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Foreword

One of the NSPCC'’s priorities is to make every child
safe online. As the UK’s leading children’s charity, we
include young people’s voices and experiences in all
the work we do. We work in partnership with
providers of online products to make sure children’s
safety happens by design.

We understand the realities of the commercial
environment. The NSPCC’s Child Safety Online
Taskforce, with our valued partners at Baringa, is
proud to launch our new research. Here we show
how children’s safety online is something that is
‘good for business’.

We look forward to this research and its influence
growing over time and making a significant positive
impact. It will help those companies who strive to
lead the way in children’s online safety and inspire
many others to join the movement.

Together we’ll make the online world better and safer
for future generations.

Diala Sanbar Khlat MBE
Chair, NSPCC’s CSO Taskforce
Mike McGrath

Special Adviser - NSPCC
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For 25 years, Baringa has partnered with clients to
create impact that lasts and drive sustainable value.
Our experience shows that the most successful
organisations take a holistic view of shareholder
returns, considering Profit, People, Planet, and Trust
— dimensions we refer to as our Value Model.

Our latest research with NSPCC explores child safety
online as a next frontier for value and business
opportunity. The findings provide leaders with fresh
perspectives on children’s experiences in digital
spaces and how companies can lead in new ways.

These insights present a significant opportunity for
companies to go beyond compliance and create new
corporate value through doing the things that
customers, employees, shareholders — and most
importantly, our next generations — will thank them
for.

Baringa is proud to support the NSPCC and
Childline, and to collaborate with clients, industries,
societies and policymakers globally to do truly great
things.

John Petevinos
Partner in Strategy, Media and Technology
Baringa Partners




| love the focus on the commercial
benefit of child safety online.

We can be on the right side

of profits and history.”

Global Gaming Executive ﬂ
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Executive summary

Doing the right thing in business pays.

For many industries, trends once considered ‘fringe’ or ‘niche’ can become central to
consumer decisions, commercial opportunities and opening entirely new markets.

Digital technology rose from a basic internet to transform entire industries, creating
previously unimaginable products, companies and online worlds.

Sustainability moved from a ‘CSR tick box’ to be front of mind for consumers and employees.
Itis now embedded at every level of organisations. It is intrinsic to companies' strategies.
Consumers, employees, policy makers, shareholders and investors demand leadership.

Child Safety Online (CSO) is a next frontier.

Itis human to care about every child and their safety. Yet young people are not always safe
online. Societal realisation is growing, shining a spotlight on this issue. More consumers worry
about this trend. It is a commercial opportunity that companies shouldn't 'leave on the table'.
Baringa and NSPCC have co-authored this report to help businesses get ahead of the curve.
Quantitative consumer insight and qualitative case studies underpin the findings and the

commercial value framework. Our conclusion is clear.

Now, more than ever, being good for children is good for business.
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Child Safety Online is a
next-frontier trend:

C Growing understanding
of online world’s role in
children's development.

C Increasing consumer
and societal concern.

C Emergence of new
child-focused products
with safety in mind.

C New online safety
regulation.




Executive summary

Child safety online has real bottom-line potential.

Controls and regulations drive many companies’ online
safety strategies. But child safety online is now also a
leading concern for consumers. It’s a driver of their
behaviour and expectations.

Companies being an active leader can:

C Create positive positioning and differentiation

C Drive new demand, loyalty and willingness to pay

C Stimulate innovation and growth

C Improve engagement with employees and investors

Our research indicates child safety online is a growing

leverage point. It's under-utilised by many companies.

Those not looking at this trend risk disruption and
regulatory enforcement. Crucially there's also significant
new commercial value being ‘left on the table.

The opportunity for adopters is clear: Win more.

Data source: NSPCC x Savanta Child Safety Online Research 2024

64%

of adults say strong

child safety
measures give
companies a
competitive
advantage.

1%

of adults think
companies that
prioritise online
safety are more
trustworthy.

63%

of adults are willing
to pay more for
products / services
with strong child
safety features and
commitment.

30%

Higher levels of
innovation and 40%
higher levels of
retention are found
in mission-driven
companies.

35%

of people have
boycotted a
company due to
privacy or safety
concerns.

10%
(o]

of a company’s

global revenue is at

risk of being fined

by Ofcom for non-

compliance with the
UK Online Safety Act.



Executive summary

Businesses in scope of online safety regulation must of course comply.

Even so, every business can contribute to making every child safe online and reap the benefits.
Companies can act now to create new value.

Our research looks at strategic areas of enterprise value creation and how these link to child safety
online.

Focusing on CSO can

We have identified eleven value levers that any company can use. First, to understand their create new commercial
commercial value opportunity. Second, to take positive action that capturesiit. value - in terms of:

Profits ﬂ People a Trust ‘ Avoiding g C Profits.

and Culture Traps
C People and Culture.

1. Latent Consumer 5. People Performance T. Consumer and 9. Avoid Regulatory
Demand and Engagement Corporate Trust Enforcement (; Trust
2. Clear Willingness to 6. Innovation and 8. Industry Trust 10. Avoid Brand and

Leadership Advantage Advantage Reputational D . 1.
i v g Amage C Avoiding Traps.
3. New Market 11. Avoid Disruption By
Opportunities Competitors

&, Next-Generation
Customers
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Executive summary

Every company can help make the online world safer for children and be more successful in the process.

1. Setclear policies and directi d go beyond i )
et clear policies and direction — and go beyond pure compliance See section on Practical
2. Investin technologies and tools - to safeguard young people and your brand Actions for Companies
renicers T i B
3. Involve the right voices - including child safety experts and young people themselves e
St[atgglc Understan wing Opportunities  Safety Valus Model
4. Embed child safety upstream — design it into your business and product processes - e e e an [
5. Unleash employee engagement — for competitive and talent advantage T, s v o oo [
o
6. Embrace child safety as a source of value — per the Child Safety Online Value Model R e———————
o e ot | s | e | Grime
7. Engage shareholders on the short and long-term value creation opportunity

_

Standing still is unlikely to maximise value. Societal awareness and expectations keep growing. Relying only on reactive or compliance
approaches can pose risks to revenues, performance and trust.

Clear child safety strategies help organisations achieve commercial goals and responsible business success.

If you would like to discuss this research or how you can play a part in making the online world safer for children, the NSPCC and Baringa
would be delighted to hear from you.
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How can this be such an
important conversation at our
dinner tables, butnotat
our Board tables?”

Global Industry Executive in interview
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Child Safety Online:
A new frontier

of opportunity

for business
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A new frontier of opportunity

The online world is changing fast. Its impact on our lives
is everywhere and profound.

The opportunities to share, learn, work and create together
have never been greater. The pace is accelerating as each
generation is better able to take advantage of online tools.

The rapid rise of technology and online access has created
conditions for misuse, unintended consequences and
concerns over its effect on people. In particular, the
youngest or most vulnerable.

Powerful new trends are at play:

1. New consumer preferences — as people better
understand the impact of being online on children.

2. New controls and regulations — for the safety and
protection of all online users and communities.

3. New markets and use-cases — where meeting needs
of young people can create new products and
markets.

These trends create a new frontier for value creation.
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Child Safety Online as a new

Corporate Value Opportunity

From a world that:

C Celebrated open, pervasive
internet and digital
communications.

C Welcomed young online
users as a gateway to data,
behaviours and spending.

C Adapted adult-based
products to be applied or
accessible to children.

C Struggledto tell the
difference between adult or
child users / viewers.

To a world where there is:

C Growing insight into digital’s
role in young people’s lives,
wellbeing and sense of self.

C Growing concern for
inappropriate online content
and usage.

C Ability to hyper-personalise,
understand and target
consumers online.

C Emergent child-focused
products, designed for their
needs, maturity and safety.
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We’ve seen similar trends before

Like other global trends that were once just a niche or tick box exercise, child safety online should now be a priority. These trends are
now crucial for consumer choices, new business opportunities and even entirely new markets.

From...

C Sourcing materials, suppliers and labour at
lowest possible cost.

C Modest regard for local producer markets.

C Food produced using chemical process to
improve yields, costs and homogeneity.

C ‘Organicis for hippies’.

Sustainability ER®

Climate G

Sustainability as ESG tick box, with office
recycling bins and ‘green’ team building.
CSR as a modest corporate department.

Climate responsibility being something for
the ‘polluters not us’.
A ‘cost’ - to cut back when money is tight.

To...

C Ethical standards in supply chains are a non-
negotiable for consumers.

C ..with backlash for those who transgress or
defer accountability.

C Organic produce is a multi-$bn global
industry and proactive consumer choice.

C Healthy eating and organic quality is a
differentiator for brands.

C Sustainability is embedded in leading
companies, from grass roots to Board.

C New innovations, products and customers
voting with their wallets.

C Shareholder and Board commitment to true
Net Zero targets.

C Employees and customers prioritise a

company’s climate stance.
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Companies are missing out on money and opportunities

Research shows the different ways online safety can directly impact the strategic value questions that companies face every day.

Strategic questions companies ask themselves

What features
would improve

How are we
future-proofing

How can we use
new technologies

How can we
improve

How do we
attract and

How can we
differentiate in

ways that
increase our
connection and
value to
customers?

2 B
11

Of adults think
that companies
prioritising online
safety are more
trustworthy

become more
relevant or
essential to new
customers?

-
50%

Of parents with
children under 12
would switch
brands for better
online safety

customer loyalty
and willingness
to pay a
premium?

-
63%

Of adults are
willing to pay a
premium for
product/services
with strong child
safety measures
and commitment

Data source: NSPCC x Savanta Child Safety Online Research 2024

innovation,
employee
engagement and
productivity?

n
30%

Higher levels of
innovation and
40% higher
retention levels
are found in
mission-driven
companies

to accelerate
success, both
profitably and
sustainably?

=
20%

Growth in the
safety tech sector,
is one of the
fastest-growing
parts of the
technology
industry

our business and
managing
exposure to
external risks?

LB

10%

Of a company’s
global revenue at
risk of being fined
by Ofcom for
non-compliance
with the Online
Safety Act
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The research by NSPCC and Baringa

The NSPCC'’s Child Safety Online Taskforce has teamed
up with Baringa, the global consultancy, to explore the
business benefits of leading in Child Safety Online.

Most people agree that protecting children and creating
safe, age-appropriate online experiences for them is
important.

Companies know that their online presence is part of their
brand and relationship with customers. They understand
the potential for risk and value destruction from failing to
prevent online harms.

While the moral and risk-based arguments are strong, our
research adds a new perspective: Value Creation.

This initial research report, conducted during 2024 and
early 2025 by the NSPCC and Baringa, includes:

C Findings from proprietary consumer research.

C Interviews and case studies from leading
companies.

C Baringa’s value modelling framework.

Confidential

NSPCC

AA .
Research <% Baringa
Report

Quantitative and Qualitative Insight

P e

Baringa’s Value Framework

Proprietary Research,
Interviews and Case
Study Examples

Survey Data and
NSPCC's Young
People's insight
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Child Safety Online: Good for business opportunity

The Value Model:
Profits, culture,
trust and traps
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Introducing value 4% Baringa

VAYA A
AY

ValueFramework
Most companies aim to create value through everything

they do. / I
Shareholders drive this because they invest in \i
companies expecting that they will strive to become

more valuable. Profit People Planet

Baringa’s Value Framework offers a comprehensive guide
to what creates value, both for short-term profits and
long-term success.

[éil BE A GREAT BUSINESS

GROW OPERATE USE ASSETS BUILD TRUST FOR
STRATEGICALLY EFFECTIVELY THE LONG-TERM

The four key pillars of the framework are: Profit, People,
Planet and Trust. A ‘guadruple bottom-line’ to help leaders
build lasting and thriving companies.

The framework is used here to bring to life how ‘doing the
right thing’ on Child Safety Online can benefit companies.
Both in terms of new value creation and in preventing

value destruction. , B TALENTED
BUSINESS

A
RESPONSIBLE
BUSINESS
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Child Safety Online value model

Our research identifies four strategic areas of value creation for companies.

People ﬁ Trust ‘

Profits ﬂ

Grow profits through
new products and
services, more
effective pricing and
improved customer
acquisition and
loyalty.

nnnnnnnnnnnn

and Culture

Enhance innovation
and productivity
through engaged
teams and industries,
motivated to achieve
and do great things.

Win and sustain the
trust of customers
and shareholders,
over the long-run and
in the face of evolving
expectations.

Avoiding (47
Traps

Avoid risks and value
destruction arising
from unintended
consequences of
actions or legal
non-compliance.
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Child Safety Online value model

Within these are eleven value levers where child safety online is good for business.

People ﬁ Trust

Profits ﬂ

1. Latent Consumer
Demand

2. Clear Willingness to
Pay

3. New Market
Opportunities

4. Next-Generation
Customers

Confidential

and Culture

5. People Performance
and Engagement

6. Innovation and
Leadership Advantage

7. Consumer and
Corporate Trust

8. Industry Trust
Advantage

Avoiding (47
Traps
9. Avoid Regulatory

Enforcement

10. Avoid Brand and
Reputational Damage

11. Avoid Disruption By
Competitors

20



Child Safety Online: Good for business opportunity

The Value Model:
Profits

Confidential
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Profits

Strategically looking at the value opportunity of Child Safety Online
offers wide potential to grow profits, if approached in the right way

Confidential

1. Latent Consumer
Demand

Child Safety is a
powerful consumer
concern and trend, and
people are prepared to
acton it.

)

C Acquire customers
and improve loyalty.

¢ Tap into purchasing
behaviours.

C Differentiate from
competition.

2. Clear Willingness
to Pay

Embracing safety in
online offerings can
create a positive impact
on bottom-line
commercial
performance.

¥

C Price more effectively
and at a premium.

¢ Access willingness to
pay for features.

C Create lifetime value
profitability.

3. New Market
Opportunity

Child safety informs
product innovations
and opens up entirely
new addressable
market opportunities.

)

¢ Drive innovation.

C Access new use-

cases and markets.

C New revenue
streams.

4. Next-Gen Value
and Customers

Young people are
consumers for today
and tomorrow, and
responsible approaches
can create valuable
brand connection.

)

¢ Tap into youth
markets responsibly.

C Build brand and
next-gen customers.
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Profits

1. Latent Customer Demand
Child Safety is a powerful consumer concern and people are prepared to act on it.

What people worry about... ...relates to what they do and how they spend.
Online safety is the #1 concern 59% of aduits will pay more for products
for UK adults when it comes to children from companies with a commitment to child
using digital products and services. safety compared to those that who don’t

have one.

86% of parents of children aged

.12—17 flnd.chl.ld.safety measures to be 35% of oeople have boycotted a
important in digital products for :
company due to privacy or safety concerns.

children.

64% of adults say that strong child 61% of players spend less money in
safety measures give companies games due to experiencing hate speech or
a competitive advantage. harassment.

Data source: NSPCC x Savanta Child Safety Online Research 2024 23




Profits

1. Latent Customer Demand

Greatest concerns include grooming / exploitation and inappropriate content.

Online Risks to Children of Most Concern to Adults

Survey Question: Which of the following online risks to children concern you the most?

By Child Age Group and Top 1/3 Concern

0-7 years
Topl mTop3
73%
2%
67%
41%
26%
Grooming/ Exposureto  Online bullying Misuse of Spending
exploitation inappropriate or unwanted personal money within
content attention information or apps
photos

8-11 years
ETopl mTop3
78%
76%
20% 31%
o ° 27%
(0]

Grooming/ Exposureto Misuse of Addictionto  Financial

exploitation inappropriate  personal  social media  scams or
content information or or games theft

photos

Data source: NSPCC x Savanta Child Safety Online Research 2024

17%
| AUQ |
Mis-

information
or fake news

12-17 years

Topl " Top3

48%

2% 399 6%

31%

Grooming/  Online bullying  Exposureto  Being tricked Unwillingly seeing
exploitation or unwanted inappropriate into sharing

inappropriate,
attention content private or violent, harmful
personal or abusive
content content
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Profits

1. Latent Customer Demand
Consumers are prepared to act on these concerns — in what they choose.

50%

of parents with children
Under 12 would switch
brands for better online
safety

Data source: NSPCC x Savanta Child Safety Online Research 2024



Profits

1. Latent Customer Demand
Consumers are prepared to act on these concerns — in what they promote.

of parents/carers of young
people aged 5-7 say they
would recommend
companies known for strong
online child safety measures
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