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“Mankind owes to the child the best it has to give”, is one 
of the principles of the UN Declaration of the Rights of the 
Child. 
In most parts of the world children watch more than one 
hour and a half of television per day – a proportion of their 
daily leisure time that should not be underestimated. Tele­
vision provides them with enjoyment; they acquire knowl­
edge and they experience different outlooks on life, they 
develop values and take up positions, and the next day they 
have plenty of material to talk about with friends. 
When children are given a choice, they prefer to watch the 
shows that are made specifically for them: children’s tele­
vision. And it is precisely here that we owe children the 
best selection of programmes that we can offer them: in  
one word, quality.
From a theoretical point of view, quality criteria are always 
developed on the basis of specific perspectives and agendas. 
They are also influenced by culturally determined experi­
ences and values, professional expertise and – even if this is 
rarely explicitly stated – personal taste. Thus, it is more ap­
propriate to talk about different aspects of “quality” (Mikos), 
in order to consciously underline these various perspec­
tives. From an educational perspective, as far as personal 
development of the individual is concerned, a programme 
should tackle the themes of children (Neuss). Regarding the 
promotion of learning, quality is located in the way educa­
tional topics are presented with the widest possible variety 
of entry points (Reich/Speck-Hamdan/Götz). The quality of 
TV programmes manifests itself also in applying strategies 
for conflict management, rather than – for example – plac­
ing an emphasis only on crises and spectacular images of 
disaster (Lemish). Precisely because the aim of the mar­
ket is the maximisation of profits, discussions on quality, 
products, commerce and the children’s perspective are all 
the more important (Steemers). In the everyday working 
lives of TV professionals, it is a key requirement to be able 
to confront such questions over and over. It is a balancing 
act between what is desired and what is achievable, and it 
always has to have the essential aim in view: the well-being 
of the children – and the best we have to give them. 
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