: un analisis a partir de casos de TVE i TVC”, Comunicacio. Revista de recerca i d’analisi, 28,2 (2011):
149. DOI: 10.2436/20.3008.01.89.

3 Fernandez, “Televisio publica i convergéncia”.
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to cutbacks in the public budget and a decline in advertising. At the CCMA’s Parlia-
mentary Control Committee held in 2022, the CCMA’s president, Rosa Roma, reported:
“taking public and private resources together, we have €157 million less in available
resources than we had ten years ago™.

The capacity to innovate or to create new projects was limited, and efforts were fo-
cused on the generalist channel TV3 instead of prioritising other areas, such as strategies
for young audiences. As a result, the Super3/33 channel reached a historic low in terms
of viewership in September 2019. The channel share was 0.6 per cent, three times lower
than the leading kids’ DTT channel Clan (by RTVE, which broadcasts in Spanish)*¢. The
same source reveals that none of the 18 series that had more than 50,000 viewers aged
4 to 12 years was broadcast by the CCMA (11 were broadcast by Clan, 5 by Disney and
2 by Boing).

Original production accounted for just 15 per cent of Super3’s content in 2019, and
the capacity to buy programmes fell by 20 per cent’’. During a session about the CCMA
at the Catalan Parliament, the CCMA’s former president, Nuria Llorach, complained
about the situation, arguing that even though Super3 was a strategic channel, it did not
receive enough funding®.

Regarding radio, the CCMA’s programming has historically been aimed more at
parents and educators than at kids, with programmes such as Eduqueu les criatures
(2006-2010), L ofici d ’educar (2014-) and KidsX3 (2020-). Adolescents iCat (2018-) is
the digital radio programme aimed at teenagers aged 13 to 18 years, while Adolescents
XL (2020-) targets young people and is broadcast daily at 11 pm on the generalist radio
channel Catalunya Radio. El bunquer (2020-), a comedy programme broadcast daily at
9 pm on Catalunya Radio, is popular among young people, who mostly listen to it as
either an audio podcast or a video podcast. Finally, the cultural public radio station iCat
offers Loft (2022-), in which the presenters are communicators who are popular with
young people on social media.

In both radio and television, the 2010s were characterised by a limited number of
programmes for children and young people. Since 2022, a number of initiatives have
been launched to try and turn that situation around.

4.2. Children and young people s offerings in platformised dynamics

In terms of content and quality standards, the CCMA had overlooked young audiences
for many years according to a CAC board member (Casas, 2023, personal interview).
After a period of producing little content for children and of not integrating it into plat-
forms to meet new consumption habits, the CCMA launched the SX3 OTT platform in
October 2022. The platform, accessible via an app (compatible with all types of audio-

3% Catalan Parliament, “Diari de sessions del Parlament de Catalunya de la Comissio de Control de I’ Ac-
tuacié de la Corporacié Catalana de Mitjans Audiovisuals”, October 16, 2022. Accessed July 2023. https://
www.parlament.cat/document/dspcc/318419246.pdf.

% A. Gutiérrez, “Minim historic al canal Super3: radiografia d’una renuncia”. Ara.cat, December
10, 2019. Accessed March 12, 2023. https://www.ara.cat/media/minim-historic-super3-radiografia-renun-
cia_1_ 1047453 .html.

37 Gutiérrez, “Minim historic al canal Super3: radiografia d’una rentincia”.

3% Catalan Parliament. “Diari de sessions del Parlament de Catalunya de la Comissio de Control de I’ Ac-
tuacié de la Corporaci6 Catalana de Mitjans Audiovisuals”, October 4, 2019. Accessed April 2023. https://
www.parlament.cat/document/dspcc/65110070.pdf.
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visual devices, including mobile phones, tablets and smart TVs) and a website, divides
content by two age groups: S3 for toddlers and X3 for children and pre-teens. It includes
linear broadcasts (the same as those on DTT) and on-demand services.

This strategy focused on conveying more energy and dynamism and was accom-
panied by new social media accounts under the name of Som SX3 (which translates as
‘We Are SX3”) on YouTube, Spotify and TikTok, among others. These new dynamics
embraced the creation of native content in the codes of each platform as well as hybrid
formats with a major video component to target a more segmented audience (Villa,
2023, personal interview).

The platform provides a dozen new video programmes and also expands audio
content with the podcasts Van fer historia and Superheroines de [’esport. The S3 Alexa
skill offers a collection of stories in audio format aimed at children aged 2 to 5 years,
who can enjoy them without the need for a screen®. These podcasts are available on
Spotify, Apple Podcasts, Google Podcasts, Amazon Music and iVoox.

SX3 retains the possibility of club membership, offering members a virtual card
instead of a physical one. The card gives them access to activities and experiences in
Catalonia. The channel includes games, quizzes, drawing tools and the new Zona S3
and Zona X3, which are spaces designed for building community and promoting par-
ticipation. Moreover, it offers content dedicated to families and schools, with articles,
proposals, activities and resources intended to accompany their role as tutors.

Registration is not mandatory to use the platform. However, registration is the only
way to analyse audiences better and to offer recommendations. For registered users, the
system personalises its programme recommendations based on their preferences. At the
same time, the CCMA gathers users’ data.

According to the CCMA’s annual report, SX3 is a driver of cohesion and an integra-
tion tool for transmitting values to children. and it plays a role in the promotion of the
Catalan language®. Externally produced programmes still predominate: 80 per cent of
the platform’s content is produced outside the CCMA, 15 per cent is produced in house,
and 5 per cent is co-produced.

The launch of the specific platform for kids was accompanied by the release of Eu-
foria, a music contest targeting families (kids/teenagers and parents) and young people,
which also includes transmedia dynamics: a Twitch channel and a podcast that amplify
information after the programme; an app that allows audience interaction; a summer
camp for kids aged 8 to 14 years; and other social media accounts such as the one on
Instagram, in which news are posted. All participants in the two editions (March-June
2022 and March-June 2023) were aged 16 to 30 years, and diversity and inclusion cri-
teria were considered in the selection of contestants. Moreover, in July 2023, the CCMA
announced EVA, a new brand for content aimed at young audiences on social media.

In a short period of time, the CCMA had boosted its social media presence and its
content for children and young people, in consideration of the fact that reaching young
audiences needed to be a priority (Casas, 2023, personal interview).

3 CCMA, “El nou SX3, en marxa a partir de dilluns: totalment renovat, amb gran oferta de continguts
i disponible a tot arreu”. CCMA.cat, October 7, 2022a. Accessed April 2023 https://www.ccma.cat/premsa/
el-nou-sx3-en-marxa-a-partir-de-dilluns-totalment-renovat-amb-gran-oferta-de-continguts-i-disponible-a-
tot-arreu/nota-de-premsa/3188733/ .

40CCMA, “Estatd’informaciofinancera”,2022b. Accessed April 2023. https:/statics.ccma.cat/multimedia/
pdf/7/2/1681988317627.pdf
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4.3. Are children and young people consuming content from Catalan PSM outlets?

The general belief that young people are disengaged from PSM outlets is confirmed if
we look at the Catalan PSM audience. The viewers of Catalan public DTT channels de-
creased in the decade 2012-2022, especially among those aged 13 and 14 years (Gener-
ation Z). The numbers also dropped substantially among kids in Generation Alpha (aged
under 12 years) and among Millennials (aged 25 to 44 years). According to the CCMA,
more than 80 per cent of teenagers and young people aged 13 to 24 years in Catalonia
consumed public channels in 2012, whereas only 50% per cent did so in 2022*'. In terms
of radio, young audiences are also disengaged: the percentage of those aged under 34
years who listen to the generalist radio station is below 8 per cent.

In the focus group with 20 young people (aged 19 to 20 years) on how PSM outlets
could reach young audiences, the predominant idea was that the CCMA has been slow in
adapting to young people’s consumption habits. Moreover, the participants complained
about the lack of information regarding its strategies: “a marketing campaign to reach
the young audience is missing, like communicating the launch of the SX3 platform, for
example” (a focus group participant, 2023). They felt that PSM outlets had overlooked
their generation, offering only a limited number of cartoons in Catalan. Due to the huge
number of platforms used by young people to consume audiovisual content, the par-
ticipants argued that it was difficult to reconnect with PSM, despite their recent digital
strategies of developing more apps and engaging more with social media.

The CCMA management assumes that reconnecting with young audiences will take
time, especially since the outlet has lacked relevance among this demographic for some
time. Nevertheless, the assessment of the first six months after the launch of the SX3 plat-
form in October 2022 has been positive. The data reveal that 3 million viewers had con-
nected to the linear broadcast of S3, and that 1.3 million people had connected monthly,
with around 600,000 doing so weekly. Regarding age groups, 125,000 viewers were aged
4 to 12 years, 90,000 between 4 and 9 years, and 35,000 between 10 and 12 years.

In addition to the relevance of the absolute data, SX3 was the second most viewed
children’s channel on television in February 2023, only surpassed by Boing and ahead
of Disney Channel and Clan, according to the data available to the CCMA management.
In the 4- to 12-year-old target audience, the channel obtained a 12 to 15 per cent share
while leading the 7:30 pm to 10:00 pm timeslot in January 2023.

In the digital landscape, 350,000 unique users accessed SX3 content every month
on the CCMA platform via the website, apps, smart TVs. The number of videos watched
reached 2.5 million on the CCMA platform, 2 million on YouTube, 600,000 on TikTok
and 200,000 on Instagram, the main social media platforms on which SX3 is present.
According to the CCMA, there was a growth of 72 per cent in watched videos over one
year (2022-2023) thanks to the SX3 platform.

The programme Euforia, through which the CCMA intends to reach young people,
is the leading one in terms of share in linear DTT broadcasts and on the Twitch channel,
especially among young audiences, reaching a 30 and 40 per cent share among the 4- to
12-year-old group and the 13- to 24-year-old group, respectively, with those aged 9 to
16 years being the most engaged*.

41 CCMA, “Pla Estratégic de la nova CCMA”, 2022¢. Accessed April 2023 https://www.ccma.cat/pla-es-
trategic/.

42 CCMA, “824.000 espectadors van connectar amb la primera gala de la segona temporada d’Eu-
foria”. CCMA.cat, March 11, 2023. Accessed April 1, 2023. https://www.ccma.cat/premsa/824000-especta-
dors-van-connectar-amb-la-primera-gala-de-la-segona-temporada-deuforia/nota-de-premsa/3217205/.
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Despite these actions to reconnect with kids and young people, the lack of priority
given to high-quality content for these groups over the years is claimed to have affected
language and cultural normalisation (Casas, 2023, personal interview). The interviewee
argued that the use of the Catalan language in popular culture had decreased due to the
limited audiovisual strategies aimed at children.

4.4. Challenges and strategies for the (near) future

A new generalist OTT platform for all CCMA content — being launched in 2023 in an in-
itial provisional stage, with the final version becoming ready in 2024 — will incorporate
the SX3 platform into its catalogue; the children’s platform will also remain accessible
independently (Villa, 2023, personal interview).

The new platform is expected to improve the current recommendation systems,
personalising content according to previous user consumption, localisation and editorial
work (Villa, 2023, personal interview). The goal is to identify trends and create a system
for actively listening to citizens on social media and to have a better understanding of
the audience. User relationship and consumer data processing tools will be developed
for this purpose according to the CCMA interviewee.

The strategy to reconnect with young audiences revolves around the creation of a
new social-first vertical channel aimed at generating communities. The first phase consists
of building loyalty so that in the second stage, through experiential and transmedia strat-
egies, the audience will mostly use exclusive content on the CCMA’s digital platforms.

To generate content for a young audience, it is considered essential to promote Cata-
lan-speaking influencers to encourage the co-creation of content that connects with emerg-
ing audiences (Villa, 2023, personal interview). The strategy of incorporating influencers
as communicators into PSM is viewed with concern by young people (as pointed out in the
focus group) because it could mean that PSM hire people based on their following count or
digital success rather than their qualifications or ability to provide rigorous content.

The CCMA will also launch a strategy for developing video games in Catalan with
a focus on Catalan culture. The CCMA’’s priority is to complete multi-device implemen-
tation of the SX3 platform with the addition of new features such as expanded audio and
a gamified offering with metaverse content. In terms of challenges, offering parental
control and security tools will be one, and restricting consumption time will be another.

Finally, the CCMA is aware that the content on offer should not only connect with
consumption habits, but also promote values to build a fairer society, which protects vul-
nerable groups.

5. DISCUSSION AND CONCLUSIONS

In the 2010s, budget cuts affected innovation within the CCMA, which in turn impacted
on its creation of new programming and its presence on digital platforms. Audiovisual
content in Catalan for children and young people was scarce; neither private nor public
media outlets provided enough of it. The CCMA was more focused on other strategies,
such as maintaining its generalist channel’s leadership.

Regarding television, teenagers and young adults were more overlooked than chil-
dren. This was highlighted by the shutdown of 3XL in 2012 (aimed at 16- to 25-years-
olds) while retaining Super3. However, there was little new programming for many
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years, and viewership was falling. As for radio, there was a lack of children’s program-
ming, which was only redressed from 2022, with the launch of podcasts on the SX3 OTT
platform.

Whilst the trend in Europe has been for PSM outlets to focus on children and young
people, this could not be confirmed in the Catalan case®. Despite the importance of
these target audiences, the content and distribution strategies between 2010 and 2022
were found to be very limited. This was deemed to have had an impact on Catalan-lan-
guage normalisation, identity creation and new audience engagement.

An OTT platform for children’s content was launched in 2022 after many years of
little new audiovisual programming for kids. In the CCMA’s catalogue, third-party pro-
ductions remained predominant while in-house programming was modest. This strategy
was accompanied by the creation of a new music programme for young people, with
multimedia and transmedia dynamics, resulting in good child and teen audience data.

Despite the delay in implementing strategies to connect with young people and
their new consumption habits, the CCMA followed one of the platformisation trends
pointed out in the theoretical framework by converting the Super3 brand into the SX3
OTT platform.

The new OTT platform has been found to connect better with children under the age
of nine than with teenagers (they have other media habits, and it is difficult to reconnect
with them), thus confirming the difficulties of retaining adolescents as PSM viewers/lis-
teners. Offering content for young audiences is important because, as they grow up and
become adults, there is a greater likelihood of them being more engaged with PSM out-
lets. Therefore, children and young people should be considered key audiences of PSM.

Furthermore, PSM outlets should offer content for young audiences via their own
platforms and social media accounts in order to provide services overlooked by com-
mercial media channels. This goal reinforces the argument that connecting with children
cannot be left to the market.

This study has confirmed that young people, and especially those living in urban
areas, are the least engaged with PSM outlets, and that more marketing efforts to reach
them are required. Strategies for the near future should consider their diversified con-
sumption habits through digital platforms, especially when such platforms serve a broad
range of viewers. Transmedia narratives and the creation of communities in social net-
works are methods that could help bring viewers to OTT platforms.

It is hoped that plans for introducing metaverses and videogames in Catalan PSM
outlets will be key to connecting with a young audience. Finally, improving the current
recommendation system on SX3 and on the new OTT platform being launched in 2023
is seen as one of the CCMA’s main challenges; it must adapt distribution to the person-
alised consumption habits of young people without overlooking its public service goals,
especially when presenting content to vulnerable groups like children and teenagers.

4 A. D’Arma, J. Steemers, “Public Service Media and Children: Serving the Digital Citizens of the
Future”, in Reinventing Public Service Communication, edited by P. losifidis, London: Palgrave Macmillan,
2010, 114-127. DOI: 10.1057/9780230277113_10; Hoynes, “Branding Public Service. The ‘New PBS’ and the
Privatization of Public Television”.



