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Foreword  
 

 

 

 

 

 

 

 

 

Among the many tasks of the National Broadcasting Council set out in Article 6.2 of the 

Broadcasting Act (hereinafter: the BA), I would like to highlight two that, in my opinion, 

correspond well with the issues presented in this publication. 

 

In section 12. of this Article, the legislator included the obligation to "initiate and support self-

regulation (...) in the provision of media services". Another provision, in section 13, obliged the 

NBC to perform tasks connected with media education and to cooperate with various 

organisations and institutions in this area. 

 

The effect of NBC's activity in the first of the above mentioned areas is the support for self-

regulatory initiatives undertaken by media service providers. This is because they, pursuant to 

Article 3a of the BA, create and accede to codes of good practice. In section 1, the legislator listed 

the areas in which such codes of good practice are particularly anticipated. One of them is the 

protection of minors from the harmful effects of certain media content that may have a negative 

impact (Article 18 (5) of the BA) or threaten (Article 18 (4) of the BA) their proper physical, mental 

or moral development. 
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The distinction between "may have a negative impact" and "threatening" occurs in respect to 

linear broadcasts. Then, what needs to be emphasised, media transmissions, characterised by the 

description provided for in section 5 of Article 18 of the BA, may only be distributed between 11 

p.m. and 6 a.m.; whereas with regard to transmissions characterised by the description provided 

for in section 4, the legislator prohibits their distribution altogether. However, with regard to the 

content of on-demand audio-visual media services, the statutory requirements described in 

Article 47e concerning special safeguards against their reception by minors must be taken into 

account. 

 

The National Broadcasting Council welcomed the conclusion of agreements and development 

of codes of good practice in areas such as: 

 

 protection of minors in on-demand audio-visual media services (coordinated by the 

Association of Internet Industry Employers IAB Poland) 

 distribution of advertisements and sponsorship indications in the background of 

programmes for children, referring to food products containing ingredients whose 

presence is not recommended in the daily diet (the coordinator was the Employers' Union 

of the Polish Federation of Food Producers)  

 Code of protection of children in advertising, both as recipients of advertisements and as 

actors in advertisements (the coordinator was the Union of Associations Advertising 

Council). 

 

The above set of areas of interest to the NBC is not closed. The initiative to create similar 

agreements is still awaited. I will mention here the Code of Good Practice for the Advertising of 

Dietary Supplements, recently signed towards the end of 2019. Developed back in 2016, it only 

became effective from 1 January 2020. The need to sign it was realised not only in the NBC. 

However, before this happened, many talks and meetings of the so-called round table had taken 

place, and the signatories were spurred into action by the results of research on the dietary 

supplement market published by the Supreme Chamber of Control, which were worrying for 

consumers. Luckily, the agreement has been in force for a year now. 

 

The NBC believes that having already several years of experience in cooperating with 

organizations creating self-regulatory agreements in Poland and having its own assessment of 

their effectiveness, as in the case of the protection of minors, this experience and this knowledge 

should be shared with the recipients of media content. This is why we use the intermediation of 

media representatives which we consider our common contribution to the task of media 

education. We hope that through such studies, the recipients of media content will receive 

information not only on the evaluation of the implementation of self-regulatory agreements, but 

will also be enriched with knowledge supporting the informed use of the media. 
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By supporting the effectiveness of these agreements, informed consumers will be able to 

submit appropriate complaints to the NBC if they notice content in programmes or other media 

messages that is harmful to their children. Thanks to such cooperation between broadcasters, 

advertisers and viewers who are aware of their role, it will be possible to make the codes of good 

practice even more effective. And the NBC, as the media regulator, will keep its place in this 

system of cooperation. 

 

Professor Janusz Kawecki, 

Member of the NBC 
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Introduction 
 

The programme standards for the protection of minors from the harmful effects of the 

content of programmes and other communications (e.g. commercial), which are binding on media 

service providers, are set out in the Broadcasting Act of 29 December 1992 (Journal of Laws 

2020.0.805, hereinafter as: the “Act" or, alternatively, the “Broadcasting Act") in the form of, inter 

alia, general clauses contained in: 

 Article 16b(2)-(3b) of the Act - in the case of prohibited commercial communications; 

 Article 18(4) to (5b) - with regard to the protection of minors in linear services; 

 Article 47e(1) to (3) in conjunction with Article 18(4) - regarding the protection of children 

in on-demand audio-visual media services (VoD). 

 

The regulations provided for in Article 18(4)-(5b) of the Act were rendered more precise, in 

accordance with the statutory delegation, in the Regulation of the National Broadcasting Council 

of 23 June 2005 on the classification of programmes or other broadcasts which may have a 

negative impact on the proper physical, mental or moral development of minors and programmes 

or other broadcasts intended for a given age category of minors, use of graphic symbol patterns 

and announcements formulas1 , and the provisions of Article 47e (2) of the Act (concerning the 

classification and labelling of programmes and broadcasts in non-linear services) - in the 

Regulation of the National Broadcasting Council of 5 February 2013 on detailed rules for the 

protection of minors in on-demand audio-visual media services, respectively2. 

 

In addition, the National Broadcasting Council (hereinafter also: "NBC"), in order to develop 

and emphasise the importance of the above-mentioned statutory provisions, issued a position in 

20183 , in which it indicated that the protection of children and young people from content that 

has or may have a negative impact on their proper development is its priority and strategic task, 

aimed at supporting parents and guardians in the process of shaping the child's reception 

awareness. Therefore, the NBC stressed that it would not tolerate any violation of the rules 

established to ensure the full and effective protection of minors. It also intends to consistently 

use the statutory legal (enforcement) tools necessary for the implementation of such an 

important task, i.e. cease-and-desist orders against on-demand audio-visual media service 

providers, also known as 'VoD service providers', or fines imposed on TV or radio broadcasters on 

the basis of decisions of the President of the NBC. 

                                                           

1
 Regulation of the National Broadcasting Council of 23 June 2005 on the classification of programmes or other broadcasts likely to 

have a negative impact on the normal physical, mental or moral development of minors and of programmes or other broadcasts 
intended for a given age category of minors, the use of graphic symbol patterns and announcement formulas (Dz.U.2014.311). 
2
 Regulation of the National Broadcasting Council of 5 February 2013 on detailed rules for the protection of minors in on-demand 

audiovisual media services (Dz.U.2013.209). 
3
 NBC’s position of 17 July 2018 on the protection of children and young people, http://www.krrit.gov.pl/Data/Files/_ 

public/Portals/0/stanowiska/2018/ochrona-dzieci-i-mlodziezy.pdf. 
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In addition to the above-mentioned statutory regulations and tools designed for the 

protection of minors, Polish4 and European5 legal regulations provide for the possibility of using 

the so-called mechanisms and instruments complementary to statutory law, e.g. in the form of 

self-regulatory acts - voluntary initiatives of commercial entities allowing for the implementation 

of jointly adopted guidelines, in order to increase the level of consumer protection. 

 

The main advantage of self-regulatory solutions is that they are more flexible than statutory 

solutions. It provides an opportunity for the market to rapidly adapt the level of protection of 

viewers and users in line with the dynamics of technological and social change in the ways media 

are both distributed and received. 

 

In the context of ensuring an adequate level of protection of children, it is also important to 

increase the responsibility of media service providers and other stakeholders (e.g. advertisers, 

marketing agencies, food producers etc.) for the audio-visual content broadcast through 

voluntary acceptance of additional - commonly agreed - obligations and restrictions, sometimes 

not explicitly resulting from the wording of the legal norm. 

 

Self-regulatory acts in force in Poland concerning the protection of minors against harmful 

content can be divided into two groups6. The first group consists of self-regulations that are 

complementary to the statutory provisions, complementing them or rendering them more 

precise. This applies in particular to the areas where the legislator uses general clauses and vague 

terms or provides for an optional right of the NBC to issue a regulation regulating a given legal 

area. An example of such an act is the Agreement of TV broadcasters on the rules of broadcasting 

advertisements and sponsor references concerning food or beverages containing ingredients 

whose presence in excessive amounts in the daily diet is not recommended, adopted under the 

auspices of the NBC. Under the provision of Article 16b(3a) of the Act7, the broadcasting of such 

content in children's programmes is prohibited. Pursuant to Article 16b (3b) of the Act, the NBC 

                                                           

4
 In Article 6(2)(12) of the Act, initiating and supporting self-regulation in the provision of media services is indicated as one of the 

tasks of the NBC. 
5
 Recital 13 of Directive (EU) 2018/1808 of the European Parliament and of the Council of 14 November 2018 amending Directive 

2010/13/EU on the coordination of certain provisions laid down by law, regulation or administrative action in Member States 
concerning the provision of audiovisual media services (Audiovisual Media Services Directive) due to market developments highlights 
that measures to achieve general interest objectives in the evolving audiovisual media services sector are more effective if applied 
with the active support of the service providers themselves, and experience shows that self-regulatory instruments, applied in 
accordance with Member States' legal traditions, can play an important role in ensuring a high level of consumer protection. Recital 14 
of the Directive indicates that EU Member States should, in accordance with their own legal traditions, recognise the role that effective 
self-regulation can play as a complement to the legislative, judicial and administrative mechanisms in place. 
6
 It should be stressed that the division is conventional and includes self-regulatory acts aimed exclusively at the protection of minors. 

For example, the study does not include the Broadcasters' Agreement on the Rules of Broadcasting Advertisements for Dietary 
Supplements concluded on 25 November 2019. This is because its provisions go not only beyond the subject of the study, but also 
beyond the matter of the Act. 
7
 According to Article 16b(3a) of the Act, programmes for children shall not be accompanied by commercial communications for 

foodstuffs or beverages containing ingredients whose presence in excessive quantities in the daily diet is not advisable. 
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may, after consultation with the Minister of Health, determine by regulation both the types of 

foodstuffs or beverages containing ingredients whose presence in excessive quantities in the daily 

diet is inadvisable, and the manner in which commercial messages relating to those items may be 

inserted in programmes so that they do not accompany children's programmes. The optional 

nature of the regulation gives the NBC the possibility to refrain from issuing it if the objective 

pursued by the legislator in enacting this provision, i.e. ensuring the protection of children and 

young people from commercial communications promoting the above-mentioned foodstuffs or 

beverages, is achieved without the need for the market regulator to introduce top-down, detailed 

guidelines in the form of an implementing act. 

 

Thanks to this solution, entities operating in many markets (audio-visual, advertising, food 

and beverages, marketing, etc.) are able to propose their own self-regulatory mechanisms and 

tools, making a given legal norm more specific, while minimising the risk of the regulator setting 

excessive or over-burdening obligations on providers, and consequently creating the adverse 

phenomenon of overregulation. 8 

 

It should be emphasised that the NBC still retains full power to regulate the issues in question 

on its own, both in the form of the above-mentioned measures disciplining providers and by using 

the possibility of issuing an implementing act - in the event that self-regulation proves ineffective 

and insufficient. 

 

A similar mechanism operates in the case of the Code of Good Practice on the detailed rules 

for the protection of minors in on-demand audio-visual media services. Pursuant to its provisions, 

which constitute a further clarification of Article 47e (1) of the Act9, the public on-demand service 

in which the content offered in the VoD catalogue is unsuitable for minors, may be made available 

only and exclusively with the use of appropriate technical safeguards or other measures. The Code 

specifies the general statutory prerequisites and supplements them with a list of requirements 

which the security systems must meet to be considered effective. At the same time, the NBC, as in 

the case of the Agreement of TV Broadcasters, retains its authority to issue, in agreement with the 

minister competent for information technology, a regulation in the subject matter if the 

regulations developed by the industry would not meet the objectives of the Act. 

 

 

 

                                                           

8
 Article 16b(3b) of the Act indicates that the NBC should encourage broadcasters to counteract the promotion of an unhealthy 

diet among children, and taking into account the nature of programme services, their impact on public opinion and the 

interests of viewers/listeners, without imposing unjustified obligations on broadcasters. 
9
 Pursuant to that Article, it is prohibited to make available to the public an on-demand audiovisual media service consisting of 

programmes or other broadcasts referred to in Article 18(4) which are available in a catalogue without technical protection or other 
appropriate measures to protect minors from watching them. 
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The second group of self-regulatory acts includes the Charter for the Protection of Children in 

Advertising, which not only specifies - in accordance with Article 16b(2)-(3) of the Act10 - the 

obligations of providers towards children as recipients of commercial messages, but also 

introduces even more far-reaching, non-statutory restrictions (such as the prohibition of 

promotion of excessive consumption and consumer lifestyle as the overriding value in life, which 

will be discussed in more detail later). The requirements of the Charter should be met not only in 

the case of commercial messages aimed directly at children, but also in situations where children, 

due to the form, place and manner of presentation of the advertisement, are its recipients. What 

distinguishes the Charter from other self-regulations described in the report is that it also sets out 

rules applying to child actors appearing in commercials - from the casting stage to work on set. 

 

 Therefore, the functions of self-regulation described above are clearly defined, but in 

order to assess their effectiveness, regular and independent monitoring is crucial, which only the 

authority regulating the audio-visual media services market can ensure. Therefore, the NBC, in 

accordance with the statutory indications, not only supports self-regulation and promotes the 

establishment of codes of good practice11, but also successively analyses and studies their 

effectiveness. 

 

To this end, in 2020, the Monitoring Department of the NBC Bureau carried out a 

comprehensive monitoring of TV channels and VoD services, verifying the degree of compliance 

by media service providers with the provisions of the three self-regulatory acts mentioned at the 

beginning regarding the protection of minor viewers. The following pages of this report present 

the results of the monitoring of the implementation of these provisions. It should be noted that 

each of the analyses described in the study conducted in a different period of time and was 

carried out on the basis of a different methodology, appropriately adjusted to the specifics of a 

given self-regulation. Presenting them together allows to describe to what extent the market, 

including media service providers, assumes responsibility for the safe use of television and 

Internet offers by minors. 

  

                                                           

10
 In Article 16b(2) it is prohibited to broadcast commercial communications that: 1) directly exhort minors to purchase products or 

services; 2) encourage minors to exert pressure upon their parents or other persons to persuade them to purchase the 

products or services being advertised; 3) exploit the trust minors place in parents, teachers or other persons; 4) unreasonably show 
minors in dangerous situations; 5) influence the subconscious in a hidden way. Article 16b(3) indicates that a commercial 
communication must not: 1) violate human dignity; 2) include any discrimination on the grounds of race, sex, nationality, ethnic 

origin, religion or belief, disability, age or sexual orientation; 3) be offensive to religious or political beliefs; 4) prejudice the 
physical, mental or moral development of minors; 5) encourage behaviour prejudicial to health, safety or environmental protection. 
11

 Pursuant to Article 3a(1) of the Act, media service providers, with a view to fulfilling the obligations set out in the Act, in particular 

Article 14a, Article 16b(3a), Article 18a, Article 47e and Article 47g, may create and join codes of good practice within the meaning of 
the Act of 23 August 2007 on Counteracting Unfair Market Practices (Journal of Laws of 2017, item 2070). Section 2 indicates, in turn, 
that the NBC, acting with regard to on-demand audiovisual media services, in cooperation with the minister competent for information 
technology, shall initiate, support and promote the development of codes of good practice referred to in section 1. 
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PART I 
 

Agreement of TV broadcasters - food advertising 
 

In October 2014, TV broadcasters12 signed the Agreement of TV broadcasters on the rules for 

the distribution of advertising and sponsor credits for foodstuffs or beverages containing 

ingredients whose presence in excessive amounts in the daily diet is not advisable13 (hereinafter 

the Agreement or the Agreement of Broadcasters). It is the result of cooperation between the Polish 

Federation of Food Producers, the Union of Associations Advertising Council and the NBC, and is a 

practical clarification of the obligation under Article 16b(3a) of the Broadcasting Act, which reads: 

programmes for children shall not be accompanied by commercial communications concerning 

foodstuffs or beverages containing ingredients whose presence in excessive quantities in the daily diet 

is not advisable. 

 

According to the Agreement, programmes for children under 12 years of age14 may not be 

accompanied by advertisements for products which do not meet the Nutrition Criteria15 developed by 

the Food and Nutrition Institute in Warsaw. Within the framework of the guidelines developed, 

categories of food products have been singled out for which no criteria have been laid down to allow 

advertising on children's channels. This concerns the following categories of food products: 

 

1. sugar and sugar-based products, including:  

- chocolate and chocolate products,  

- jam or marmalade,  

- non-chocolate sweets and other sugary products;  

2. non-alcoholic beverages;  

3. crisps and potato-based snacks, including pastry products.  

 

The NBC systematically monitors the degree of implementation of the provisions adopted in 

the Agreement. This study summarises the periods of the second half of 2019 and the first half of 

2020. 

 

                                                           

12
 ITI Neovision S.A. (currently CANAL+ Polska S.A.), Telewizja Polsat sp. z o. o., Telewizja Polska S.A., Telewizja Puls sp. z o. o., TVN S.A., 

VIMN Poland sp. z o. o, The Walt Disney Company Limited, ATM Grupa S.A., Music TV sp. z o. o., Lemon Records sp. z o. o., Stavka sp. z 
o .o., Superstacja sp. z o. o., TVS sp. z o. o., Telewizja Republika S.A. 
13

 https://www.pfpz.pl/files/?id_plik=3055 
14

  In relation to the legal definition contained in the Broadcasting Act, the Agreement indeed narrows the meaning of the concept of 

'children's programme', limiting the group of viewers of such programmes to children under the age of 12. It should therefore be 
emphasised that under the Broadcasting Act, ‘child’ should be understood as any person under the age of 18. 
15

 https://www.pfpz.pl/samoregulacja_reklama_kryteria. 
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Description of the analysis 
 

Data 
 

The source of information on advertising messages and viewing rates was data from the TV 

audience research carried out by Nielsen Audience Measurement. The data includes information 

on all advertising messages with a description allowing identification of the message and 

advertised products, time of broadcast, duration and audience size. Each advertising message can 

be attributed to the programme it accompanies. The data enables the determination of viewing 

rates for these channels both among the general public and for specific target groups, e.g. 

children aged 4-12, which was used in this analysis. 

 

Period considered 
 

Advertising messages aired over two six-month periods: July-December 2019 and January-

June 2020 were analysed. As agreed in the Agreement, material broadcast between 6:00 a.m. and 

8:00 p.m. was taken into account. 

 

Advertising of food products 

 
The following commercial messages for food products were selected: 

 advertising of specific products,  

 shop advertisements containing information on food products,  

 restaurant advertising. 

 

All advertised food products were classified as belonging to one of the following 

categories: 

products for which there are no criteria for advertising on children's channels:  

 sugar and sugar-based products:  

 chocolate and chocolate products,  

 jam, marmalade,  

 non-chocolate sweets and other sugary products,  

 non-alcoholic beverages,  

 crisps and potato-based snacks, including pastry products (hereinafter, for the sake of 

simplicity, referred to as "chips and salty snacks");  

or as other food products;  

in addition, the following advertisements were distinguished:  

 fast food,  
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 beer / alcohol. 

 

Often one commercial message contained information about several food products, each of 

which could be placed in a different category. These were usually advertisements for stores 

(Biedronka, Carrefour, Eurocash, Kaufland, Lewiatan, Lidl, Polomarket, Selgros, Stokrotka, Top 

Market, Żabka). For this reason, the number of advertised products is greater than the number of 

advertising messages. 

 

Under the Agreement, other foods (not covered by the complete ban on advertising on 

children's channels) should meet standards setting permitted calorie limits and levels of sodium, 

saturated fat and sugars, as well as ingredients to be promoted. However, to check the 

broadcasting of advertising in this respect would require a very sophisticated, specialised analysis, 

which this study does not provide. In the Agreement, the broadcasters undertook to require 

advertisers to declare that the content of their advertisements complies with the nutritional 

criteria mentioned in the introduction. 

 

Broadcasts 

 
Commercial messages accompanying the following channels were analysed: 

 
1. Channels aimed at children:  

 
 distributed by the Signatories to the Agreement:  

 TVP ABC (TVP S.A.),  

 Polsat JimJam (Telewizja Polsat sp. z o.o.), 

 Disney Channel, Disney Junior, Disney XD (The Walt Disney Company Limited)  
 MiniMini+, teleTOON+ (CANAL+ Polska S.A.),  

 Nick Jr, Nickelodeon, Nicktoons (VIMN Poland sp. z o.o.), 

 distributed by other broadcasters 

 Boomerang, Cartoon Network (Warner Media LLC),  

 TOP KIDS, TOP KIDS JR (Michał Winnicki conducting business under the name "Michał 

Winnicki Entertainment"). 

 

2. Children's programmes in universal service channels distributed the Signatories to the 

Agreement16 

 TVP1, TVP2 (TVP S.A.),  
 Polsat, TV4, TV6 (Telewizja Polsat sp. z o.o.),  

                                                           

16
 Only programmes with a market share of more than 1% and broadcasting children's programmes or programmes with an audience 

share of more than 5% in the 4-12 age group are included. 
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 TV PULS, Puls 2 (Telewizja Puls sp. z o.o.),  
 TVN, TVN7 (TVN S.A.).  

 

3. Programmes that children like to watch but are not necessarily aimed at them, broadcast 

in the above-mentioned universal channels. 

 

In the case of children's programmes distributed in universal channels, it was crucial to correctly 

classify a given programme as a children's programme. This category includes adaptations of classic 

fairy tales for children, animated films and series, studio programmes for children (Ziarno on TVP1), 

talent shows with the participation of children (e.g. Junior Eurovision Song Contest Gliwice-Silesia 2019 

on TVP1, Masterchef Junior on TVN), as well as the so-called family17 cinema. A list of these 

programmes can be found in the addendum at the end of the study. 

 

The programmes considered popular with children were those with an average minute audience 

(AMR%18) of more than 5% among children aged 4-12. These included not only programmes targeted 

at children, but also other programmes such as "Sylwester Marzeń z Dwójką" (New Year's Eve Dreams 

with Channel Two), or the April edition of the news service "Wydarzenia" (Events) on Polsat, which 

attracted over 8% of children aged 4-12. The list of these programmes is attached at the end of the 

study. 

 

 

 

 

 

 

 

 

 
                                                           

17
 According to the Broadcasting Act, a children's programme is a programme which, due to its duration and content, is mainly 

addressed to children (Article 4, clause 15). This is a term which goes beyond the content of the above mentioned statutory (legal) 
definition and also includes programmes with content other than mainly addressed to children. For the purpose of this study, 
exceptionally, the category of children's programmes also includes programmes from the category of family cinema/films. 
18

 AMR / AMR% - the average number / percentage of people in a given target group who simultaneously watched a programme for 

one minute. AMR% is usually smaller than the reach (RCH%) of a programme, which is the percentage of people who watched the 
programme for at least a minute. 
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Children as viewers 

 
Children aged 4-12 accounted for 5% of the TV audience in the periods analysed19 . 

 

Figure 1: TV audience structure 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

They spent almost half the time watching TV than the general public. Children and young 

people aged 13-19 and young adults (20-29) watched TV very little. 

 

Figure 2: TV viewing time (ATV) [g:mm:ss] 

 

 

 

AVERAGE 4:21:11 

                                                           

19
 Data for July 2019 - June 2020, based on Nielsen Audience Measurement research. 

 

 

2:16:13 

 

 

 
1:20:25 

 

 

1:55:29 

 

4:03:04 

6:05:26 6:47:29 

 

4-12 years 13-19 years 20-29 years 30-49 years 50-64 years 65+ years 
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29% 

50-64 years 

29% 30-49 years 

29% 

4-12 years 

5% 

13-19 years 

2% 

20-29 years 

6% 



The ATV viewing time indicator used in the graph takes into account both those who watched 

TV and those who did not (whose viewing time was zero). 

 

 

Figure 3. CHANNELS FOR CHILDREN, CHANNEL VIEWING TIME (ATV, CHILDREN AGED 4-12) 
 

  2nd HALF 2019  1st HALF 2020 
   

TOP KIDS JR 0 m. 6 s.  
 0 m. 14 s.  

TOP KIDS 0 m. 2 s.  
 0 m. 2 s.  

Cartoon Network 4 m. 29 s.  
 5 m. 40 s. 

Boomerang 2 m. 5 s.  
 2 m. 35 s.  

Nick Jr 4 m. 20 s. 8 m. 10 s. 
  

Nicktoons 2 m. 6 s.  
 3 m. 5 s.  

Nickelodeon 5 m. 45 s. 
 5 m. 7 s.  

teleTOON+ 1 m. 1 s.  
 0 m. 57 s.  

MiniMini+ 3 m. 3 s.  
 2 m. 25 s.  

Disney XD 1 m. 0 s.  
 0 m. 54 s.  

Disney Junior 2 m. 42 s.  
 3 m. 53 s.  

Disney Channel 2 m. 0 s.  
 1 m. 47 s.  

Polsat JimJam 1 m. 35 s.  
 1 m. 17 s.  

TVP ABC 
 

     12 m. 5 s. 
     12 m 25 s. 
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Figure 4. UNIVERSAL CHANNELS, CHANNEL VIEWING TIME (ATV, CHILDREN AGED 4-12) 

 

 
 

Children aged 4-12 in both analysed periods spent the most time watching TVP ABC and Puls 2 

- on average 12 minutes a day. Universal Polsat and TVN were the next longest watched channels 

among children in this age group. TOP KIDS and TOP KIDS JR were the least popular channels. 

 

Results 
 

Channels for children 
 

Channels targeted at children, like other channels, include commercial breaks. There are 

slightly fewer commercials than in universal channels, but they take up around 12% of 

broadcasting time between 6:00 and 20:00. 

 

Table 1: Advertising messages in children's channels between 6 a.m. and 8 p.m. 

 

 2nd HALF 2019 1st HALF 2020 
 

Total number of advertising messages 
842 808 529 944  

(14 channels for children)  

  
 

    

Average daily number of advertising messages 
329 209  

on one channel  

  
 

    

Total advertising time 4,680 hours 3,857 hours 
 

Average daily advertising time per channel 1 hour 50 min. 1 hour 31 minutes. 
 

 

2nd HALF 2019 1st HALF 2019 
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Share of individual industries in the broadcasting time of 

advertisements on children's channels. 

 

 

 

Chart 5.         Chart 6. 
 

2nd HALF 2019         1st HALF 2020 
 
 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

* excluding advertising for children's food products, which is included in food advertising 

 

Commercials for food products and grocery stores accounted for a small share of advertising 

time. Ads for non-food children's products, personal care products and the telecommunications 

industry took up the most time. Ads for food and grocery shops had a four times smaller share of 

advertising time on children's channels than on universal channels. 
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Table 2. NUMBER OF ADVERTISEMENTS, JULY - DECEMBER 2019, PROGRAMS FOR CHILDREN 
 

BROADCASTER 
TVP SA Polsat  The Walt Disney Company CANAL+ Polska S.A. VIMN POLAND Sp. z o.o. 

Warner Media / 

Cartoon Network 
Michał Winnicki 

CHANNEL TVP 

ABC 

Polsat 

Jim Jam 

Disney 

Channel 

Disney 

Junior 

Disney 

XD 

Mini 

Mini+ 

tele 

TOON+ 
Nickelodeon Nicktoons Nick Jr Boomerang 

Cartoon 

Network 

TOP 

KIDS 

TOP 

KIDS JR 

chocolates, 

chocolate products 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 

jam, marmalade 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

non-chocolate 
sweets and other 
sugary products 

0 0 0 0 0 0 0 0 0 0 0 0 0 0 

soft drinks 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

crisps  
and salty snacks 

0 0 0 0 0 0 0 0 0 0 0 0 0 0 

 

fast-food 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

beer, alcohol 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

Total food 

(excluding fast-

food) 

886 224 788 874 349 526 659 689 1 201 434 748 382 622 7 

All advertisements 69 287 51 940 65 210 72 877 82 949 39 617 46 981 50 788 70 896 57 521 83 505 79 050 47 317 24 870 

 

Fast food commercials present on TVP ABC and Cartoon Network come in the form of an ad for the McDonald's restaurant chain promoting Happy Meal 

sets and the toys that come with them. The commercial was aired in the first week of July 2019. 

  

2
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Table 3. NUMBER OF ADVERTISEMENTS, JANUARY - JUNE 2020, CHANNELS FOR CHILDREN 
 

BROADCASTER 
TVP SA Polsat  The Walt Disney Company CANAL+ Polska S.A. VIMN POLAND Sp. z o.o. 

Warner Media / 

Cartoon Network 
Michał Winnicki 

CHANNEL TVP 

ABC 

Polsat 

Jim Jam 

Disney 

Channel 

Disney 

Junior 

Disney 

XD 

Mini 

Mini+ 

tele 

TOON+ 
Nickelodeon Nicktoons Nick Jr Boomerang 

Cartoon 

Network 

TOP 

KIDS 

TOP 

KIDS JR 

chocolates, 

chocolate products 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 

jam, marmalade 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

non-chocolate 
sweets and other 
sugary products 

0 0 0 0 0 0 0 0 0 0 0 0 0 0 

soft drinks 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

crisps  
and salty snacks 

0 0 0 0 0 0 0 0 0 0 0 0 0 0 

 

fast-food 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

beer, alcohol 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

Total food 

(excluding fast-

food) 

1 367 235 554 426 827 391 474 689 1 063 636 142 155 641 1 183 

All advertisements 55 555 47 888 47 574 36 894 72 884 38 381 41 651 27 361 46 255 23 942 72 817 75 738 40 091 52 492 

 

On TVP ABC, between 1 and 9 February, 48 commercials promoting Wawel dark chocolate (70%) were broadcast. 
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In both periods under consideration, channels aimed at the youngest viewers hardly broadcast 

any advertisements for foodstuffs for which, according to the Agreement, no advertising criteria 

were laid down. This is true not only of the channels whose broadcasters have joined the Agreement 

(marked in blue in the table), but also of the other four channels. The only exception was an 

advertisement for Wawel dark chocolate on TVP ABC. 

 

Other food products advertised in children's channels most frequently included infant milk, 

yoghurt, cheese, porridge, fruit juice, water, and occasionally fish, cold cuts, meat, fruit, vegetables, 

vegetable puree, butter, oil, cheese, ice cream, coffee and tea. 

 

The McDonald's commercials on TVP ABC and Cartoon Network mainly featured toys attached to 

children's kits. The food set was shown in a short snapshot at the end of the commercial. 

 

 

Universal channels 
 
Commercials on universal channels between 6:00 and 20:00 take up about 19% of broadcast time. 

 

Table 4. Advertising messages on universal channels between 6 a.m. and 8 p.m. 
 

 2nd HALF 2019 1st HALF 2020 
 

 

Total number of advertising messages 
(9 universal channels) 

768 460 736 477  

 

 

 

Average daily number of advertising messages 
in one channel 

467 452  

 

 

 

Total advertising time 4,435 hours 4,275 hours 
 

 

Average daily advertising time per channel 2 h 42 min. 2 hours 37 minutes. 
 

 

 

The food industry was one of the key industries promoted on universal channels. Ads for food 

products and grocery stores together ranked second in terms of advertising time. They were only 

overtaken by ads for health products and medicines. 
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Share of individual industries in the broadcasting time of 
advertisements on universal channels 

 

 

 

 

Chart 7.      Chart 8. 

 
2nd HALF 2019         1st HALF 2020 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The products advertised on universal channels also included some that should not be promoted 

in children's channels. 
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Table 5: NUMBER OF PRODUCT ADVERTISEMENTS THAT SHOULD NOT BE ADVERTISED ON 
CHILDREN'S CHANNELS AIRED BETWEEN 6:00 AM AND 8:00 PM ON UNIVERSAL CHANNELS 

 

 2nd HALF 2019 1st HALF 2020 

chocolates, chocolate products 12 769 11 745 

jam, marmalade 371 225 

non-chocolate sweets and other sugary products 28 656 21 493 

soft drinks 22 026 12 974 

crisps and salty snacks 4 499 4 944 

 
Ads for such products accounted for a large share of food ad time (39.9% in H2 2019 and 34.0% 

in H1 2020). 

 

SHARE OF PRODUCT TYPES IN BROADCAST TIME OF FOOD 
COMMERCIALS ON UNIVERSAL CHANNELS. 
 

 Chart 9. Chart 10. 

          2nd HALF 2019     1st HALF 2020  
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CHILDREN'S SHOWS BROADCAST ON UNIVERSAL CHANNELS 

 
Despite the existence of television channels targeted at children and young people,  channels 

with a universal profile also have something to offer the youngest viewers. These include cartoons, 

adaptations of fairy tales, studio programmes, and the so-called family feature films (see footnote 

17). The largest number of children's programmes among the analysed universal channels was 

broadcast on channel Puls 2 (79% of all programmes for children broadcast in the analysed channels), 

and the smallest was on channel TVP 1. 

 

Children's shows broadcast on universal channels were occasionally accompanied by 

advertisements for products for which no criteria were provided to allow advertising during 

children's programmes. Such advertisements appeared both in family films, e.g. Lemony Snicket - a 

series of unfortunate events on TVP2 or Cinderella on TVN, as well as cartoons, e.g. 101 Dalmatians 

on Polsat or Phineas and Ferb on Puls 2. These were mainly advertisements for sweets.
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TABLE 6. NUMBER OF COMMERCIALS, JULY - DECEMBER 2019, UNIVERSAL CHANNELS, PROGRAMMES FOR CHILDREN 
 

BROADCASTER TVP S.A. Telewizja Polsat sp. z o.o. Telewizja Puls sp. z o.o. TVN S.A. 

CHANNEL TVP 1 TVP 2 Polsat TV4 TV 6 TV PULS Puls 2 TVN TVN 7 

Number of children's 

programmes 
74 21 337 162 249 178 6183 572 94 

Chocolates, chocolate products 12 4 25 52 7 7 67 27 2 

Jam, marmalade 0 0 1 1 1 1 1 0 0 

Non-chocolate confectionery 

and other sugary products 
26 4 114 130 35 47 136 53 28 

Non-alcoholic beverages 4 5 140 118 48 29 44 58 9 

Crisps and other salty snacks 0 0 15 36 16 8 1 17 1 

 

Fast-food 0 0 40 2 9 0 51 13 1 

Beer, alcohol 0 0 0 0 0 0 0 0 0 

Total food (excluding fast-food) 33 11 363 226 114 218 1765 164 128 
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TABLE 7. NUMBER OF ADVERTISEMENTS, JANUARY - JUNE 2020, UNIVERSAL CHANNELS, PROGRAMMES FOR CHILDREN 

 

BROADCASTER TVP S.A. Telewizja Polsat sp. z o.o. Telewizja Puls sp. z o.o. TVN S.A. 

CHANNEL TVP 1 TVP 2 Polsat TV4 TV 6 TV PULS Puls 2 TVN TVN 7 

Number of children's 

programmes 
10 194 337 424 147 220 6238 156 81 

Chocolates, chocolate products 10 4 25 19 14 25 74 6 8 

Jam, marmalade 0 0 1 1 0 0 0 0 0 

Non-chocolate confectionery 

and other sugary products 
12 9 114 33 23 58 68 15 60 

Non-alcoholic beverages 1 6 140 54 27 19 27 9 9 

Crisps and other salty snacks 0 0 15 15 25 3 0 4 6 

 

Fast-food 0 0 40 11 2 0 0 2 3 

Beer, alcohol 0 0 0 0 0 0 0 0 0 

Total food (excluding fast-food) 73 102 363 202 122 231 1633 60 95 
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SHOWS ON UNIVERSAL CHANNELS WITH A CHILDREN AUDIENCE OF 
MORE THAN 5% 

 

The Agreement and the Broadcasting Act do not make restrictions on food advertising dependent 

on the level of children's viewing of shows. However, bearing in mind that some television content, 

although not specifically targeted at children, attracts a large audience of children, it was checked 

whether, in the commercial breaks accompanying these shows, advertisements were broadcast for 

products containing ingredients whose excessive amount in the daily diet is not advisable. 

 

The average minute audience per show for the analysed universal channels in the 4-12 age group 

was around 0.5%. Shows with large children audiences were, as in the previous review20, those 

watched by more than 5% of children aged 4-12. There were few such shows, and some channels 

had none at all. Some animated children's films had large audiences, but so did the Ski Jumping 

World Cup broadcast on TVP1, or the reality show Our New Home on Polsat (a detailed list can be 

found at the end of the document). 

 

The number of food products advertised that should not accompany children's shows was small 

for shows with an AMR% of more than 5% - a total of 12 such products were advertised on universal 

channels in the second half of 2019 and 15 products in the first half of 2020.

                                                           

20
 Food advertisements in programmes for children under 12, KRRiT Monitoring Department, http://www.krrit. 

gov.pl/Data/Files/_public/Portals/0/publikacje/raporty/reklamy-zywnosci---raport-krrit-2020.pdf, Report on the broadcast of commercial 
messages of food products not meeting the nutritional criteria contained in the "Nutritional criteria for self-regulation of food advertising 
aimed at children under 12 years of age in Poland" developed by the Polish Federation of Food Producers Employers' Association aired 
between 1 October 2015 and 31 March 2016, Ewa Prędka, http://www.krrit.gov.pl/Data/Files/_public/Portals/0/ 
reports/krrit_child_2016_version_01.pdf 
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Table 8. NUMBER OF ADVERTISEMENTS, JULY - DECEMBER 2019, UNIVERSAL CHANNELS, PROGRAMMES WITH AMR% > 5% IN THE 4-12 YEAR GROUP 
 

BROADCASTER TVP S.A. Telewizja Polsat sp. z o.o. Telewizja Puls sp. z o.o. TVN S.A. 

CHANNEL TVP 1 TVP 2 Polsat TV4 TV 6 TV PULS Puls 2 TVN TVN 7 

Number of children's 

programmes 
2 1 19 0 0 

0 0 0 0 

Chocolates, chocolate products 1 0 0 0 0 0 0 0 0 

Jam, marmalade 0 0 1 0 0 0 0 0 0 

Non-chocolate confectionery 

and other sugary products 
0 0 7 0 0 

0 0 0 0 

Non-alcoholic beverages 0 0 3 0 0 0 0 0 0 

Crisps and other salty snacks 0 0 0 0 0 0 0 0 0 

 

Fast-food 0 0 1 0 0 0 0 0 0 

Beer, alcohol 0 0 0 0 0 0 0 0 0 

Total food (excluding fast-food) 5 1 17 0 0 0 0 0 0 
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Table 9. NUMBER OF ADVERTISEMENTS, JANUARY - JUNE 2020, UNIVERSAL CHANNELS, PROGRAMMES WITH AMR% > 5% IN THE 4-12 YEAR GROUP 
 

BROADCASTER TVP S.A. Telewizja Polsat sp. z o.o. Telewizja Puls sp. z o.o. TVN S.A. 

CHANNEL TVP 1 TVP 2 Polsat TV4 TV 6 TV PULS Puls 2 TVN TVN 7 

Number of children's 

programmes 
3 0 20 0 0 0 12 1 0 

Chocolates, chocolate products 6 0 0 0 0 0 0 0 0 

Jam, marmalade 0 0 0 0 0 0 0 0 0 

Non-chocolate confectionery 

and other sugary products 
2 0 1 0 0 0 0 0 0 

Non-alcoholic beverages 3 0 3 0 0 0 0 0 0 

Crisps and other salty snacks 0 0 6 0 0 0 0 0 0 

 

Fast-food 0 0 0 0 0 0 0 0 0 

Beer, alcohol 0 0 0 0 0 0 0 0 0 

Total food (excluding fast-food) 1 0 3 0 0 0 0 0 0 

3
2
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COMPARISON WITH PREVIOUS YEARS' DATA 
 
 

In the period following the signing of the Agreement, the NBC prepared three reports on the 

broadcasting of food messages accompanying children's programmes. In turn, the subsequent 

analyses cover four consecutive six-month periods starting from the second half of 2018, as 

illustrated in the table below. 

 

TABLE 10: PERIODS FOR WHICH FOOD ADVERTISING WAS ANALYSED 
 

2014 2015  2016 2017 2018 2019 2020 
         

  1. 2.  3.          4. 5. 6. 7.   
                     

  Jul-Dec Jan-Jun  Oct-Mar          Jul-Dec Jan-Jun Jul-Dec Jan-Jun   
                     

 

Comparing the data from these reports requires taking into account the changes in 

methodology that have been made, compared to the analyses for the first three periods examined: 

 

- The list of channels for children has been expanded. For periods 4 and 5, four additional 

channels were added: Nickelodeon, Nicktoons, Cartoon Network, TOP KIDS, and for periods 

6 and 7 the TOP KIDS JR channel was added. 

 

- The list of universal channels for periods 6 and 7 excludes Polsat 2, which had no children's 

programmes or channels with an audience of more than 5%. 

 

- For the last four periods examined, all children's shows broadcast on universal channels at 

the time were included, while for the first three periods the reviews were limited to three 

weeks in each period. 

 

- Unlike the first three reports, in periods 4 to 7, the category "beverages" does not include: 

waters, juices, nectars, water with juice and syrups, as these are separate product 

categories according to EU food standards and Polish law21. 

 

- In reports 4-7 food advertising also included advertisements for grocery and multi-branch 

stores if food products were promoted in the content of the commercial message. Previous 

studies did not take such advertising into account. 

 

 

 

 

 

 
 
                                                           

21
 Juices and nectars are defined in the Regulation of the Minister of Agriculture and Rural Development of 8 February 2013. Dz. U. 2013, 

item 327 and in Directive 2012/12/EU and, like water, are a separate category from soft drinks 
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CHANNELS FOR CHILDREN 
 

The first pattern that draws attention is the dramatic reduction in the share of food advertising 

messages in the total number of advertisements that has occurred as a result of the adoption of the 

Agreement (see table on the next page). This is particularly evident in the case of the Disney XD 

channel, where the percentage of the number of food advertisements fell from 17.7% in the second 

half of 2014 to less than 4% in the last four periods examined. 

 

Table 11. PERCENTAGE OF THE NUMBER OF ADVERTISEMENTS PROMOTING FOOD, CHILDREN'S 
CHANNELS 
 

 VII-XII 
I-VI 2015 

X 2015-III VII-XII 
I-VI 2019 

VII-XII 
I-VI 2020  

 
2014 2016 2018 2019  

    
 

TVP ABC 9,7% 1,4% 3,6% 2,6% 2,0% 3,5% 4,8% 
 

        
 

Polsat JimJam 4,6% 2,1% 2,9% 3,6% 2,9% 2,7% 2,2% 
 

        
 

Disney Channel 15,3% 11,5% 11,7% 2,7% 2,5% 2,6% 7,1% 
 

        
 

Disney Junior 13,3% 3,6% 7,3% 2,8% 1,5% 2,0% 5,1% 
 

        
 

Disney XD 17,7% 10,3% 9,7% 2,2% 1,2% 1,7% 3,5% 
 

        
 

MiniMini+ 10,5% 3,9% 7,6% 2,8% 3,3% 2,5% 3,7% 
 

        
 

teleTOON+ 10,6% 8,7% 10,0% 1,6% 4,6% 2,7% 7,3% 
 

        
 

Nick Jr    1,3% 2,6% 2,6% 6,4% 
 

        
 

Nickelodeon 9,9% 9,5% 9,2% 2,2% 3,1% 3,1% 8,2% 
 

        
 

Nicktoons    2,5% 4,2% 1,2% 6,5% 
 

        
 

Boomerang 7,0% 1,3% 2,4% 4,0% 2,2% 2,8% 2,0% 
 

        
 

Cartoon Network 6,4% 1,4%  3,6% 1,6% 2,1% 1,9% 
 

        
 

TOP KIDS    2,4% 2,2% 1,3% 1,7% 
 

        
 

TOP KIDS JR      0,0% 2,9% 
 

        
 

 

The number of advertisements for products that should not be promoted during children's 

programmes is compared below. 

Table 12. SUGAR AND SUGAR-BASED PRODUCTS - NUMBER OF ADVERTISEMENTS, CHILDREN'S 
CHANNELS 
 

 VII-XII 
I-VI 2015 

X 2015-III VII-XII 
I-VI 2019 

VII-XII 
I-VI 2020  

 
2014 2016 2018 2019  

    
 

TVP ABC 333 0 0 0 3 0 48  
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Polsat JimJam 0 - 0 0 0 0 0  
 

         
 

Disney Channel 2 360 0 0 0 0 0 0  
 

         
 

Disney Junior 1 735 0 0 0 0 0 0  
 

         
 

Disney XD 2 994 0 0 0 0 0 0  
 

         
 

MiniMini+ 0 0 0 0 0 0 0  
 

         
 

teleTOON+ 0 0 0 0 0 0 0  
 

         
 

Nick Jr - - - 0 0 0 0  
 

         
 

Nickelodeon 18 0 0 0 0 0 0  
 

         
 

Nicktoons - - - 0 0 0 0  
 

         
 

Boomerang 0 0 - 0 0 0 0  
 

         
 

Cartoon Network 0 0 - 0 0 0 0  
 

         
 

TOP KIDS - - - 0 22 0 0  
 

         
 

TOP KIDS JR - - - - - 0 0  
 

         
 

 

Confectionery advertisements are an example of the biggest (positive) change that took place 

after the Agreement came into force. These advertisements appeared in particularly large numbers 

in 2014 on channels owned by The Walt Disney Company. Afterwards, however, the broadcaster 

stopped airing them. As a result of the self-regulation, broadcasters have abandoned the airing of 

such advertisements. An exception are 48 instances of airing a commercial promoting Wawel dark 

chocolate on TVP ABC. 

 

There was a similar effect for soft drink adverts, although their extinction took slightly longer 

than for confectionery adverts. They continued to appear until the first half of 2015. After that date, 

broadcasters stopped airing them. (Data from the first three periods /2014 - 2016/ include the 

number of soft drink ads minus ads for waters, juices, nectars and syrups). 

 

 

TABLE 13. NON-ALCOHOLIC BEVERAGES - NUMBER OF ADVERTISEMENTS, CHANNELS FOR 

CHILDREN 

 

 VII-XII 
I-VI 2015 

X 2015-III VII-XII 
I-VI 2019 

VII-XII 
I-VI 2020  

 
2014 2016 2018 2019  

    
 

TVP ABC 378 123 0 0 1 0 0  
 

         
 

Polsat JimJam 42 97 0 0 0 0 0  
 

         
 

Disney Channel 597 295 0 0 0 0 0  
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Disney Junior 461 161 0 0 0 0 0  
 

         
 

Disney XD 571 293 0 0 0 0 0  
 

         
 

MiniMini+ 609 0 0 0 0 0 0  
 

         
 

teleTOON+ 303 278 0 0 0 0 0  
 

         
 

Nick Jr    0 0 0 0  
 

         
 

Nickelodeon 354 148 0 3 0 0 0  
 

         
 

Nicktoons    0 0 0 0  
 

         
 

Boomerang 298 0  0 0 0 0  
 

         
 

Cartoon Network 175 0  0 0 0 0  
 

         
 

TOP KIDS    0 0 0 0  
 

         
 

TOP KIDS JR      0 0  
 

         
 

 

In none of the periods presented did advertisements for potato crisps and salty snacks appear in 

the children's channels examined. 

 

UNIVERSAL CHANNELS 

 

Due to the highly variable number of children's shows on universal channels, data on the 

number of advertisements have not been collated comparatively. 

 

However, it can be concluded that in each of the periods under study, advertisements for sugar-

based products, salty snacks and soft drinks appeared during children's shows in small numbers, but 

were nevertheless present. These were primarily advertisements for sweets, followed by drinks, and 

the fewest advertisements for crisps and salty snacks, which is consistent with the structure of food 

advertisements on universal channels  shown in Figures 9 and 10. 
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INDUSTRY COMMENTARY 

 

 

 

 

 

 

 

 

The Agreement of Television Broadcasters on the Rules of Broadcasting Advertisements and Sponsor 

References for Foodstuffs or Beverages Containing Ingredients whose Presence in Excessive Amounts 

in the Daily Diet is Inadvisable, the so-called Broadcasters' Agreement, is the first self-regulatory 

agreement on food advertising in Poland adopted as a result of close cooperation between 

television broadcasters, the National Broadcasting Council, the Polish Federation of Food Producers 

and the Union of Associations Advertising Council, the owner of the Code of Ethics for Advertising. 

 

An important element of the Agreement is the periodic testing of the effectiveness of this self-

regulation. The National Broadcasting Council, as an authority guaranteeing objectivity and 

independence of research, has monitored the effectiveness of this self-regulation already three 

times since the Agreement has come into force. The results of the monitoring exercises carried out 

by the NBC confirm a very high - over 90% - effectiveness of this voluntary agreement. 

- The effectiveness of this self-regulation presented in the publication of the National 

Broadcasting Council proves that the obligation not to advertise certain types of products to children 

under 12 years of age has become a market practice and the close cooperation of all participants in 

the advertising market - broadcasters, advertisers, sector organisations and regulator - brings 

measurable effects - says PhD Andrzej Gantner, Vice President of the Management Board and 

General Director of the Polish Federation of Food Industry Employers Association. 
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PART II 
 

 

CODE OF GOOD PRACTICE – PROTECTION OF MINORS 
IN VoD 
 
 

In June 2014, the Board of the Association of Internet Industry Employers IAB Poland, which 

associates, among others, the leading Polish providers of on-demand audio-visual media services 

(VoD)22 , adopted a Code of Good Practice on detailed rules for the protection of minors in on-

demand audio-visual media services. The Code was then presented and accepted in July 2014 at a 

meeting of the NBC. The document is the result of many months of consultations between IAB 

Polska lawyers, NBC experts and the Ministry of Digitalisation.  It was created - as already 

mentioned in the introduction - in connection with the entry into force on 28 February 2013 of 

Article 47e(1) of the Broadcasting Act, which imposes on VoD broadcasters the obligation to use 

technical safeguards or other appropriate measures to protect minors from content harmful to 

them, i.e. shows or other messages made publicly available in VoD catalogues referred to in Article 

18(4) of the Act, i.e. shows or other messages threatening the physical, mental or moral 

development of minors, in particular those containing pornographic content or unreasonably violent 

content. 
 
 

According to the Code, the above-mentioned content may only be made available using the 

following technical safeguards: 

 

- a system whereby inappropriate content may be made available to recipients of services 

only after verification of their age by: 

 

 the provision of credit card details by the customer, e.g. for the purposes of checking the 

validity of the card, pre-authorisation or temporary blocking of a token amount (e.g. on a 

one-off basis at the time of registration or whenever the customer logs on or consults 

the content 

and/or 

 payment (e.g. one-off, subscription, first time access to inappropriate content by a given 

service user for access to inappropriate content - by credit card, electronic bank transfer 

or other equivalent solution, e.g. PayPal). 

 

                                                           

22
 This group includes, among others: cineman.pl, Cyfrowy Polsat S.A. (provider of the service Ipla.tv) Ringier Axel Springer Polska Sp. z 

o.o. (owner of the portal Onet pl., within which the Vod.pl service is available), TVP S.A. (provider of the service TVP VoD), TVN Discovery 
Group (provider of the service Player.pl), Wirtualna Polska Holding S.A. (owner of the service WP Pilot and the portal wp.pl, which offers, 
inter alia, the service wp.film).  

38        THE NATIONAL BROADCASTING COUNCIL 

 



- another system, which makes access to inappropriate content by the recipient of the service 

conditional on effective verification of the viewer's age. In case the provider uses a system 

other than the one described above, the Provider shall notify IAB Poland about this 

intention/fact. 

 

Where one of the above-mentioned security systems is used, the signatories to the Code may, to 

the extent that is technically feasible, also voluntarily set, within their VoD services, a so-called safe 

mode (PIN deactivated). This mode consists in filtering the respective VoD catalogue by the system 

in order to only display content that is safe for minor audiences in the user profile. 

 

DESCRIPTION OF THE ANALYSIS 
 
 

DATA 
 

The Monitoring Department of the NBC Bureau analysed the following Polish VoD services: 

Cineman.pl, Ipla.tv, Player.pl, TVP VOD, VOD.pl, WP.pl - VoD services (including, among others, WP 

Film) and the CDA Premium service offered by CDA.pl, which is not a signatory to the Code. When 

analysing the resources of the above-mentioned services, particular attention was paid to thrillers 

and horror films, as film genres which include scenes of violence, nudity or sex. Moreover, as noted 

by the NBC in its position paper of 2018, cited in the introduction, contemporary cinema and 

television production is increasingly turning to drastic or shocking means of expression in content 

and image, and some film genres (e.g. the aforementioned gore, survival or slasher horror films) are 

characterised by a large number of scenes of naturalistically depicted violence or combining violence 

with sexuality and aggression. 

 

It should also be stressed that the effectiveness of technical safeguards used in VoD services to 

protect minors from content unsuitable for them cannot be verified in isolation from the 

compliance of the show age classification adopted by media service providers in accordance with 

the Regulation of the National Broadcasting Council of 5 February 2013 on detailed rules for the 

protection of minors in on-demand audio-visual media services. Classification by the media service 

provider of a given show into a specific age category and marking it with an appropriate pictogram 

(in the case of the above-mentioned regulation - as opposed to shows broadcast on television - 

pictograms are only obligatory for shows from the age of 12, 16 and 18) is the condition for the 

application of a protection system. Therefore, the Monitoring Department of the NBC Bureau 

checked not only the technical protection of the above-mentioned content, but also analysed the 

content of each show to check whether the age category specified by the provider complies with 

the criteria indicated in Appendix 1 to the above-mentioned regulation. 

 

 
PERIOD CONSIDERED 
 

The analysis covered shows and broadcasts made available on the aforementioned VoD services 

between January and October 2020. 
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RESULTS 
 

A total of 352 shows and trailers available on VoD services were monitored. 

The number of shows and broadcasts analysed in the services of each provider was as 

follows: 

 

TABLE 14. VOD CATALOGUE ANALYSED - NUMBER OF TRAILERS AND SHOWS 
 

SUPPLIER Cineman.pl Ipla.tv Player.pl TVP VOD VOD.pl WP.pl 
CDA  

 

Premium  
 

        
 

          

Number of 
shows 

43 52 49 50 47 54 57 
 

 

and trailers 
 

 

        
 

 

In each of the services, the monitoring covered a comparable number of shows and trailers - the 

average per service was about 50 shows. The investigated services offered users various methods of 

payment for access to the abovementioned shows, however, it should be noted that not all services 

provided a full range of payment means: 

 

TABLE 15. TYPES OF PAYMENT FOR ACCESS TO VOD CONTENT 
 

Types of payment for access to VoD content Notes on payment methods 

CREDIT CARD Payment by credit or debit card. Card number and 

name required. 

BANK TRANSFER Transfer via a bank’s website. 

BLIK Confirmation of payment on a bank’s mobile app. 

SMS Access to the service by sending an SMS message. 

PAYMENT BY PHONE 

(direct billing) 

Payment for the service is added to the telephone 

bill (subscription) or charged from the account 

(PrePaid). 

PREPAID CARD, 

Independent from bank account 

Codes to be purchased at many points of sale (e.g. 

Żabka, newsagents). 

PROMOTION CODES Codes to be purchased online. Also added to 

purchased services or goods. 

 

According to the Code, a customer whose age has been verified in one of the ways described in 

the document may access unsuitable content in any of the payment models offered by the VoD 

service. In this regard, it should be stressed that the methods of payment for access to content 

unsuitable for minors, which are independent of the user's bank account or other form of 

authentication of his/her identity and proof of age, may raise doubts in the context of the wording 

of Article 47e(1) of the Broadcasting Act. This is because they do not provide effective protection of 

children against access to harmful content and should therefore be linked to additional forms of age 

verification of the user of a given service. 

 

The fact that such payment methods - on their own - are not sufficient as effective technical 

safeguards to protect children from inappropriate content is demonstrated by the experiment 

carried out for this study by the Monitoring Department of the NBC Bureau. An employee of the 

Monitoring Department purchased in one of the points of sale (shop/press shop) a so-called prepaid 

card used for online payments. It contained a coupon with a 16-digit PIN code, which could be used 
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in shops and online services to authorise transactions up to the amount paid at the point of sale. 

Such cards are independent of a bank account, credit card or other personal data and allow for 

anonymisation of the service buyer's data. In the case of one of the analysed VoD services, the use 

of a prepaid card only required the creation of a user profile without effective age verification - an 

employee of the Monitoring Department logged into the service as a minor, gaining access to a 

show intended for users aged 18 and over with the prepaid card. 

 

As a result of the monitoring, cases of providing access to content posing a threat to the moral, 

physical and mental development of children and young people being made available free of charge, 

without any technical safeguards, despite the fact that the programme in question was classified in 

the "over 18" age category were found. This practice concerned individual, niche horror films, both 

contemporary and from decades ago. The user could watch them without the necessity of 

registering in the given service, after confirming his/her age by clicking the box with the word "yes" 

and watching the commercials preceding the screening. 

 

The effectiveness of safeguards used by providers was also affected by the fact that shows were 

classified or not classified in accordance with the NBC regulation. Such cases, e.g. underestimation 

of the age category by labelling shows as intended for viewers aged 16 and over instead of 18 and 

consequent failure to apply appropriate technical safeguards, usually concerned thriller films 

containing scenes of brutal gangster vendettas, and acts of violence, including torture. 

 

It should be noted, however, that the above-mentioned violations, in terms of ensuring effective 

technical protection against children's access to inappropriate content, were incidental. Out of 352 

monitored shows, only in seven cases the technical protection of programmes was found not to 

comply with Article 47e section 1 of the Act and the provisions of the Code rendering its content 

more precise. This means that the effectiveness of self-regulation with regard to the examined 

sample amounted to 98%, which is illustrated by the chart below. 
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CHART 10. SHARE OF INFRINGEMENTS IN THE TOTAL NUMBER OF SHOWS ANALYSED 

 

 Number of shows analysed 
 Number of shows found to be in breach 

 

7 
 
 
 
 
 
 
 
 352 
 
 
  

EFFECTIVENESS 

Code of Good Practice on the detailed 

rules for the protection of minors in  

on-demand audiovisual media services 

IN THE SAMPLE AMOUNTED TO: 

98% 
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INDUSTRY COMMENTARY 
 

 
 

Self-regulation is a proven tool that has been used for many years by the media industry and, in 

the opinion of IAB Poland, is effective and best suited to its needs. The support of industry 

organisations in the process of self-regulation brings great benefits for the proper development of 

the market. The Association of Internet Industry Employers IAB Poland not only actively engages in 

self-regulatory initiatives and is involved in their coordination, but also conducts regular analyses, 

which are signposts for the development of the media market in Poland. In 2020, for the fourth 

time, IAB Poland conducted a research project called TV+WWW = Better Together, the results of 

which showed the dynamically changing synergy between the internet and traditional media. 

 

The latest report TV + WWW = Razem lepiej (TV + WWW = Better Together23) shows that there 

are increasingly fewer users of traditional TV among Polish Internet users, especially in the group 

below 54 years of age, where the percentage of TV viewers has dropped to below 70%. At the same 

time, the market for mobile services and the consumption of audio-visual content through them is 

growing. Co-consumption of content between digital screens is also becoming more frequent, not 

only in the context of TV+WWW synergy. 

 

 

- While the overall percentage of internet users who simultaneously use several screens has not 

changed significantly over the past two years (2018 - 2020), changes in the form of multiscreening 

are evident. The group of web users who do not use traditional television is growing, so the definition 

of multiscreening is no longer confined to simultaneous use of television and the internet, as it has 

been for the past several years. The phenomenon of moving away from traditional television is 

accompanied by an increase in the co-consumption of digital screens, as a result of the rapidly 

growing popularity of smartphones. In essence, this has changed the intensity of consumer 

behaviour in relation to the Internet only, but on several devices simultaneously. Increasingly, we can 

talk about multiscreening in the "www+www" model, even if it takes place on a large TV screen. 

Thus, while from a general perspective an apparent lack of change is visible in relation to screen co-

consumption (from 93% to 94% in the last 2 years), a look at the detailed results of the study 

indicates a dynamic change in user behaviour in this area. The percentage of multiscreeners in the 

"www+www" model has increased over the last 2 years by as much as 6 p.p. and this trend will 

continue - explains Włodzimierz Schmidt, CEO of IAB Polska. 

 

Proper understanding of the mechanisms and evolution of the multiscreening phenomenon is 

key to conducting effective multichannel advertising activities. Traditional television is slowly being 

replaced by digital media in the battle for viewers' attention, so marketing activities must take these 

changes into account when following the consumer. The whole range of marketing tools must be 

                                                           

23
 For the purposes of this report, a CAWI survey of Internet users aged 15 and above was conducted. The surveyed sample is 

representative in terms of gender, age and frequency of Internet use. The study was conducted in August and September 2020 (sample 
selection: RTS/ROS, sample size: N=952). The study was prepared in cooperation with IAB Poland Working Groups: AudioVideo and 
Research. The report is part of the IAB Poland U&A 2020 study. 
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adapted, which will naturally translate into a change in the division of the advertising pie between 

different channels. 

 

Market experts believe that advertisers should not consider multiscreening as a threat. Taking 

this phenomenon into account in planning activities, targeting and adapting to screens may even 

have a positive impact on campaign effectiveness. 

 

IAB Poland's research to date shows that smartphone penetration among Internet users aged 15 

and over will exceed 90% in 2020. At the same time, a stagnation is observed in the tablet market, 

the reach of which has stopped below 30%, and a gradual increase in the popularity of SmartTV, 

which is already owned by every third Polish Internet user in the surveyed age group (from 25% in 

2018 to 35% in 2020). Further declines in penetration are observed for all traditional media. 

Traditional television is no longer watched by more than a quarter of internet users, while 

traditional press has seen a halving (from 79% in 2018 to 39% in 2020). Traditional radio has also 

suffered a significant loss of share (from 78% in 2018 to 51% in 2020). 

 

GRAPH 11. USE OF TRADITIONAL AND DIGITAL MEDIA 
(DATA FROM THE IAB POLSKA REPORT TV+WWW=RAZEM LEPIEJ, 4TH EDITION, 2020) 
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IAB Poland's Q3 2020 survey saw an exponential increase in online activity. The activities most 

frequently mentioned by respondents were: using email (up from 64% in 2018 to 93% in 2020), 

reading articles on portals and websites (up from 54% in 2018 to 89% in 2020), and shopping online 

(up from 59% in 2018 to 87% in 2020).  
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GRAPH 12: KEY ONLINE ACTIVITIES 
(DATA FROM THE IAB POLSKA REPORT TV+WWW=RAZEM LEPIEJ, 4TH EDITION, 2020) 
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Taking into account the two types of online activities related to viewing audio-visual content 

(watching short video clips and full-length formats), a huge increase in online video consumption 

has been observed. The percentage of people who in the last wave of the survey indicated watching 

these audio-visual formats as one of their most frequent online activities has risen from 69% to 90% 

over the past 2 years. As for longer audio-visual materials on the Internet, their viewing on 

smartphones and tablets has not changed over the past 2 years. At the same time, the proportion of 

people who watch such material on computers has clearly increased (from 55% in 2018 to 65% in 

2020). More comprehensive changes have occurred in the case of short forms of online video. The 

proportion of Internet users who watch them on computers (from 46% in 2018 to 50% in 2020) and 

on smartphones (from 49% in 2018 to 68% in 2020) increased, while it decreased for tablets (from 

17% in 2018 to 12% in 2020). 

 

These survey results not only show how dynamically media consumption is changing in Poland, 

but also are an important signal that the industry must respond quickly to these changes in order to 

adjust the scope and quality of its activities to consumer preferences. The assessment of the 

functioning of self-regulatory solutions to date clearly shows that self-regulation has an advantage 

over other solutions, including co-regulation, in that, especially in times of crisis, it allows taking into 

account the specificity of the functioning of entities covered by it, including a rapid response to 

current needs in a given industry. 
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PART III 
 

 

CHARTER FOR THE PROTECTION OF CHILDREN IN 
ADVERTISING 
 

 

In September 2019, members of the Union of Advertising Council Associations, including major 

TV broadcasters and providers of on-demand audio-visual media services (VoD), adopted the 

Charter for the Protection of Children in Advertising, created in cooperation with the NBC. The 

document, as an appendix to the Code of Ethics in Advertising, constitutes a development of 

regulations contained in the Broadcasting Act, established with regard to commercial 

communications, in particular in Article 16b, sections 2-5 of the Act. The signatories of the Charter 

declare to take the utmost care to ensure that advertisements addressed to children and those 

which are not directly addressed to them, but which, due to their form, place and manner of 

presentation, are received by children, do not contain content that could negatively affect their 

development. The Charter, as already noted in the introduction, goes beyond the statutory matter 

and also regulates the participation of children in commercials as underaged actors - from the 

casting stage to workng on the film set. 

 

In accordance with the provisions of the Charter, the signatories of the Charter declared that 

advertisements whose target audience, by virtue of their content, form, communication channel 

and method of presentation, are children shall not include, in particular: 

 content that may lead to a risk to their health or safety;  

 scenes of physical and psychological violence;  

 scenes involving problematic family relationships (e.g. child neglect, child acting as an 

adult, negative attitudes of the child towards adults, including parents);  

 a message which directly or indirectly undermines the authority of parents or legal 

guardians and their efforts in exercising parental authority or custody, and in particular 

portrays the exercise of such authority or custody as negative and contrary to the best 

interests of the child; 

 scenes that encourage conflict in all its forms (child - peer, child - parent and child - 

institution);  

 risky scenes (e.g. dangerous play or accidents), unless their presentation is intended to 

promote the protective role of the product;  

 a theme of over-consumption and the consumer lifestyle as the overriding value in life, 

taking into account the nature of the message that is television advertising;  

 a message that directly or indirectly suggests that fun and entertainment does not involve 

or exclude any liability or limitation;  

 discriminatory content, in particular on grounds of race, gender, nationality, religious belief 

or disability;  
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 a message that directly or indirectly contains sexual overtones, including the use of sexual 

jokes and the underlying meaning of certain words, or presents a false image of sex and 

sexual relations solely as a means of entertainment;  

 the image of a child persistently forcing shopping and other decisions on adults;  

 promoting negative patterns of behaviour that are generally unacceptable;  

 promoting products that do not meet the criteria of other broadcasters' self-regulation (in 

particular that are described in Part I of the Broadcasting Agreement). 

 

In the case of the appearance of child actors in commercials, the signatories of the Charter have 

undertaken to: 

 restrict, by means of a thorough analysis of its legitimacy, the use of children's images in 

communications which advertise products or services which bear no relation to children's 

everyday lives and activities; 

 portray the children involved in advertising in a supportive social environment, particularly 

in terms of family and peers;  

 refrain from using the image of a child in advertising in an instrumental way, to praise 

products and suggest other children or parents to buy them. 

 

It is worth stressing that for the NBC it was particularly important to develop proposals for 

provisions that would make it possible to effectively eliminate from the market commercials 

undermining in their content the authority of parents, including their efforts to raise the child and 

the parent's work itself, e.g. performed directly for the child in the form of cleaning a room, etc. This 

type of advertising, before the Charter came into force, was often based on showing destructive 

behaviour patterns of children and young people in a positive light, e.g. as rebellious attitudes in 

defence of their own freedom and identity. Moreover, due to the noticeable sexualisation of the 

advertising area, inter alia through the use of sexually-oriented stereotypes on the attributes of 

sexual attractiveness and the use of hidden, sexual meanings of individual words in commercials, 

the NBC sought the introduction of provisions that would prevent the presentation in messages 

targeted at children and young people of social or emotional relations solely as an element of fun 

and entertainment, and in particular would make it impossible to combine sex with good fun 

without consequences. The NBC also welcomed the introduction into the self-regulation of 

prohibitions on the direct or indirect use of sexual overtones in commercial communications aimed 

at minors, as well as the creation or presentation of a false image of sex and sexual relations. 
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DESCRIPTION OF THE ANALYSIS 
 
 

DATA 
 

The Monitoring Department of the NBC Bureau, while verifying compliance of media service 

providers with the Charter, monitored both TV channels and VoD services. In the case of TV 

channels, the source of information on advertising messages was data from a TV audience survey 

carried out by Nielsen Audience Measurement. The data included information on all broadcast 

advertising messages with a description allowing identification of a given message and advertised 

products, their broadcast time and duration. In total, 46 commercials were analysed, ranging from 

universal (e.g. TVN, Polsat, TV Puls) to specialised channels (e.g. Mimi Mini +). 

 

As regards VoD services, commercial messages disseminated as part of commercial breaks 

preceding the broadcast of selected programmes were verified. In total, the monitoring covered 

commercial messages available on 16 VoD services, including Player.pl, TVP VOD, ipla.tv, gazeta.pl 

and gazeta.tv. 

 

PERIOD CONSIDERED 
 

The analysis covered commercial messages disseminated in TV programmes in the July-August 

2020 period. In the case of VoD services, the survey covered the first half of 2020, i.e. January-June.  

 

 

RESULTS 
 

A total of 1,730.807 commercials broadcast in the above-mentioned TV channels were analysed. 

It should be noted that this number includes any broadcast of a commercial message containing a 

given product or promoting a given brand. As a result of the monitoring, it was found that the vast 

majority of commercial messages addressed to children or with their participation did not violate 

the provisions of the Charter. Only two advertisements raised doubts in the context of non-statutory 

provisions of the Charter. 

 

The first advertised a new shoe collection from one of Poland's leading shoe companies. The 

advertisement showed laughing children walking in shoes on the seats of a bus. These scenes may 

be perceived as a promotion of uncultured, generally unacceptable behaviour. A total of 4441 

messages of this brand were broadcast in the analysed period. 

 

The second advertisement offered cash loans from an entity whose trademark is the stork. The 

advertisement presented a father holding two small children in his arms and answering the 

interviewer's questions. In this case, the use of the image of a small child (with no direct and obvious 

connection to the advertised product or service) to create a friendly atmosphere for lending, and 

the strengthening of this impression through the use of wordplay and associations: a stork (a symbol 

of fertility and the loan company) - small children (the cost of raising them) - hay (in the sense of 

money) may raise doubts. A total of 1793 messages concerning this offer were identified. 
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For the monitoring of on-demand audio-visual media services, 480 commercial communications 

were analysed. No infringements of the Charter were found. This means that the effectiveness of 

self-regulation in relation to the examined sample (both TV channels and VoD services) was over 

99%, as shown in the chart below. 

 

 

 

CHART 13. SHARE OF INFRINGEMENTS IN THE TOTAL NUMBER OF COMMERCIAL MESSAGES 
ANALYSED 
 

 Number of commercial messages analysed 
 Number of commercial messages in which an infringement may have occurred  

 
 

6 234  
 
 
 
 
 
 
 
 1 731 287  
 
 
  

EFFECTIVENESS 

of the Charter for the Protection of Children 

in Advertising 

 

IN THE SAMPLE AMOUNTED TO: 

over 99% 
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INDUSTRY COMMENTARY 
 

 
 

It is with great satisfaction that we accept the results of the monitoring of the effectiveness of 

the application of the Charter for the Protection of Children in Advertising, conducted in 2020 by the 

National Broadcasting Council. The provisions of the Charter, adopted as an appendix to the Code of 

Ethics in Advertising, are the result of two years of work by members of the advertising market 

affiliated with the Advertising Council. As a result, a set of the highest ethical standards has been 

developed for advertising aimed at and involving children. The National Broadcasting Council also 

actively participated in the development of the Charter, supporting the strengthening of the Polish 

system of self-regulation in the area of protection of children's interests in advertising. 

 

The Charter for the Protection of Children in Advertising is also a unique document on a 

European scale, addressing and regulating the protection of the youngest advertising audience in 

the spirit of the latest legal requirements and recommendations of the European Union. As a self-

regulatory act, the Charter additionally promotes consumer protection, in addition to existing 

legislation. In order to support the practical application and broad understanding of the Charter, the 

Advertising Council provided its adjudicators with a series of training sessions, carrying out extensive 

promotion of the self-regulatory provisions adopted unanimously to protect the youngest 

participants and viewers of advertising. 

 

- It is with great pride and satisfaction that we have learned the results of the Charter monitoring 

carried out by the National Broadcasting Council. It is a splendid culmination of joint efforts of a 

broad representation of the advertising market, gathered in the Advertising Council and our partner, 

the National Broadcasting Council, to effectively protect the youngest viewers of advertising. We are 

unanimously of the opinion that advertising messages addressed to, and with the participation of, 

children must comply with the highest ethical standards, which makes us even more pleased that the 

results of the monitoring confirm the effectiveness of our self-regulatory obligations concerning the 

protection of the youngest - said Agnieszka Kępińska-Sadowska, President of the Union of 

Associations Advertising Council. 
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SUMMARY 
 
 

The analyses conducted by the Monitoring Department of the NBC Bureau have again confirmed 

that the system of self-regulation intended for the protection of minors on TV and in the Internet 

developed by media service providers, industry associations (the Advertising Council and IAB 

Poland) and the NBC is effective, and the level of compliance with the provisions contained in acts 

concerning particular areas of child protection exceeds 90%. 

 

In line with the Agreement of TV broadcasters on the rules of broadcasting advertisements and 

sponsor references concerning food or beverages containing ingredients whose presence in excessive 

amounts in the daily diet is inadvisable, television broadcasters have refrained from advertising 

sweets, drinks and salty snacks. This good practice was also followed by broadcasters who did not 

sign the Agreement: Warner Media (Boomerang and Cartoon Network) and Michał Winnicki (TOP 

KIDS and TOP KIDS JR), which seems to be a big advantage of the functioning of the self-regulatory 

system. Another advantage is the accession to the Agreement of The Walt Disney Company Limited - 

a broadcaster whose channels, although present on the Polish television market, do not have a 

Polish licence (Disney Channel, Disney Junior, Disney XD). 

 

The issue of advertising accompanying children's shows on universal channels remains 

problematic. Although these are channels aimed at all viewers, not just children, some shows, 

including animated films, can attract quite large audiences of children, who are then exposed to 

advertisements for products covered by the restrictions adopted in the Agreement, in particular 

sweets and soft drinks. 

 

Similarly, as noted in the previous report24, commercial messages advertising fast-food 

establishments were present among the advertisements on children's channels. Although these are 

not direct advertisements for food products, they do promote brands associated with this type of 

product. 

 

The two shortcomings mentioned above, however, do not affect the positive assessment of the 

implementation of the Agreement and the impact of the self-regulatory scheme on food advertising 

on children's channels. 

 

The degree of implementation of the provisions of the Code of Good Practice on detailed rules for 

the protection of minors in on-demand audio-visual media services should also be highly rated, all 

the more so as, since its adoption by the industry in 2014, the on-demand audio-visual media 

services (VoD) sector has developed significantly in Poland and is increasingly capturing the 

attention of audiences, yet the scale of violations in terms of the effectiveness of preventing minors' 

access to content unsuitable for them is practically negligible. 

 

However, the NBC would like to draw the industry's attention to the development of various 

types of payment for the services offered by VoD services, which should go hand in hand with the 

further development of systems to effectively protect children from exposure to content that is 

harmful to them. A certain novelty in this respect are prepaid cards, which were not present on the 

                                                           

24
 Food Advertising in Programmes for Children under 12, KRRiT Monitoring Department, 

http://www.krrit.gov.pl/Data/Files/_public/Portals/0/publikacje/raporty/reklamy-zywnosci---raport-krrit-2020.pdf 
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market just a few years ago, allowing minors, in the absence of an appropriate system of 

authorisation associated with this means of payment of the user being of legal age, to access films 

and other content endangering their physical, mental and moral development. 

 

Moreover, the NBC, in line with its position from 2018, quoted many times in this study, would 

like to emphasise the role of a thorough analysis of a channel’s offer, which should be carried out by 

VoD providers - similarly to TV broadcasters - with regard to assigning content to the appropriate 

age category and marking it with an appropriate pictogram, so that the adopted classification takes 

into account all indications included in the NBC regulation concerning the admissibility of making 

content available due to the developmental traits of children and young people characteristic for a 

given period of their life. Without such an effort the system of protection of minors loses its 

practical value, among others when it comes to helping the parents of minors to choose content 

suitable for their children. 

 

The implementation of the provisions of the Charter for the Protection of Children in Advertising 

should also be regarded as a success. The effects of the relatively short period of this act being in 

force (it was adopted just over a year ago) are visible not only in the form of an impressive 

effectiveness rate of implementing its provisions (99%), but also in the form of eliminating harmful 

models, especially in regards to sexuality and emotional relations, from TV commercials indirectly 

aimed at children and young people (commercials of this kind were not found in the surveyed 

sample). 
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ADDENDA 
 

LIST OF CHILDREN'S SHOWS ON UNIVERSAL CHANNELS 
 

Table 14. 

   CHILDREN'S SHOWS  
 
   2nd HALF 2019 

NUMBER 
 OF 

BROADCASTS 

   CHILDREN'S SHOWS  
 

1st HALF 2019 

NUMBER  
OF 

BROADCASTS 

 
 

 
 

  

TVP1 74 TVP1 10  
 

 
 

AGENT CODY BANKS 2: CEL LONDYN / 
FILM KOM.USA/ 

1 AGENT CODY BANKS /FILM KOM.USA/ 1  
 

 
 

 
 

  

ARKA NOEGO SWIATECZNIE /KONCERT/ 1 FELIX NET I NIKA ORAZORETYCZNIE 
MOZLIWA KATASTROFA /FILM FAM.POL./ 

1 
 

 

 
 

 
 

  

ARKTYCZNA PRZYGODA /FILM FAM.WLO. 
KAN./ 

1 FLICKA 3 /FILM FAM.USA/ 1 
 

 

 
 

 
 

  

FLICKA 2 /FILM PRZYG.FAM.USA W.BRYT./ 1 MISTER TWISTER /SER.MLODZ.NIEM. 
HOL./ 

1  
 

 
 

 
 

  

INDIANIN W KREDENSIE /FILM PRZYGOD. 
USA/ 

1 MLODZI RAJDOWCY /FILM FAMIL.NIEM. 
KAN./ 

1  
 

 
 

 
 

  

JAK URATOWAC MAME /FILM ANIM.POL./ 1 MOJE WAKACJE Z RUDYM /FILM FAM. 
AUSTRAL./ 

1  
 

 
 

 
 

  

JUNIOR EUROVISION SONG CONTEST 
GLIWICE-SILESIA 2019 /TRANSMISJA/ 

2 SHELBY PIES KTORY POKOCHAL SWIETA 
/FILM KOM.KAN./ 

1  
 

 
 

 
 

  

K-9 PIES KTORY URATOWAL SWIETA /FILM 
FAM.USA/ 

1 STUDIO RABAN /MAG.DLA MLODZ.POL./ 1 
 

 

 
 

 
 

  

KANGUREK JOEY /FILM PRZYGOD.AUSTR./ 2 SYZYFOWE PRACE /SER.MLODZ.POL./ 1  
 

 
 

KLUB WLOCZYKIJOW I TAJEMNICA DZIADKA 
HIERONIMA /FILM PRZYG.POL./ 

2 ZIARNO /PROG.RELIG.DLA DZIECI/ 1 
 

 

 
 

 
 

  

LESNY WOJOWNIK /FILM PRZYG.USA/ 2    
 

 
 

MALA DAMA /FILM FAMIL.NIEM.AUSTR./ 1    
 

 
 

MALPA W HOTELU /FILM KOM.USA/ 1    
 

 
 

MIKOLAJ I SPOLKA /FILM FAM.BEL.FR./ 1    
 

 
 

MLODZI RAJDOWCY /FILM FAMIL.NIEM. 
KAN./ 

1   
 

 

 
 

 
 

  

MOJE WAKACJE Z RUDYM /FILM FAM. 
AUSTRAL./ 

1   
 

 

 
 

 
 

  

PCHLA SZACHRAJKA /TEATR TV/ 1    
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   CHILDREN'S SHOWS  
 

2nd HALF 2019 

NUMBER  
OF 

BROADCASTS 

   CHILDREN'S SHOWS  
 

1st HALF 2019 

NUMBER 
 OF 

BROADCASTS 

 

 

 

RIN TIN TIN /FILM FAM.BLUG.USA/ 1   
 

 

STUDIO RABAN /MAG.DLA MLODZ.POL./ 26   
 

 

ZIARNO /PROG.RELIG.DLA DZIECI/ 26   
 

 

TVP2 21 TVP2 194 
 

 

ALVIN I WIEWIORKI 2 /FILM KOM.USA/ 1 ALVIN I WIEWIORKI 2 /FILM KOM.USA/ 2 
 

 

ASTERIX I OBELIX KONTRA CEZAR /FILM 
KOM. FRANC. WLOSK. NIEM./ 

2 

GNOMEO I JULIA TAJEMNICA 

ZAGINIONYCH KRASNALI /FILM 
ANIM.W.BRYT.USA/ 

2 

 

 

 

 

 

 

ASTERIX I OBELIX MISJA KLEOPATRA /FILM 
FAB.NIEM.FRANC./ 

2 
INDIANIN W KREDENSIE /FILM 
PRZYGOD.USA/ 

1 
 

 

 

 

JUNIOR EUROVISION SONG CONTEST 
GLIWICE-SILESIA 2019 /TRANSMISJA/ 

1 
KLAN URWISOW POWRACA /FILM KOM. 
USA/ 

1 
 

 

 

 

LEMONY SNICKET-SERIA NIEFORTUNNYCH 
ZDARZEN /FILM FAMIL.NIEM.USA/ 

1 

KLUB DETEKTYWOW I KLATWA 

CZARNEGO KROLA /FILM FAM.NIEM. 
WL./ 

1 

 

 

 

 

 

 

SZANSA NA SUKCES EUROWIZJA JUNIOR / 
PROG.ROZR.POL./ 

7 
KSIEGA CZAROW ARKANDIASA /FILM 
PRZYG.FR.BEL./ 

1 
 

 

 

 

SZANSA NA SUKCES EUROWIZJA JUNIOR 
FINAL /PROG.ROZR.POL./ 

6 LESNY WOJOWNIK /FILM PRZYG.USA/ 1 
 

 

 

 

UWIERZ W SWIETA /FILM OBYCZ.USA/ 1 MALPA W HOTELU /FILM KOM.USA/ 1 
 

 

  MIKOLAJ NIESWIETY /FILM KOM.USA/ 1 
 

 

  
MLODZI RAJDOWCY /FILM FAMIL.NIEM. 
KAN./ 

1 
 

 

 

 

  STRAZACKI PIES /FILM KOM.KAN.USA/ 1 
 

 

  
SWIAT WEDLUG T.S. SPIVETA /FILM 
PRZYG.FR.AUSTRAL.KAN./ 

2 
 

 

 

 

  
SZANSA NA SUKCES EUROWIZJA 
JUNIOR /PROG.ROZR.POL./ 

2 
 

 

 

 

  
SZANSA NA SUKCES EUROWIZJA 
JUNIOR FINAL /PROG.ROZR.POL./ 

2 
 

 

 

 

  THE VOICE KIDS /PROG.ROZR./ 3 
 

 

  THE VOICE KIDS BITWY /PROG.ROZR./ 13 
 

 

  THE VOICE KIDS FINAL /PROG.ROZR./ 4 
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CHILDREN'S SHOWS  
 
   2nd HALF 2019 

NUMBER  
OF 

BROADCASTS 

CHILDREN'S SHOWS  
 
 1st HALF 2019 

NUMBER  
OF 

BROADCASTS 

 
 

 
 

  

  
THE VOICE KIDS PRZESLUCHANIA 
W CIEMNO /PROG.ROZ./ 28 

 
 

 
 

 
 

  

  
THE VOICE KIDS THE SING OFF /PROG. 
ROZR./ 4 

 
 

 
 

 
 

  

  TWOJE MOJE I NASZE /FILM FAM.USA/ 2 
 

 

 
 

  WESOLA NAUKA /PROG.EDU.POL./ 60 
 

 

 
 

  
WIELKIE DZIELA MALYCH RAK /PROG. 
EDU.POL./ 61 

 
 

 
 

 
 

  

Polsat 337 Polsat 333 
 

 

 
 

101 DALMATYNCZYKOW /FILM KOM. 
USA/ 3 

ALICJA PO DRUGIEJ STRONIE LUSTRA / 
FILM FAB. ANG./ 3 

 
 

 
 

 
 

  

102 DALMATYNCZYKI /FILM KOM.FAM.USA/ 3 
ALICJA W KRAINIE CZAROW /FILM FANT. 
USA 2010/ 3 

 
 

 
 

 
 

  

ALEXANDER: OKROPNY STRASZNY NIEZBYT 
DOBRY BARDZO ZLY DZIEN /FILM KOM.USA/ 2 ALOHA SCOOBY- DOO /FILM ANIM.USA/ 2 

 
 

 
 

 
 

  

ALOHA SCOOBY- DOO /FILM ANIM.USA/ 4 ARTUR I MINIMKI /FILM ANIM. FRA./ 3 
 

 

 
 

ALVIN I WIEWIORKI WIELKA WYPRAWA /FILM 
FAM.USA/ 2 

ARTUR I MINIMKI 3 DWA SWIATY /FILM 
ANIM. FRA./ 3 

 
 

 
 

 
 

  

ARTUR I MINIMKI /FILM ANIM. FRA./ 3 
ARTUR I ZEMSTA MALTAZARA /FILM 
ANIM.FRA./ 2 

 
 

 
 

 
 

  

ARTUR I MINIMKI 3 DWA SWIATY /FILM 
ANIM. FRA./ 3 AUTA 3 /FILM ANIM.USA/ 3 

 
 

 
 

 
 

  

ARTUR I ZEMSTA MALTAZARA /FILM ANIM. 
FRA./ 2 BRZDAC W OPALACH /FILM KOM.USA/ 6 

 
 

 
 

 
 

 
 

ARTUR RATUJE GWIAZDKE /FILM ANIM.USA 
WLK.BRYT./ 3 

DAWNO DAWNO TEMU W IDOLU /FILM 
ANIM.USA/ 3 

 
 

 
 

 
 

  

ASTERIX CONTRA CESAR /FILM ANIM. 
FRANC./ 2 

DOKTOR DOLITTLE I PIES PREZYDENTA / 
FILM KOM.KAN.USA/ 6 

 
 

 
 

 
 

  

ASTERIX I OBELIX OSIEDLE BOGOW /FILM 
ANIM.FR.BELG./ 6 DOKTOR DOLITTLE III /FILM KOM.USA/ 9 

 
 

 
 

 
 

  

ASTERIX I OBELIX W SLUZBIE JEJ 
KROLEWSKIEJ MOSCI /FILM KOM.FRA.HISZP. 
WLOCH.WEG./ 3 

DOKTOR DOLITTLE W POGONI ZA 

6 

 
 

 
 

BLAHOSTKAMI /FILM KOM.KAN.USA/ 

 
 

 
 

 
 

  

ASTERIX I WIKINGOWIE /FILM ANIM.FRA. 
DAN./ 2 DZIECIAK RZADZI /FILM ANIM.USA/ 3 

 
 

 
 

 
 

  

ASTERIX NA OLIMPIADZIE /FILM KOM.FRA. 
NIEM.WLO.HISZP.BELG./ 3 

DZIENNIK CWANIACZKA /FILM KOM. 
USA/ 2 

 
 

 
 

 
 

  

ASTERIX W BRYTANII /FILM ANIM.FRANC./ 2 
DZIENNIK CWANIACZKA 2 /FILM FAMIL. 
KOM.USA/ 3 
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   CHILDREN'S SHOWS  
 
   2nd HALF 2019 

NUMBER  
OF 

BROADCASTS 

  CHILDRE N'S SHOWS  
 
1st HALF 2019 

NUMBER  
OF 

BROADCASTS  
 

     

AUTA /FILM ANIM.USA/ 3 DZIENNIK CWANIACZKA 3 /FILM KOM. 
3  

USA/  

   
 

     

AUTA 2 /FILM ANIM.USA/ 3 DZIENNIK CWANIACZKA: DROGA PRZEZ 
2  

MEKE /FILM KOM.USA/  

   
 

     

BARANEK SHAUN /FILM ANIM.FR.USA/ 2 DZWONECZEK I BESTIA Z NIBYLANDII / 
2  

FILM ANIM.USA/  

   
 

     

CIAGNIE SWINKI DO WILKOLAKA /FILM 
1 EPOKA LODOWCOWA 2 – ODWILZ / 

4  

ANIM.USA/ FILM ANIM.USA/  

  
 

     

COCO /FILM ANIM.USA/ 3 EPOKA LODOWCOWA 3: ERA 
3  

DINOZAUROW /FILM ANIM.USA/  

   
 

     

DOBRA WROZKA /FILM FAM.KAN.USA/ 3 EPOKA LODOWCOWA WIELKANOCNE 
1  

NIESPODZIANKI /FILM ANIM.USA/  

   
 

     

DOBRA WROZKA 2 /FILM FAM.KAN.USA/ 2 FINN SAM W DOMU SWIATECZNY SKOK 
2  

/FILM KOM.USA KAND./  

   
 

     

DOKTOR DOLITTLE I PIES PREZYDENTA /FILM 
2 GANG WIEWIORA /FILM ANIM.KOREA 

4  

KOM.KAN.USA/ PLD.KAN.USA/  

  
 

     

DOKTOR DOLITTLE III /FILM KOM.USA/ 3 GRUBY ALBERT /FILM KOM.USA/ 2 
 

    
 

DOKTOR DOLITTLE W POGONI ZA 
2 HOTEL TRANSYLWANIA /FILM ANIM. 

4  

BLAHOSTKAMI /FILM KOM.KAN.USA/ USA/  

  
 

     

DZIENNIK CWANIACZKA /FILM KOM.USA/ 2 HOTEL TRANSYLWANIA 2 /FILM ANIM. 
4  

USA/  

   
 

     

DZIENNIK CWANIACZKA 2 /FILM 
FAMIL.KOM. 

3 I ZYLI DLUGO I ZAPLATANI /FILM ANIM. 
1  

USA/ USA/  

  
 

     

DZIENNIK CWANIACZKA 3 /FILM KOM.USA/ 3 JAK WYTRESOWAC SMOKA /FILM ANIM. 
3  

USA/  

   
 

     

DZWONNIK Z NOTRE DAME /FILM ANIM. 
2 JAK WYTRESOWAC SMOKA 2 /FILM 

3  

USA/ ANIM.USA/  

  
 

     

DZWONNIK Z NOTRE DAME II /FILM ANIM. 
2 JEZDZCY SMOKOW NA KONCU SWIATA 

2  

USA/ /SER.ANIM.USA/  

  
 

     

EPOKA LODOWCOWA /FILM ANIM.USA/ 8 KEVIN SAM W DOMU /FILM USA/ 3 
 

    
 

EPOKA LODOWCOWA 2 – ODWILZ /FILM 
2 KEVIN SAM W NOWYM JORKU /FILM 

3  

ANIM.USA/ USA/  

  
 

     

EPOKA LODOWCOWA 3: ERA DINOZAUROW 
3 KLOPSIKI I INNE ZJAWISKA POGODOWE 

2  

/FILM ANIM.USA/ /FILM ANIM.USA/  

  
 

     

EPOKA LODOWCOWA MOCNE UDERZENIE / 
3 KRAINA LODU /FILM ANIM.USA/ 3  

FILM ANIM.USA/  

   
 

     

EPOKA LODOWCOWA WEDROWKA 
2 KROWY NA WYPASIE /FILM ANIM.NIEM. 

8  

KONTYNENTOW /FILM ANIM.USA/ USA/  

  
 

     

GDZIE JEST NEMO /FILM ANIM.USA/ 3 KSIEGA DZUNGLI /FILM PRZYG.W.BRYT. 
6  

USA/  
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CHILDREN'S SHOWS NUMBER CHILDREN'S SHOWS NUMBER   

2nd HALF2019 
OF 

BROADCASTS 1st HALF 2020 
OF 

BROADCASTS   
      

GRUBY ALBERT /FILM KOM.USA/ 2 KSIEGA SMOKOW /FILM ANIM.USA/ 1  
 

     
 

HAMMY I PRZYGODNY BUMERANG /FILM 
1 KSIEZNICZKA I ZABA /FILM ANIM.USA/ 3 

 
 

ANIM.USA/  
 

    
 

      

HOTEL TRANSYLWANIA /FILM ANIM.USA/ 2 KUNG FU PANDA 2 /FILM ANIM.USA/ 2  
 

     
 

HOTEL TRANSYLWANIA 2 /FILM ANIM.USA/ 2 KUNG FU PANDA 3 /FILM ANIM.USA/ 3  
 

     
 

JAK WYTRESOWAC SMOKA /FILM 
ANIM.USA/ 3 KUNG FU PANDA SEKRETY MISTRZOW / 

1 
 

 

FILM ANIM.USA/ 
 

 

    
 

      

JAK ZOSTAC CZARODZIEJEM /FILM 
3 KUNG FU PANDA SEKRETY POTEZNEJ 

1 
 

 

ANIM.W.BRYT.MEKS.USA/ PIATKI /FILM ANIM.USA/ 
 

 

   
 

      

JEZDZCY SMOKOW NA KONCU SWIATA 
/SER. 

19 LEGENDA O SMOKU GNATOCHRUPIE / 
1 

 
 

ANIM.USA/ FILM ANIM.USA/ 
 

 

   
 

      

KEVIN SAM W DOMU /FILM USA/ 6 MADAGASKAR /FILM ANIM.USA/ 2  
 

     
 

KEVIN SAM W NOWYM JORKU /FILM USA/ 6 MADAGASKAR 3 /FILM ANIM.USA/ 2  
 

     
 

KLOPSIKI KONTRATAKUJA /FILM ANIM.USA/ 3 MADAGASKAR II /FILM ANIM.USA/ 2  
 

     
 

KON WODNY LEGENDA GLEBIN /FILM FANT. 
3 MEGAMOCNY I GUZIK ZAGLADY /FILM 

2 
 

 

USA W.BRYT./ ANIM.USA/ 
 

 

   
 

      

KRAINA LODU /FILM ANIM.USA/ 3 MIKOLAJEK /FILM KOM.BEL.FRA./ 2  
 

     
 

KRAINA LODU PRZYGODA OLAFA /FILM 
2 MUPPETY /FILM KOM.MUZ.USA/ 3 

 
 

ANIM.USA/  
 

    
 

      

KROWY NA WYPASIE /FILM 
ANIM.NIEM.USA/ 2 NOC W MUZEUM: TAJEMNICA 

3 
 

 

GROBOWCA /FILM PRZYG.W.BRYT.USA/ 
 

 

    
 

      

  OPOWIESCI Z NARNII: PODROZ   
 

KSIEGA SMOKOW /FILM ANIM.USA/ 1 WEDROWCA DO SWITU /FILM FANT. 3  
 

  USA/   
 

      

KUNG FU PANDA – SWIETA SWIETA I PO / 
1 PADDINGTON /FILM FAM.FRAN.W.BRYT./ 3 

 
 

FILM ANIM.USA/  
 

    
 

      

KUNG FU PANDA SEKRETY MISTRZOW 
/FILM 

1 PAN PEABODY I SHERMAN /FILM ANIM. 
2 

 
 

ANIM.USA/ USA/ 
 

 

   
 

      

MADAGWIAZDKA /FILM KROTKOM.ANIM. 
2 PAN POPPER I JEGO PINGWINY /KOM. 

3 
 

 

USA/ USA/ 
 

 

   
 

      

MIKI BARDZIEJ BASNIOWE SWIETA /FILM 
2 PIEKNA I BESTIA /FILM FANT.USA/ 3 

 
 

ANIM.USA/  
 

    
 

      

NA FALI /FILM ANIM.USA/ 2 PIERWSZY LOT /FILM ANIM.USA/ 1  
 

     
 

NOC W MUZEUM /FILM 
PRZYG.W.BRYT.USA/ 3 PINGWINY Z MADAGASKARU: MISJA 

2 
 

 

SWIATECZNA /FILM KOM.ANIM.USA/ 
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BROADCASTS 1st HALF 2020 
OF 

BROADCASTS  
     

NOC W MUZEUM: BITWA O INSTYTUT 
6 PIOTRUS KROLIK /FILM FAM. 

3  

SMITHSONA /FILM PRZYG.KAN.USA/ AUSTRAL.W.BRYT.USA/  

  
 

     

NOC W MUZEUM: TAJEMNICA GROBOWCA 
/ 

3 POTWORY KONTRA OBCY /FILM ANIM. 
9  

FILM PRZYG.W.BRYT.USA/ USA/  

  
 

     

OPOWIESCI Z NARNII LEW CZAROWNICA 
3 POTWORY KONTRA OBCY: WIELKA 

2  

I STARA SZAFA /FILM FANT.USA/ UCIECZKA BOBA /FILM ANIM.USA/  

  
 

     

OPOWIESCI Z NARNII: KSIAZE KASPIAN 
/FILM 

4 PRZYGODY KOTA W BUTACH /SER.ANIM. 
11  

FANT.ANG.USA/ USA/  

  
 

     

OPOWIESCI Z NARNII: PODROZ WEDROWCA 
3 RATATUJ /FILM ANIM.USA/ 3  

DO SWITU /FILM FANT.USA/  

   
 

     

OSOBLIWY DOM PANI PEREGRINE /FILM 
FAN. 

3 RIO /FILM ANIM.USA/ 6  

BEL.W.BRYT.USA/  

   
 

     

OVER THE HEDGE /FILM ANIM.USA/ 2 RIO 2 /FILM ANIM.USA/ 6 
 

    
 

PADA SHREK /FILM ANIM.USA/ 2 RYBKI Z FERAJNY /FILM ANIM.USA/ 4 
 

    
 

PAN POPPER I JEGO PINGWINY /KOM.USA/ 3 SAM W DOMU – PO RAZ TRZECI /FILM 
3  

KOM.USA/  

   
 

     

PINGWINY Z MADAGASKARU: MISJA 
1 SAM W DOMU PO RAZ CZWARTY /FILM 

2  

SWIATECZNA /FILM KOM.ANIM.USA/ KOM.USA/  

  
 

     

PIOTRUS PAN /FILM PRZYG.USA/ 6 SCOOBY-DOO ABRACADABRA-DOO / 
2  

FILM ANIM.USA/  

   
 

     

POCAHONTAS II /FILM ANIM.USA/ 2 SCOOBY-DOO EPOKA PANTOZAURA / 
2  

FILM ANIM.USA/  

   
 

     

PODROZE GULIWERA /FILM PRZYG.FANT. 
2 SCOOBY-DOO I BRACIA BOO /FILM 

2  

USA/ ANIM.USA/  

  
 

     

POTWORY KONTRA OBCY /FILM ANIM.USA/ 9 SCOOBY-DOO I KROL GOBLINOW /FILM 
2  

ANIM.USA/  

   
 

     

PREZENT NOCNEJ FURII /FILM ANIM.USA/ 1 SCOOBY-DOO I MEKSYKANSKI POTWOR 
2  

/FILM ANIM.USA/  

   
 

     

RAMONA I BEEZUS /FILM FAM.USA/ 3 SCOOBY-DOO I MIECZ SAMURAJA /FILM 
2  

ANIM.USA/  

   
 

     

RATATUJ /FILM ANIM.USA/ 3 SCOOBY-DOO I PLAZOWY POTWOR / 
1  

FILM ANIM.USA/  

   
 

     

RENIFER NIKO RATUJE SWIETA /FILM ANIM. 
2 SCOOBY-DOO I POTWOR Z LOCH NESS / 

2  

FIN.NIEM.IRL.DAN./ FILM ANIM.USA/  

  
 

     

RIO /FILM ANIM.USA/ 3 SCOOBY-DOO I SZKOLA UPIOROW /FILM 
2  

ANIM.USA/  

   
 

     

RIO 2 /FILM ANIM.USA/ 3 SCOOBY-DOO I UPIORNY STRACH NA 
1  

WROBLE /FILM ANIM.USA/  

   
 

     

SAM W DOMU – PO RAZ TRZECI /FILM KOM. 
3 SCOOBY-DOO KOSZMARNE BRAMKI / 

1  

USA/ FILM ANIM.USA/  
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SCOOBY-DOO ABRACADABRA-DOO /FILM 
2 SCOOBY-DOO NA TROPIE MUMII /FILM 

2 
 

 

ANIM.USA/ ANIM.USA/  
 

   
 

      

SCOOBY-DOO AHOJ PIRACI /FILM 
ANIM.USA/ 2 

SCOOBY-DOO NA WYSPIE ZOMBI /FILM 
2 

 
 

ANIM.USA/  
 

    
 

      

SCOOBY-DOO EPOKA PANTOZAURA /FILM 
2 SCOOBY-DOO WAKACJE Z DUCHAMI / 

2 
 

 

ANIM.USA/ FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I BRACIA BOO /FILM ANIM. 
2 SCOOBY-DOO WRESTLEMANIA 

4 
 

 

USA/ TAJEMNICA RINGU /FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I CYBER POSCIG /FILM ANIM. 
2 SCOOBY-DOO! I WWE POTWORNY 

4 
 

 

USA/ WYSCIG /FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I DUCH CZAROWNICY /FILM 
2 SCOOBY-DOO! MECHANICZNY PIES / 

1 
 

 

ANIM.USA./ FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I KROL GOBLINOW /FILM 
2 SCOOBY-DOO! POGROMCY WAMPIROW 

2 
 

 

ANIM.USA/ /FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I LEGENDA WAMPIRA /FILM 
2 SCOOBY-DOO! PORA KSIEZYCOWEGO 

4 
 

 

ANIM.USA/ POTWORA /FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I MEKSYKANSKI POTWOR / 
2 SCOOBY-DOO! ROCKOWE STRASZENIE 

4 
 

 

FILM ANIM.USA/ NA SCENIE /FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I MIECZ SAMURAJA /FILM 
2 SCOOBY-DOO! UPIOR W OPERZE /FILM 

2 
 

 

ANIM.USA/ ANIM.USA/  
 

   
 

      

SCOOBY-DOO I NAJEDZCY KOSMOSU /FILM 
2 SCOOBY-DOO: KLATWA POTWORA 

4 
 

 

ANIM.USA/ Z GLEBIN JEZIORA /FILM KOM.USA/  
 

   
 

      

SCOOBY-DOO I OPORNY WILKOLAK /FILM 
3 SCOOBY-DOO: MASKA BLEKITNEGO 

2 
 

 

ANIM.USA/ SOKOLA /FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I POTWOR Z LOCH NESS 
/FILM 

2 SCOOBY-DOO: SWIATOWE IGRZYSKA / 
1 

 
 

ANIM.USA/ FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I SNIEZNY STWOR /FILM 
2 SCOOBY-DOO: WIELKA DRAKA 

2 
 

 

ANIM.USA/ WILKOLAKA /FILM ANIM.USA/  
 

   
 

      

SCOOBY-DOO I SZKOLA UPIOROW /FILM 
2 SHREK 2 /FILM ANIM. USA/ 8 

 
 

ANIM.USA/  
 

    
 

      

SCOOBY-DOO NA TROPIE MUMII /FILM 
2 SHREK 3-D /FILM ANIM.USA/ 1 

 
 

ANIM.USA/  
 

    
 

      

SCOOBY-DOO NA WYSPIE ZOMBI /FILM 
2 SHREK FOREVER /FILM ANIM. USA/ 2 

 
 

ANIM.USA/  
 

    
 

      

SCOOBY-DOO WAKACJE Z DUCHAMI /FILM 
2 SHREK TRZECI /FILM ANIM.USA/ 2 

 
 

ANIM.USA/  
 

    
 

      

SCOOBY-DOO WRESTLEMANIA TAJEMNICA 
2 SKUBANI /FILM ANIM.USA/ 4 

 
 

RINGU /FILM ANIM.USA/  
 

    
 

      

SCOOBY-DOO! I WWE POTWORNY WYSCIG 
/ 

2 SMERFY /FILM FAM.USA/ 3 
 

 

FILM ANIM.USA/  
 

    
 

      

SCOOBY-DOO! PORA KSIEZYCOWEGO 
2 SMERFY 2 /FILM FAM.USA/ 6 

 
 

POTWORA /FILM ANIM.USA/  
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SCOOBY-DOO! ROCKOWE STRASZENIE NA 
2 SMERFY. LEGENDA SMERFNEJ DOLINY / 

1  

SCENIE /FILM ANIM.USA/ FILM ANIM.USA/  

  
 

     

SCOOBY-DOO: STRACHY I PATALACHY /FILM 
2 SPONGEBOB KANCIASTOPORTY /FILM 

2  

KOM.KAN.USA/ ANIM. USA/  

  
 

     

SCOOBY-DOO: WIELKA DRAKA WILKOLAKA / 
2 SPONGEBOB: NA SUCHYM LADZIE /FILM 

4  

FILM ANIM.USA/ ANIM.USA/  

  
 

     

SHREK MA WIELKIE OCZY /FILM ANIM.USA/ 1 STRAZNICY MARZEN /FILM ANI.USA/ 3 
 

    
 

SKUBANI /FILM ANIM.USA/ 2 STUART MALUTKI /FILM FAB. USA/ 2 
 

    
 

SMERFY /FILM FAM.USA/ 3 SWIT JEZDZCOW SMOKOW /FILM ANIM. 
1  

USA/  

   
 

     

SMERFY OPOWIESC WIGILIJNA /FILM ANIM. 
2 TARAPATY /FILM PRZYG.POL./ 2  

USA/  

   
 

     

SMERFY. LEGENDA SMERFNEJ DOLINY /FILM 
1 TARZAN KROL DZUNGLI /FILM ANIM. 

3  

ANIM.USA/ NIEM./  

  
 

     

STRAZNICY MARZEN /FILM ANI.USA/ 3 TOY STORY HORROR /FILM ANIM.USA/ 1 
 

    
 

SWIATECZNA GORACZKA /FILM KOM USA/ 2 VAIANA: SKARB OCEANU /FILM ANIM. 
3  

USA/  

   
 

     

SWIETASTYCZNE KOLEDOWANIE /FILM 
2 W 80 DNI DOOKOLA SWIATA /FILM 

3  

ANIM.USA/ PRZYG.NIEM.IRLAN.W.BRYT.USA/  

  
 

     

TAJEMNICA ZIELONEGO KROLESTWA /FILM 
6 WIELKA SZOSTKA /FILM ANIM.USA/ 3  

ANIM.USA/  

   
 

     

TARAPATY /FILM PRZYG.POL./ 2 ZAKOCHANY MADAGASKAR /FILM 
3  

ANIM.USA/  

   
 

     

TURBO /FILM ANIM.USA/ 6 ZAMBEZIA /FILM ANIM.RPA/ 2 
 

    
 

W 80 DNI DOOKOLA SWIATA /FILM PRZYG. 
3 ZAPLATANI /FILM ANIM.USA/ 3  

NIEM.IRLAN.W.BRYT.USA/  

   
 

     

WEDROWKI Z DINOZAURAMI /FILM ANIM 
4 

  
 

WLK.BRYT.IND.USA/   
 

   
 

     

WOJOWNICZE ZOLWIE NINJA /FILM 
3 

  
 

PRZYG.USA/   
 

   
 

     

WOJOWNICZE ZOLWIE NINJA WYJSCIE 
3 

  
 

Z CIENIA /FILM PRZYG.USA/   
 

   
 

     

ZOLWIK SAMMY 2 /FILM ANIM.BELG./ 6   
 

    
 

ZWIERZOGROD /FILM ANIM.USA/ 3   
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TV4 572 TV4 424  
 

     
 

101 DALMATYNCZYKOW /SER.ANIM. 
89 101 DALMATYNCZYKOW /SER.ANIM. 

126 
 

 

USA/ USA/ 
 

 

   
 

      

ALVIN I WIEWIORKI /FILM KOM.USA/ 2 ALVIN I WIEWIORKI /FILM KOM.USA/ 2  
 

     
 

ASTERIX I OBELIX OSIEDLE BOGOW /FILM 
2 ASTERIX I OBELIX OSIEDLE BOGOW / 

4 
 

 

ANIM.FR.BELG./ FILM ANIM.FR.BELG./ 
 

 

   
 

      

ATLANTYDA II POWROT MILO /FILM ANIM. 
8 AUTA 2 /FILM ANIM.USA/ 7 

 
 

USA/  
 

    
 

      

BAMBI /FILM ANIM.USA/ 2 DANGER MOUSE /SER.ANIM.USA./ 34  
 

     
 

BASN O SZESCIU LABEDZIACH /FILM OBYCZ. 
2 DIABEL Z TRZEMA ZLOTYMI WLOSAMI / 

4 
 

 

NIEM./ FILM PRZYG.AUSTRIA NIEM./ 
 

 

   
 

      

BUDDY – PIES NA GOLE /FILM USA/ 2 DINOZAUR /FILM ANIM.USA/ 4  
 

     
 

CASPER /FILM KOM. USA/ 6 DOMOWIK /FILM FAM.ROS./ 3  
 

     
 

CIEKAWSKI GEORGE /FILM ANIM.USA/ 4 DZUNGLA /FILM ANIM.USA/ 2  
 

     
 

DANGER MOUSE /SER.ANIM.USA./ 12 JAS I MALGOSIA /FILM FANT.NIEM./ 3  
 

     
 

DIABEL Z TRZEMA ZLOTYMI WLOSAMI /FILM 
2 KACZE OPOWIESCI /SER.ANIM.USA/ 53 

 
 

PRZYG.AUSTRIA NIEM./  
 

    
 

      

DRAGON BALL SUPER /SER.ANIM.JAP./ 70 KARZEL DLUGONOS /FILM PRZYG.NIEM./ 4  
 

     
 

DRAGON NEST WOJOWNICY SWITU /FILM 
2 KOSMICZNY MECZ /FILM ANIM.FABUL. 

6 
 

 

ANIM.CHIN./ USA/ 
 

 

   
 

      

DROGA DO ELDORADO /FILM ANIM.USA/ 12 KROL LEW /FILM ANIM.USA/ 4  
 

     
 

DZIELNY DESPERO /FILM ANIM.ANG.USA/ 5 KURCZAK MALY /FILM ANIM.USA/ 4  
 

     
 

FLINTSTONOWIE /SER.ANIM.USA/ 39 MALI AGENCI /FILM PRZYG.USA/ 4  
 

     
 

GDZIE JEST MIKOLAJ /FILM FAM.HOL. 
4 MALI AGENCI 2 /FILM PRZYG.USA/ 6 

 
 

SZWEC./  
 

    
 

      

JEZDZCY SMOKOW NA KONCU SWIATA /SER. 
13 MALI AGENCI 3D TROJWYMIAROWY 

4 
 

 

ANIM.USA/ ODJAZD /FILM PRZYG.USA/ 
 

 

   
 

      

KACZE OPOWIESCI /SER.ANIM.USA/ 27 MARMADUKE /FILM FAMIL.USA/ 2  
 

     
 

KARZEL DLUGONOS /FILM PRZYG.NIEM./ 2 MROWKA Z /FILM ANIM.USA/ 2  
 

     
 

KOSMATY ZAWODNIK /FILM FAB.KANAD. 
4 MUSTANG Z DZIKIEJ DOLINY /FILM 

4 
 

 

USA/ ANIM.USA/ 
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KOSMICZNY MECZ /FILM ANIM.FABUL.USA/ 2 NIEKONCZACA SIE OPOWIESC II – 
2  

NASTEPNY ROZDZIAL /FILM FAB.NIEM./  

   
 

     

KROL LEW /FILM ANIM.USA/ 4 PAN PEABODY I SHERMAN SHOW /SER. 
21  

ANIM.USA/  

   
 

     

KROLOWA SNIEGU /FILM FAM.NIEM./ 2 PIES NA WAGE DIAMENTOW /FILM KOM. 
3  

USA/  

   
 

     

KUDLATY I SCOOBY-DOO NA TROPIE /FILM 
26 PIOTRUS PAN I WENDY /FILM 

3  

ANIM.USA/ PRZYG.W.BRYT./  

  
 

     

KURCZAK MALY /FILM ANIM.USA/ 4 PROGRAM OCHRONY KSIEZNICZEK / 
12  

FILM FAM.KOM.USA/  

   
 

     

MALI AGENCI /FILM PRZYG.USA/ 2 PRZYGODY KOTA W BUTACH /SER.ANIM. 
81  

USA/  

   
 

     

MALI AGENCI 2 /FILM PRZYG.USA/ 3 PRZYGODY MAKSA POWERSA /FILM 
4  

ANIM. USA/  

   
 

     

MALI AGENCI 3D TROJWYMIAROWY ODJAZD 
2 SKRZATY /FILM ANIM.KAN./ 2  

/FILM PRZYG.USA/  

   
 

     

MARMADUKE /FILM FAMIL.USA/ 2 SUPER MIS /FILM ANIM.CHIN.USA/ 4 
 

    
 

NIEKONCZACA SIE OPOWIESC II – NASTEPNY 
2 SZCZENIECE LATA TOMA I JERRYEGO / 

2  

ROZDZIAL /FILM FAB.NIEM./ SER.ANIM.USA/  

  
 

     

PAN PEABODY I SHERMAN SHOW /SER.ANIM. 
34 W 80 DNI DOOKOLA SWIATA /FILM 

6  

USA/ PRZYG.NIEM.IRLAN.W.BRYT.USA/  

  
 

     

PIES NA WAGE DIAMENTOW /FILM KOM. 
3 WALECZNE RYBKI /FILM ANIM.USA/ 2  

USA/  

   
 

     

PIOTRUS PAN I WENDY /FILM 
3 

  
 

PRZYG.W.BRYT./   
 

   
 

    
 

PLANETA 51 /FILM ANIM.WKL.BRYT. 
4 

  
 

HISZP.USA/ 
  

 

   
 

     

PRADAWNY LAD. PIERWSZA WIELKA 
2 

  
 

PRZYGODA /FILM ANIM.IRL.USA/ 
  

 

   
 

     

PRAWIE JAK GLADIATOR /FILM ANIM. 
6 

  
 

WLOS./ 
  

 

   
 

     

PROGRAM OCHRONY KSIEZNICZEK / 
4 

  
 

FILM FAM.KOM.USA/ 
  

 

   
 

     

PRZYGODY KOTA W BUTACH /SER.ANIM. 
52 

  
 

USA/ 
  

 

   
 

     

PRZYGODY MAKSA POWERSA /FILM 
6 

  
 

ANIM. USA/ 
  

 

   
 

     

PUP STAR /FILM KOM.USA/ 4   
 

    
 

RAINY SUPERPIES /FILM FAMIL.USA/ 2   
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SCOOBY-DOO I FRANKENSTRACHY / 
2 

   
 

FILM ANIM.USA/ 
   

 

    
 

      

SCOOBY-DOO NA DZIKIM ZACHODZIE / 
1 

   
 

FILM ANIM.USA/ 
   

 

    
 

      

SCOOBY-DOO PODBIJA HOLLYWOOD/ 
1 

   
 

FILM ANIM. USA/ 
   

 

    
 

      

SCOOBY-DOO WYPRAWA PO MAPE 
1 

   
 

SKARBOW /FILM ANIM.USA/ 
   

 

    
 

      

SINDBAD LEGENDA SIEDMIU MORZ / 
12 

   
 

FILM ANIM. USA/ 
   

 

    
 

      

SUPERPSIAKI /FILM PRZYG.USA/ 2    
 

     
 

SZCZENIAK ZWANY SCOOBY-DOO /SER. 
21 

   
 

ANIM.USA/ 
   

 

    
 

      

SZCZENIECE LATA TOMA I JERRYEGO / 
42 

   
 

SER.ANIM.USA/ 
   

 

    
 

      

TOM I JERRY CZARNOKSIEZNIK 
1 

   
 

Z KRAINY OZ /FILM ANIM.USA/ 
   

 

    
 

      

TOM I JERRY I MAGICZNA FASOLA /FILM 
1 

   
 

ANIM.USA/ 
   

 

    
 

      

TOM I JERRY I SHERLOCK HOLMES /FILM 
1 

   
 

ANIM.USA/ 
   

 

    
 

      

TOM I JERRY JAK URATOWAC SMOKA / 
1 

   
 

FILM ANIM.USA/ 
   

 

    
 

      

TOM I JERRY MAGICZNY PIERSCIEN / 
2 

   
 

FILM ANIM.USA/ 
   

 

    
 

      

TOM I JERRY PIRACI I KUDLACI /FILM 
1 

   
 

ANIM.USA/ 
   

 

    
 

      

TOM I JERRY SZYBCY I KOSMACI /FILM 
2 

   
 

ANIM.USA/ 
   

 

    
 

      

WIGILIJNA OPOWIESC O 12 PIESKACH / 
3 

   
 

FILM FAM.USA/ 
   

 

    
 

      

TV6 162 TV6 147  
 

     
 

AMERYKANSKA OPOWIESC /FILM ANIM. 
2 ANTBOY /FILM PRZYG.DAN.NIEM./ 2 

 
 

USA / 
 

 

    
 

      

AMERYKANSKA OPOWIESC II /FILM ANIM. 
2 ATLANTYDA II POWROT MILO /FILM 

4 
 

 

USA/ ANIM.USA/ 
 

 

   
 

      

ANTBOY /FILM PRZYG.DAN.NIEM./ 2 ATLANTYDA: ZAGINIONY LAD /FILM 
6 

 
 

ANIM.USA/ 
 

 

    
 

      

BALTO /FILM ANIM.USA/ 2 BASN O SZESCIU LABEDZIACH /FILM 
2 

 
 

OBYCZ.NIEM./ 
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BASN O SZESCIU LABEDZIACH /FILM OBYCZ. 
2 BUDDY – PIES NA GOLE /FILM USA/ 4  

NIEM./  

   
 

     

BUDDY – PIES NA GOLE /FILM USA/ 2 CYNAMON /FILM FAM.USA/ 2 
 

    
 

CIEKAWSKI GEORGE /FILM ANIM.USA/ 6 DANGER MOUSE /SER.ANIM.USA./ 13 
 

    
 

CYNAMON /FILM FAM.USA/ 4 DIABEL Z TRZEMA ZLOTYMI WLOSAMI / 
2  

FILM PRZYG.AUSTRIA NIEM./  

   
 

     

DANGER MOUSE /SER.ANIM.USA./ 8 KARZEL DLUGONOS /FILM PRZYG.NIEM./ 2 
 

    
 

DIABEL Z TRZEMA ZLOTYMI WLOSAMI /FILM 
2 KIEDY SMOKA BOLI GLOWA /FILM FAM. 

3  

PRZYG.AUSTRIA NIEM./ CZECH.SLOWAC./  

  
 

     

DRAGON NEST WOJOWNICY SWITU /FILM 
2 KOSMATY ZAWODNIK /FILM FAB. 

4  

ANIM.CHIN./ KANAD.USA/  

  
 

     

DUSZEK /FILM PRZYG.NIEM.SZW./ 2 KROLOWA SNIEGU /FILM FAM.NIEM./ 2 
 

    
 

DZIELNY DESPERO /FILM ANIM.ANG.USA/ 4 KSIAZE EGIPTU /FILM ANIM.USA/ 6 
 

    
 

E.T. /FILM USA/ 6 MALE DZIKUSY /FILM PRZYG.USA/ 6 
 

    
 

GANG SZKLANYCH KULEK /FILM PRZY.HISZP./ 2 MALPY W KOSMOSIE 2 ZARTOG 
2  

KONTRATAKUJE /FILM ANIM.USA/  

   
 

     

KARZEL DLUGONOS /FILM PRZYG.NIEM./ 2 MASZYNY PAROWE Z KRAINY OZ /FILM 
2  

ANIM.KAN./  

   
 

     

KLAN URWISOW /FILM KOM.USA/ 2 MROWKA Z /FILM ANIM.USA/ 4 
 

    
 

MALE DZIKUSY /FILM PRZYG.USA/ 9 NAJSILNIEJSZA DRUZYNA SWIATA /FILM 
2  

FAM.USA/  

   
 

     

MALI AGENCI /FILM PRZYG.USA/ 2 NIEKONCZACA SIE OPOWIESC II – 
2  

NASTEPNY ROZDZIAL /FILM FAB.NIEM./  

   
 

     

MALI AGENCI 2 /FILM PRZYG.USA/ 3 PIES NA WAGE DIAMENTOW /FILM KOM. 
3  

USA/  

   
 

     

MALI AGENCI 3D TROJWYMIAROWY ODJAZD 
2 PIOTRUS PAN I WENDY /FILM 

3  

/FILM PRZYG.USA/ PRZYG.W.BRYT./  

  
 

     

MALI ZOLNIERZE /FILM KOM.USA/ 3 PLANETA 51 /FILM ANIM.WKL.BRYT. 
2  

HISZP.USA/  

   
 

     

MALPY W KOSMOSIE 2 ZARTOG 
2 POP STAR PUPPY /FILM FAM.KAN./ 2  

KONTRATAKUJE /FILM ANIM.USA/  

   
 

     

MASZYNY PAROWE Z KRAINY OZ /FILM 
2 PRAWIE JAK GLADIATOR /FILM ANIM. 

3  

ANIM.KAN./ WLOS./  

  
 

     

NAJSILNIEJSZA DRUZYNA SWIATA /FILM 
2 PUP STAR /FILM KOM.USA/ 4  

FAM.USA/  
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NIEKONCZACA SIE OPOWIESC II – NASTEPNY 
2 PUP STAR RAZEM RAZNIEJ /FILM FAM. 

6 
 

 

ROZDZIAL /FILM FAB.NIEM./ KAN./ 
 

 

   
 

      

OPOWIESC O DINOZAURACH /FILM ANIM. 
2 RAINY SUPERPIES /FILM FAMIL.USA/ 4 

 
 

USA/  
 

    
 

      

PAN PEABODY I SHERMAN SHOW /SER.ANIM. 
15 SCOOBY-DOO I FRANKENSTRACHY / 

1 
 

 

USA/ FILM ANIM.USA/ 
 

 

   
 

      

PIESKA GWIAZDKA /FILM FAM.USA/ 2 SCOOBY-DOO NA DZIKIM ZACHODZIE / 
1 

 
 

FILM ANIM.USA/ 
 

 

    
 

      

POP STAR PUPPY /FILM FAM.KAN./ 2 SCOOBY-DOO PODBIJA HOLLYWOOD/ 
1 

 
 

FILM ANIM. USA/ 
 

 

    
 

      

POTYCZKI Z TATA /FILM KOM.USA/ 6 
SCOOBY-DOO WYPRAWA PO MAPE 

1 
 

 

SKARBOW /FILM ANIM.USA/  
 

    
 

      

PRZYJACIEL SWIETEGO MIKOLAJA 2 
6 

SMIECHOLANDIA ZWARIOWANE 
3 

 
 

SWIATECZNE SZCZENIAKI /FILM FAMIL.USA/ KROLESTWO /FILM BASN.CZECH./  
 

   
 

      

PUP STAR /FILM KOM.USA/ 2 SPRYTNE KOCISKO /FILM PRZYG.USA/ 2  
 

     
 

PUP STAR RAZEM RAZNIEJ /FILM FAM.KAN./ 3 STRAZNICY FANTAZJI JULIUSZA VERNE / 
2 

 
 

FILM ANIM.USA PER./ 
 

 

    
 

      

RAINY SUPERPIES /FILM FAMIL.USA/ 2 SZCZENIECE LATA TOMA I JERRYEGO / 
14 

 
 

SER.ANIM.USA/ 
 

 

    
 

      

SKRZATY /FILM ANIM.KAN./ 2 THE GAMES MAKER /FILM PRZYG.KAN. 
3 

 
 

ARG.WLO./ 
 

 

    
 

      

SPRYTNE KOCISKO /FILM PRZYG.USA/ 4 TOM I JERRY /SER.ANIM USA/ 1  
 

     
 

STRAZNICY FANTAZJI JULIUSZA VERNE /FILM 
2 TOM I JERRY CZARNOKSIEZNIK 

1 
 

 

ANIM.USA PER./ Z KRAINY OZ /FILM ANIM.USA/ 
 

 

   
 

      

SUPER PIES /FILM KOM.USA/ 2 TOM I JERRY DZIADEK DO ORZECHOW / 
1 

 
 

FILM ANIM.USA/ 
 

 

    
 

      

SUPERPSIAKI /FILM PRZYG.USA/ 6 TOM I JERRY I MAGICZNA FASOLA /FILM 
1 

 
 

ANIM.USA/ 
 

 

    
 

      

TAJEMNICZA WYSPA JULIUSZA VERNE’A / 
3 TOM I JERRY I SHERLOCK HOLMES /FILM 

1 
 

 

FILM PRZYG.USA/ ANIM.USA/ 
 

 

   
 

      

WICHER 2 /FILM FAM.NIEM./ 3 TOM I JERRY JAK URATOWAC SMOKA / 
1 

 
 

FILM ANIM.USA/ 
 

 

    
 

      

WOJOWNICZE ZOLWIE NINJA III /FILM USA/ 3 TOM I JERRY MAGICZNY PIERSCIEN / 
1 

 
 

FILM ANIM.USA/ 
 

 

    
 

      

WSZYSTKIE PSY IDA DO NIEBA /FILM ANIM. 
2 TOM I JERRY MISJA NA MARSA /FILM 

1 
 

 

IRLAN./ ANIM. USA/ 
 

 

   
 

      

WYPRAWA DO TAJEMNICZEJ DOLINY /FILM 
3 TOM I JERRY PIRACI I KUDLACI /FILM 

1 
 

 

FAM.USA/ ANIM.USA/ 
 

 

   
 

      

WYPRAWA Z DZIADKIEM /FILM FAM.USA/ 8 TOM I JERRY ROBIN HOOD I JEGO 
1 

 
 

KSIEZNA MYSZ /FILM ANIM.USA/ 
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ZAKOCHANY KUNDEL II. PRZYGODY CHAPSA 
5 TOM I JERRY SZYBCY I KOSMACI /FILM 

1  

/FILM ANIM.USA/ ANIM.USA/  

  
 

     

  WICHER 2 /FILM FAM.NIEM./ 3 
 

    
 

  WYPRAWA DO TAJEMNICZEJ DOLINY / 
3  

  
FILM FAM.USA/ 

 

   
 

     

  WYPRAWA Z DZIADKIEM /FILM FAM. 
2  

  
USA/  

   
 

     

  ZACZAROWANE PIORO /FILM FAM. 
3  

  
CZECH./  

   
 

     

TV Puls 178 TV Puls 220 
 

    
 

7 KRASNOLUDKOW – HISTORIA JESZCZE 
3 7 KRASNOLUDKOW – HISTORIA 

6  

PRAWDZIWSZA /FILM KOM.NIEM./ PRAWDZIWA /FILM KOM.NIEM./  

  
 

     

7 KRASNOLUDKOW – HISTORIA PRAWDZIWA 
6 AGENT CODY BANKS 2: CEL LONDYN / 

3  

/FILM KOM.NIEM./ FILM KOM.USA/  

  
 

     

7 KRASNOLUDKOW – LAS TO ZA MALO / 
3 ALICJA W KRAINIE CZAROW /FILM FANT. 

3  

FILM KOM. NIEM./ USA 2010/  

  
 

     

ALICJA W KRAINIE CZAROW /FILM FANT.USA 
6 ASTERIX I OBELIX KONTRA CEZAR /FILM 

3  

2010/ KOM. FRANC. WLOSK. NIEM./  

  
 

     

ALVIN I WIEWIORKI /FILM KOM.USA/ 2 ASTERIX I OBELIX MISJA KLEOPATRA / 
3  

FILM FAB.NIEM.FRANC./  

   
 

     

DZIEWCZYNKA Z ZAPALKAMI /FILM BASN. 
2 GARBI – SUPER BRYKA /FILM FAMIL. 

6  

NIEM./ USA/  

  
 

     

GARBI – SUPER BRYKA /FILM FAMIL.USA/ 3 GORA CZAROWNIC /FILM PRZYG.USA/ 12 
 

    
 

GDZIE JEST GWIAZDKA /FILM FAM.NOR./ 2 HISTORIA KOPCIUSZKA /FILM FAM. 
2  

NIEM./  

   
 

     

GORA CZAROWNIC /FILM PRZYG.USA/ 12 KALOSZE SZCZESCIA /FILM BASN.NIEM./ 2 
 

    
 

KROLEWNA SNIEZKA /FILM BASN.NIEM/ 2 KROLEWNA SNIEZKA /FILM FANT.USA/ 6 
 

    
 

KROLEWSKIE SWIETA /FILM KOM.USA/ 4 KSIEZNICZKA NA ZIARNKU GROCHU / 
2  

FILM KOM.FAM.NIEM./  

   
 

     

KSIAZE I KOWAL /BASN SLOW./ 3 LEGENDA O GORSKIM OLBRZYMIE /FILM 
3  

PRZYG.NORW./  

   
 

     

KSIEGA DZUNGLI /FILM USA/ 3 MALI GENIUSZE /FILM KOM.USA/ 3 
 

    
 

KUDLATY ZAPRZEG /FILM FAM.USA/ 4 MANIA WIELKOSCI /KOM.FRANC./ 3 
 

    
 

MANIA WIELKOSCI /KOM.FRANC./ 3 NAJPIEKNIEJSZE BASNIE – DESZCZOWA 
3  

WROZKA /FILM FANT.CZECHY/  
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NAJPIEKNIEJSZE BASNIE – BLEKITNY KSIAZE 
2 NAJPIEKNIEJSZE BASNIE – KRAINA 

2 
 

 

I WROZKA LUPINA /FILM FANT.NIEM./ OBFITOSCI /FILM FANT.NIEM./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE – DESZCZOWA 
3 NAJPIEKNIEJSZE BASNIE – PIEKNA 

2 
 

 

WROZKA /FILM FANT.CZECHY/ I KSIAZE /FILM FANT.NIEM./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE – KAMIENNE SERCE 
2 NAJPIEKNIEJSZE BASNIE BRACI GRIMM / 

61 
 

 

/FILM FANT.NIEM./ SER.FAM.NIEM./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE – MALA SYRENKA / 
1 NAJPIEKNIEJSZE BASNIE CZARODZIEJ 

3 
 

 

FILM FANT.NIEM./ ZYTKO /FILM FANT.CZECH./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE – RUMPELSTILTSKIN 
2 NAJPIEKNIEJSZE BASNIE KROLEWSKIE 

2 
 

 

/FILM FANT.AUSTRIA/ DZIECI /FILM FANT.NIEM./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE BRACI GRIMM /SER. 
26 NAJPIEKNIEJSZE BASNIE KSIEZNICZKA 

3 
 

 

FAM.NIEM./ I DIABEL /FILM FANT.CZECH./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE CZARODZIEJ ZYTKO 
3 NAJPIEKNIEJSZE BASNIE MAGICZNE 

3 
 

 

/FILM FANT.CZECH./ PIORO /FILM FANT.SLOW.CZECH.DAN./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE DZIADEK DO 
2 NAJPIEKNIEJSZE BASNIE NAJLEPSZY 

3 
 

 

ORZECHOW /BASN FILM.NIEM./ PRZYJACIEL /FILM BASN.CZECHY/ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE HISTORIA 
2 NAJPIEKNIEJSZE BASNIE NASTEPCA 

3 
 

 

KOPCIUSZKA /FILM FANT.NIEM./ TRONU /FILM FANT.CZECHY/ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE KSIEZNICZKA 
3 NAJPIEKNIEJSZE BASNIE NIESFORNE 

3 
 

 

I DIABEL /FILM FANT.CZECH./ DIABLY /FILM FANT.CZECH./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE KSIEZNICZKA 
2 NAJPIEKNIEJSZE BASNIE NOWE SZATY 

2 
 

 

I SKRYBA /FILM FANT.CZECH./ CESARZA /FILM FANT.NIEM./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE NAJLEPSZY 
3 NAJPIEKNIEJSZE BASNIE SWINIOPAS / 

2 
 

 

PRZYJACIEL /FILM BASN.CZECHY/ FILM FANT.NIEM./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE NASTEPCA TRONU / 
3 NOWE PRZYGODY ALADYNA /FILM 

3 
 

 

FILM FANT.CZECHY/ KOM.BELG.FR./ 
 

 

   
 

      

NAJPIEKNIEJSZE BASNIE NIESFORNE DIABLY 
3 PIEKNA I BESTIA /FILM FANT.FRA.NIEM./ 6 

 
 

/FILM FANT.CZECH./  
 

    
 

      

NAJPIEKNIEJSZE BASNIE SPIACA KROLEWNA 
4 PIEKNA I BESTIA /FILM FANT.NIEM. 

2 
 

 

/FILM FANT.NIEM.AUSTRIA/ AUST./ 
 

 

   
 

      

NOWE PRZYGODY ALADYNA /FILM KOM. 
6 PRINCEZNA A PUL KRALOVSTVI /FILM 

3 
 

 

BELG.FR./ FAM.CZECH./ 
 

 

   
 

      

OPOWIESC WIGILIJNA/FILM ANIM.USA/ 6 PRZYGODY MERLINA /SER.FANT.ANG./ 32  
 

     
 

PIEKNA I BESTIA /FILM FANT.FRA.NIEM./ 6 ROBOSAPIEN /FILM FAM.USA/ 2  
 

     
 

PIEKNA I BESTIA /FILM FANT.NIEM.AUST./ 2 SKOK PO MARZENIA /FILM FAM.USA/ 2  
 

     
 

PRAWDZIWY RYCERZ /FILM FANT.CZECHY/ 2 W 80 DNI DOOKOLA SWIATA /FILM 
6 

 
 

PRZYG.NIEM.IRLAN.W.BRYT.USA/ 
 

 

    
 

      

PRZYGODY MERLINA /SER.FANT.ANG./ 25 W POSZUKIWANIU ZLOTEGO ZAMKU / 
3 

 
 

FILM PRZYG.NORW./ 
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PRZYJACIEL SWIETEGO MIKOLAJA /FILM 
6 WILLOW /FILM FANTASY USA/ 6  

FAMIL.KANADA/  

   
 

     

PUPPY STAR CHRISTMAS /FILM FAM.USA/ 4 ZACZAROWANY NOS /FILM FAM.SLOW. 
6  

CZECH./  

   
 

     

W SWIECIE BASNI 12 MIESIECY /FILM FAM. 
2 

  
 

ROS./   
 

   
 

     

Puls 2 6183 Puls 2 6238 
 

    
 

ALADYN /FILM ANIM.USA/ 4 101 DALMATYNCZYKOW /FILM ANIM. 
4  

USA/  

   
 

     

ALICJA W KRAINIE CZAROW /FILM ANIM. 
4 ALVIN I WIEWIORKI /SER.ANIM.USA/ 389  

USA/  

   
 

     

ALVIN I WIEWIORKI /FILM KOM.USA/ 3 ALVIN I WIEWIORKI 3 /FILM ANIM.USA/ 8 
 

    
 

ALVIN I WIEWIORKI /SER.ANIM.USA/ 494 ANGRY BIRDS FILM /FILM ANIM.USA/ 6 
 

    
 

ANGRY BIRDS FILM /FILM ANIM.USA/ 6 ASTERIX GAL /FILM ANIM.FRANC./ 4 
 

    
 

ARYSKOTRACI /FILM ANIM.USA/ 6 ASTERIX I KLEOPATRA /FILM ANIM. 
4  

FRANC./  

   
 

     

ASTERIX GAL /FILM ANIM.FRANC./ 8 ASTERIX PODBIJA AMERYKE /FILM 
4  

ANIM.FRANC-W.BRYT./  

   
 

     

ASTERIX I KLEOPATRA /FILM ANIM.FRANC./ 8 BAJECZKI MASZY /SER.ANIM.ROSJ./ 27 
 

    
 

ASTERIX PODBIJA AMERYKE /FILM ANIM. 
8 BARANEK SHAUN /FILM ANIM.FR.USA/ 4  

FRANC-W.BRYT./  

   
 

     

BAJECZKI MASZY /SER.ANIM.ROSJ./ 14 BARANEK SHAUN /SER. ANIM. ANG./ 401 
 

    
 

BAJKI BOLKA I LOLKA /SER.ANIM./ 13 BARBIE I PODWODNA TAJEMNICA /FILM 
4  

ANIM.USA/  

   
 

     

BARANEK SHAUN /SER. ANIM. ANG./ 284 BARBIE I PODWODNA TAJEMNICA 2 / 
2  

FILM ANIM.USA/  

   
 

     

BARBIE GWIEZDNA PRZYGODA /FILM ANIM. 
4 BARBIE I SIOSTRY WIELKA PRZYGODA 

4  

USA/ Z PIESKAMI /FILM ANIM.USA/  

  
 

     

BARBIE I PODWODNA TAJEMNICA /FILM 
4 BARBIE W SWIECIE GIER /FILM ANIM. 

4  

ANIM.USA/ USA/  

  
 

     

BARBIE I PODWODNA TAJEMNICA 2 /FILM 
4 BING /SER.ANIM.W.BRYT./ 217  

ANIM.USA/  

   
 

     

BARBIE I SIOSTRY NA TROPIE PIESKOW /FILM 
4 BLAZE I MEGA MASZYNY /SER.ANIM. 

281  

ANIM.USA/ USA/  

  
 

     

BARBIE I SIOSTRY W KRAINIE KUCYKOW / 
4 BOB BUDOWNICZY /SER.ANIM./ 60  

FILM ANIM.USA/  
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BARBIE I SIOSTRY WIELKA PRZYGODA 
4 BOLEK I LOLEK /SER.ANIM.POL./ 13 

 
 

Z PIESKAMI /FILM ANIM.USA/  
 

    
 

      

BARBIE I TAJEMNICZE DRZWI /FILM ANIM. 
4 BOLEK I LOLEK NA DZIKIM ZACHODZIE/ 

13 
 

 

USA/ FILM ANIM./ 
 

 

   
 

      

BARBIE PERLOWA KSIEZNICZKA /FILM ANIM. 
4 BOLEK I LOLEK NA WAKACJACH /SER. 

14 
 

 

USA/ ANIM.POL./ 
 

 

   
 

      

BARBIE ROCKOWA KSIEZNICZKA /FILM ANIM. 
4 BOLEK I LOLEK W EUROPIE /SER.ANIM. 

5 
 

 

USA/ POL./ 
 

 

   
 

      

BARBIE SUPER KSIEZNICZKI /FILM ANIM.USA/ 4 BOLEK I LOLEK WSROD GORNIKOW / 
7 

 
 

SER.ANIM.POL/ 
 

 

    
 

      

BARBIE W SWIECIE GIER /FILM ANIM.USA/ 4 BOLEK I LOLEK WYRUSZAJA W SWIAT / 
18 

 
 

SER.ANIM.POL./ 
 

 

    
 

      

BARBIE W WIGILIJNEJ OPOWIESCI /FILM 
4 BYLY SOBIE CZLOWIEKI /FILM ANI.BEL. 

12 
 

 

ANIM.USA/ FR.WL./ 
 

 

   
 

      

BARBIE: IDEALNE SWIETA /FILM ANIM.USA/ 4 CAFE MYSZKA CAFE SZWARC /FILM 
4 

 
 

ANIM.USA/ 
 

 

    
 

      

BEJSBOLISTA BUDDY /FILM FAMIL.USA/ 6 CZARNOKSIEZNIK Z OZ POWROT 
4 

 
 

DOROTKI /FILM ANIM.IND.USA/ 
 

 

    
 

      

BEN 10 /SER.ANIM.USA/ 41 CZERWONY KAPTUREK PRAWDZIWA 
8 

 
 

HISTORIA /FILM ANIM.USA/ 
 

 

    
 

      

BING /SER.ANIM.W.BRYT./ 162 DINOPOCIAG /SER.ANIM.W.BRYT.KAN. 
4 

 
 

USA/ 
 

 

    
 

      

BINGO I ROLLY W AKCJI /SER.ANIM.USA/ 13 DOM PRZYGODY OHA I TIP /SER ANIM. 
4 

 
 

USA/ 
 

 

    
 

      

BLAZE I MEGA MASZYNY /SER.ANIM.USA/ 234 DUMBO /FILM ANIM.USA/ 2  
 

     
 

BOB BUDOWNICZY /SER.ANIM./ 241 DWANASCIE PRAC ASTERIXA /FILM 
4 

 
 

ANIM.FRAN./ 
 

 

    
 

      

BOLEK I LOLEK /SER.ANIM.POL./ 13 DZIECIAK RZADZI /FILM ANIM.USA/ 3  
 

     
 

BOLEK I LOLEK NA WAKACJACH /SER.ANIM. 
12 DZIELNY KOGUT MANIEK /FILM ANIM. 

6 
 

 

POL./ MEKS./ 
 

 

   
 

      

BOLEK I LOLEK WYRUSZAJA W SWIAT /SER. 
2 DZIELNY SZERYF LUCKY LUKE /FILM 

2 
 

 

ANIM.POL./ ANIM.FRA.USA/ 
 

 

   
 

      

BUD PIES NA MEDAL /FILM KOM.USA/ 2 DZIWNY SWIAT KOTA FILEMONA /SER. 
13 

 
 

ANIM/ 
 

 

    
 

      

BUJDY NA RESORACH /SER.ANIM.USA/ 1 FINEASZ I FERB /SER.ANIM.USA/ 253  
 

     
 

BYLY SOBIE CZLOWIEKI /FILM ANI.BEL. 
6 FINEASZ I FERB- PODROZ W DRUGIM 

2 
 

 

FR.WL./ WYMIARZE /FILM ANIM.USA/ 
 

 

   
 

      

CAFE MYSZKA /SER.ANIM.USA/ 1 GANG WIEWIORA 2 /FILM ANIM.KOREA 
4 

 
 

PLD.KAN./ 
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CAFE MYSZKA CAFE SZWARC /FILM ANIM. 
2 GOOFY NA WAKACJACH /FILM ANIM. 

8  

USA/ USA/  

  
 

     

CALKIEM NOWE PRZYGODY TOMA 
76 GRIZZY I LEMINGI /SER.ANIM./ 140  

I JERRY’EGO /SER.ANIM.USA/  

   
 

     

DUMBO /FILM ANIM.USA/ 2 JAKE I PIRACI Z NIBYLANDI /SER.ANIM. 
128  

USA/  

   
 

     

DWANASCIE PRAC ASTERIXA /FILM ANIM. 
8 JEJ WYSOKOSC ZOSIA /SER.ANIM.USA/ 51  

FRAN./  

   
 

     

DZWONECZEK I TAJEMNICA PIRATOW /FILM 
4 JEZDZCY SMOKOW /SER.ANIM.USA/ 36  

ANIM.USA/  

   
 

     

FINEASZ I FERB /SER.ANIM.USA/ 298 JEZDZCY SMOKOW NA KONCU SWIATA 
149  

/SER.ANIM.USA/  

   
 

     

FINEASZ I FERB- PODROZ W DRUGIM 
4 KACZE OPOWIESCI /SER.ANIM.USA/ 3  

WYMIARZE /FILM ANIM.USA/  

   
 

     

GARBI SZYBKI JAK BLYSKAWICA /FILM KOM. 
4 KLINIKA DLA PLUSZAKOW /SER.ANIM. 

40  

USA/ USA/  

  
 

     

GDZIE JEST GWIAZDKA /FILM FAM.NOR./ 2 KLUB PRZYJACIOL MYSZKI MIKI /SER. 
8  

ANIM.USA/  

   
 

     

GRIZZY I LEMINGI /SER.ANIM./ 204 KOPCIUSZEK 3 CO BY BYLO GDYBY / 
2  

FILM ANI.USA/  

   
 

     

GUMISIE /SER.ANIM.USA./ 175 KOPCIUSZEK SPELNIONE MARZENIA / 
2  

FILM ANIM.USA/  

   
 

     

HANNI I NANNI 3 /FILM FAM.NIEM./ 4 KOTOCIAKI /SER.ANIM.ROS./ 203 
 

    
 

INIEMAMOCNI /FILM ANIM.USA/ 9 KROL LEW 3 HAKUNA MATATA! /FILM 
4  

ANIM.USA AUSTRAL./  

   
 

     

JAK WYTRESOWAC SMOKA SWIETA W 
DOMU 

2 KROLEWNA SNIEZKA I SIEDMIU 
4  

/FILM ANIM.USA/ KRASNOLUDKOW /FILM FAM.USA/  

  
 

     

JAKE I PIRACI Z NIBYLANDI /SER.ANIM.USA/ 174 KRUDOWIE U ZARANIA DZIEJOW /SER. 
87  

ANIM.USA/  

   
 

     

JEJ WYSOKOSC ZOSIA /SER.ANIM.USA/ 92 KSIEGA DZUNGLI /FILM ANIM.USA/ 4 
 

    
 

JEZDZCY SMOKOW /SER.ANIM.USA/ 58 KSIEGA DZUNGLI II /FILM ANIM.USA/ 4 
 

    
 

JEZDZCY SMOKOW NA KONCU SWIATA 
/SER. 

79 KSIEZNICZKA LABEDZI: TAJEMNICA 
2  

ANIM.USA/ ZAMKU /FILM ANIM.USA/  

  
 

     

KACZA GWIAZDKA SWIETA U MIKIEGO 
/FILM 

2 KUBUS I PRZYJACIELE /FILM ANIM.USA/ 4  

ANIM.USA/  

   
 

     

KACZE OPOWIESCI /SER.ANIM.USA/ 2 KUBUS I PRZYJACIELE ODWOLUJA 
1  

WALENTYNKI /FILM ANIM.USA/  

   
 

     

KLUB PRZYJACIOL MYSZKI MIKI /SER.ANIM. 
2 KUMPLE Z DZUNGLI NA RATUNEK /SER. 

71  

USA/ ANIM.FRA./  
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KOPCIUSZEK /FILM ANIM.USA/ 4 KUNG FU PANDA /FILM ANIM.USA/ 4  
 

     
 

KOPCIUSZEK /FILM MUZ.USA/ 2 LILO I STITCH – LEROY I STITCH /FILM 
4 

 
 

ANIM.USA/ 
 

 

    
 

      

KOPCIUSZEK 3 CO BY BYLO GDYBY /FILM 
4 LIS I PIES /FILM ANIM.USA/ 4 

 
 

ANI.USA/  
 

    
 

      

KOPCIUSZEK SPELNIONE MARZENIA /FILM 
5 LUCKY LUKE /FILM ANIM.BELG.FR./ 2 

 
 

ANIM.USA/  
 

    
 

      

KOSMATY SNOWBOARDZISTA /FILM KOM. 
2 LUCKY LUKE NA DZIKIM ZACHODZIE / 

4 
 

 

KAN./ FILM ANIM.FRA./ 
 

 

   
 

      

KOSZYKARZ BUDDY /FILM PRZYG.USA/ 3 LUCKY LUKE. BALLADA O DALTONACH / 
4 

 
 

FILM ANIM.FRANC./ 
 

 

    
 

      

KROLEWNA SNIEZKA I SIEDMIU 
2 LUCKY LUKE. MIASTECZKO DAISY /FILM 

2 
 

 

KRASNOLUDKOW /FILM ANIM.USA/ ANIM.FRANC.BELG./ 
 

 

   
 

      

KRUDOWIE U ZARANIA DZIEJOW /SER.ANIM. 
108 LWIA STRAZ POWROT /FILM ANIM.USA/ 3 

 
 

USA/  
 

    
 

      

KSIEZNICZKA LABEDZI /FILM ANIM. USA/ 4 MALA SYRENKA /FILM ANIM.USA./ 4  
 

     
 

KSIEZNICZKA LABEDZI: TAJEMNICA ZAMKU / 
2 MALA SYRENKA /SER.ANIM.USA/ 1 

 
 

FILM ANIM.USA/  
 

    
 

      

KUBUS I PRZYJACIELE /FILM ANIM.USA/ 4 MALA SYRENKA II POWROT DO MORZA 
4 

 
 

/FILM ANIM.USA/ 
 

 

    
 

      

LILO I STITCH – LEROY I STITCH /FILM ANIM. 
4 MALENSTWO I PRZYJACIELE /FILM 

4 
 

 

USA/ ANIM.USA/ 
 

 

   
 

      

LIS I PIES /FILM ANIM.USA/ 4 MALPY W KOSMOSIE /FILM ANIM.USA/ 4  
 

     
 

LOONEY TUNES: ZNOWU W AKCJI /FILM 
4 MAMBO LULA I PIRACI /FILM ANIM. 

4 
 

 

ANIM.USA/ DAN./ 
 

 

   
 

      

MAGICZNA GWIAZDKA MIKIEGO: ZASYPANI 
1 MARTA MOWI /SER.ANIM.USA/ 197 

 
 

W CAFE MYSZKA /FILM ANIM.USA /  
 

    
 

      

MALA SYRENKA /FILM ANIM.USA./ 2 MICKEY DONALD GOOFY TRZEJ 
8 

 
 

MUSZKIETEROWIE /FILM ANIM.USA/ 
 

 

    
 

      

MALY HOUDINI /FILM ANIM.FR.BEL./ 1 MIRACULUM: BIEDRONKA I CZARNY KOT 
253 

 
 

/SER ANIM.USA/ 
 

 

    
 

      

  MOI PRZYJACIELE TYGRYS I KUBUS NA   
 

MAMBO LULA I PIRACI /FILM ANIM.DAN./ 2 ROZSPIEWANYM PIKNIKU /FILM ANIM. 2  
 

  USA/   
 

      

MANIA WIELKOSCI /KOM.FRANC./ 3 MOJ BRAT NIEDZWIEDZ 2 /FILM ANIM. 
6 

 
 

USA/ 
 

 

    
 

      

MARTA MOWI /SER.ANIM.USA/ 290 MOJ PRZYJACIEL MARSJANIN /FILM 
2 

 
 

KOM.USA/ 
 

 

    
 

      

MIRACULUM: BIEDRONKA I CZARNY KOT / 
162 MOLANG /SER.ANIM.FRAN./ 2 

 
 

SER ANIM.USA/  
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MOI PRZYJACIELE TYGRYS I KUBUS    
 

GWIAZDKA SUPERDETEKTYWOW /FILM 2 MONCHHICHI /SER.ANIM.FR./ 128 
 

ANIM.USA/    
 

     

MOI PRZYJACIELE TYGRYS I KUBUS NA 
3 MOONZY /SER.ANIM.ROS./ 2  

ROZSPIEWANYM PIKNIKU /FILM ANIM.USA/  

   
 

     

MOJ BRAT NIEDZWIEDZ 2 /FILM ANIM.USA/ 10 MUNIO STRAZNIK KSIEZYCA /FILM 
4  

ANIM.FR./  

   
 

     

MOLANG /SER.ANIM.FRAN./ 210 MUSTANG DUCH WOLNOSCI /SER.ANIM. 
197  

USA/  

   
 

     

MONCHHICHI /SER.ANIM.FR./ 105 NA DRODZE /FILM ANIM./ 1 
 

    
 

MONTY MALPIA GWIAZDA /FILM FAM.KAN./ 4 NOWE PRZYGODY KUBUSIA PUCHATKA 
258  

/SER.ANIM.USA/  

   
 

     

MOONZY /SER.ANIM.ROS./ 51 NOWE SZATY KROLA /FILM ANIM.USA / 6 
 

    
 

MUNIO STRAZNIK KSIEZYCA /FILM ANIM.FR./ 4 OBRONCY BERK /SER.ANIM.USA/ 60 
 

    
 

MUSTANG DUCH WOLNOSCI /SER.ANIM. 
141 ODLOT /FILM ANIM USA/ 3  

USA/  

   
 

     

NA DRODZE /FILM ANIM./ 1 OGGY I KARALUCHY /SER.ANIM.FRANC./ 133 
 

    
 

NOWE SZATY KROLA /FILM ANIM.USA / 2 PAN MAGOO /FILM KOM.USA/ 4 
 

    
 

OBRONCY BERK /SER.ANIM.USA/ 30 PIDZAMERSI /SER.ANIM.FR./ 159 
 

    
 

OGGY I KARALUCHY /SER.ANIM.FRANC./ 34 PIEKNA I BESTIA /FILM ANIM.USA/ 4 
 

    
 

PAN MAGOO /FILM KOM.USA/ 2 PINGWINY Z MADAGASKARU /SER.KOM. 
340  

ANIM.USA/  

   
 

     

PIEKNA I BESTIA ZACZAROWANE SWIETA / 
4 PINOKIO /FILM ANIM.USA/ 4  

FILM ANIM.USA/  

   
 

     

PINGWINY Z MADAGASKARU /SER.KOM. 
402 PIOTRUS PAN /FILM ANIM.USA/ 4  

ANIM.USA/  

   
 

    
 

PINOKIO /FILM ANIM.USA/ 4 PLANETA SKARBOW /FILM ANIM.USA/ 3 
 

    
 

PIOTRUS PAN /FILM ANIM.USA/ 4 POTWORY I SPOLKA /FILM ANIM.USA/ 4 
 

    
 

PIXI I DIXI /SER.ANIM.USA/ 157 PROSIACZEK I PRZYJACIELE /FILM ANIM. 
4  

USA/  

   
 

     

PLANETA SKARBOW /FILM ANIM.USA/ 6 PRZYGODY BOLKA I LOLKA /SER.ANIM. 
89  

POL./  

   
 

     

POCAHONTAS /FILM ANIM.USA/ 2 PRZYGODY KOTA FILEMONA /SER.ANIM. 
37  

POL./  
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CHILDREN’S SHOWS NUMBER CHILDREN’S SHOWS NUMBER   

2nd HALF 2019 
OF 

BROADCASTS 1st HALF 2020 
OF 

BROADCASTS   
      

POTWORY I SPOLKA /FILM ANIM.USA/ 4 PRZYGODY KUBUSIA PUCHATKA /FILM 
4 

 
 

ANIM.USA./ 
 

 

    
 

      

PROSIACZEK I PRZYJACIELE /FILM ANIM.USA/ 4 PRZYTUL MNIE /SER.ANI.POL./ 15  
 

     
 

PRZYGODY BOLKA I LOLKA /SER.ANIM.POL./ 59 PSI PATROL /SER.ANIM.KAN.USA/ 333  
 

     
 

PRZYGODY KUBUSIA PUCHATKA /FILM 
2 REKSIO/FILM ANIM./ 170 

 
 

ANIM.USA./  
 

    
 

      

PRZYGODY TANCZACEGO PSIAKA /FILM 
4 ROBIN HOOD /FILM ANIM.USA/ 4 

 
 

FAM.W.BRYT/  
 

    
 

      

PRZYTUL MNIE /SER.ANI.POL./ 181 ROBINSON CRUSOE /FILM ANIM.BEL.FR./ 3  
 

     
 

PSI PATROL /SER.ANIM.KAN.USA/ 264 ROGATE RANCZO /FILM ANIM.USA/ 4  
 

     
 

REKSIO/FILM ANIM./ 82 SEZON NA MISIA 3 /FILM ANIM.USA/ 4  
 

     
 

RENIFER NIKO RATUJE BRATA /FILM ANIM. 
4 SEZON NA MISIA STRACH SIE BAC /FILM 

8 
 

 

FIN.NIEM.IRL.DAN./ ANIM.USA/ 
 

 

   
 

      

ROBIN HOOD /FILM ANIM.USA/ 2 SHAUN THE SHEEP FARMER’S LLAMAS / 
1 

 
 

FILM ANIM.W.BRYT./ 
 

 

    
 

      

ROBINSON CRUSOE /FILM ANIM.BEL.FR./ 4 SHEEP & WOLVES /FILM ANIM.ROS./ 3  
 

     
 

ROGATE RANCZO /FILM ANIM.USA/ 4 SKUBANI /FILM ANIM.USA/ 4  
 

     
 

RYCERZ ARTURA /FILM PRZYG.USA/ 4 SMERFY /SER.ANIM.BEL.USA/ 161  
 

     
 

RYS I SPOLKA /FILM ANIM.HISZ./ 9 STRASZNE HISTORIE MASZY /SER.ANIM. 
45 

 
 

ROS./ 
 

 

    
 

      

SAFARI /FILM ANIM.NIEM./ 4 STRAZAK SAM /SER.ANIM.W.BRYT./ 211  
 

     
 

SEKRET JOHANKI /FILM BASN.SLOW.CZECHY/ 2 STRAZAK SAM I BOHATEROWIE BURZY / 
4 

 
 

FILM ANIM.W.BRYT./ 
 

 

    
 

      

SEZON NA MISIA 3 /FILM ANIM.USA/ 7 STRAZAK SAM I WIELKI POZAR 
2 

 
 

W PONTYPANDY /FILM ANIM.W.BRYT./ 
 

 

    
 

      

SEZON NA MISIA STRACH SIE BAC /FILM 
4 SYLWESTER I TWEETY NA TROPIE /SER. 

78 
 

 

ANIM.USA/ ANIM.USA/ 
 

 

   
 

      

SHEEP & WOLVES /FILM ANIM.ROS./ 4 SZEREGOWIEC DOLOT /FILM 
4 

 
 

ANIM.W.BRYT./ 
 

 

    
 

      

SIEDMIU KRASNOLUDKOW RATUJE SPIACA 
2 SZEROKIEJ DROGI /SER.ANIM./ 1 

 
 

KROLEWNE /FILM ANIM.NIEM./  
 

    
 

      

SKOK PO MARZENIA /FILM FAM.USA/ 4 TIMON I PUMBA /SER.ANIM.USA/ 76  
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CHILDREN’S SHOWS NUMBER CHILDREN’S SHOWS NUMBER  

2nd HALF 2019 
OF 

BROADCASTS 1st HALF 2020 
OF 

BROADCASTS  
     

  TOMEK I PRZYJACIELE – LEGENDA  
 

SPIACA KROLEWNA /FILM ANIM.USA/ 4 O ZAGINIONYM SKARBIE /FILM ANIM. 2 
 

  USA/  
 

     

STRASZNE HISTORIE MASZY 
/SER.ANIM.ROS./ 14 

TOMEK I PRZYJACIELE – OPOWIESC 
4  

O ODWADZE /FILM ANIM.USA/  

   
 

     

STRAZAK SAM /SER.ANIM.W.BRYT./ 205 TOMEK I PRZYJACIELE – TAJEMNICA 
3  

ZAGINIONEJ KORONY /FILM ANIM.USA/  

   
 

     

STRAZAK SAM I BOHATEROWIE BURZY 
/FILM 

3 TOMEK I PRZYJACIELE /SER.ANIM./ 90  

ANIM.W.BRYT./  

   
 

     

STRAZAK SAM I WIELKI POZAR 
5 TOMEK I PRZYJACIELE WYPRAWA POZA 

6  

W PONTYPANDY /FILM ANIM.W.BRYT./ WYSPE SODOR /FILM ANIM.W.BRYT./  

  
 

     

SYLWESTER I TWEETY NA TROPIE 
/SER.ANIM. 

73 TOP WING PTASIA AKADEMIA /SER. 
180  

USA/ ANIM.KAN./  

  
 

     

SZEROKIEJ DROGI /SER.ANIM./ 1 TOY STORY /FILM ANIM.USA/ 4 
 

    
 

THE BOSS BABY BACK IN BUSINESS /SER. 
92 TOY STORY 2 /FILM ANIM.USA/ 4  

ANIM.USA/  

   
 

     

TIMON I PUMBA /SER.ANIM.USA/ 79 TOY STORY 3 /FILM ANIM.USA/ 12 
 

    
 

TOMEK I PRZYJACIELE – LEGENDA 
2 TYGRYS I PRZYJACIELE /FILM ANIM.USA/ 4  

O ZAGINIONYM SKARBIE /FILM ANIM.USA/  

   
 

     

TOMEK I PRZYJACIELE – TAJEMNICA 
1 UNIWERSYTET POTWORNY /FILM ANIM. 

6  

ZAGINIONEJ KORONY /FILM ANIM.USA/ USA/  

  
 

     

TOMEK I PRZYJACIELE – WIELKI WYSCIG / 
5 UWAGA POZAR /SER.ANIM.POL./ 7  

FILM ANIM.USA/  

   
 

     

TOMEK I PRZYJACIELE /SER.ANIM./ 287 WIELKA BITWA ASTERIXA /FILM ANIM. 
4  

FRANC./  

   
 

     

TOP WING PTASIA AKADEMIA /SER.ANIM. 
43 WIELKI MYSI DETEKTYW /FILM ANIM. 

6  

KAN./ USA/  

  
 

     

TOY STORY PREHISTORIA /FILM ANIM.USA/ 2 WIELKIE ZAWODY W PRZYSTANI ELFOW 
1  

/FILM ANIM.USA/  

   
 

     

TYGRYS I PRZYJACIELE /FILM ANIM.USA/ 2 ZACZAROWANY OLOWEK /SER.ANIM. 
20  

POL./  

   
 

     

UNIWERSYTET POTWORNY /FILM 
ANIM.USA/ 9 ZACZAROWANY SWIAT BELLI /FILM 

4  

ANIM.USA/  

   
 

     

WIELKA BITWA ASTERIXA /FILM ANIM. 
8 ZAKOCHANY KUNDEL /FILM ANIM.USA/ 2  

FRANC./  

   
 

     

WIELKA PODROZ BOLKA I LOLKA /FILM 
14 ZAKOCHANY KUNDEL II. PRZYGODY 

4  

ANIM./ CHAPSA /FILM ANIM.USA/  

  
 

     

WIELKI MYSI DETEKTYW /FILM ANIM.USA/ 2 ZANIM ZYLI DLUGO I ZAPLATANI /FILM 
1  

ANIM.USA/  

   
 

     

YOGI LOWCA SKARBOW /SER.ANIM.USA/ 25 ZAPLATANE PRZYGODY ROSZPUNKI / 
1  

SER.ANIM.USA/  
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CHILDREN’S SHOWS NUMBER CHILDREN’S SHOWS NUMBER   

2nd HALF 2019 
OF 

BROADCASTS 1st HALF 2020 
OF 

BROADCASTS   
      

ZABAWY BOLKA I LOLKA /SER.ANIM.POL./ 7 ZAPLATANI /SER ANIM.USA/ 3  
 

     
 

ZACZAROWANY OLOWEK /SER.ANIM.POL./ 10 ZOLWIK SAMMY 2 /FILM ANIM.BELG./ 4  
 

     
 

ZAKOCHANY KUNDEL /FILM ANIM.USA/ 2    
 

     
 

ZANIM ZYLI DLUGO I ZAPLATANI /FILM 
2 

   
 

ANIM.USA/    
 

    
 

      

TVN 249 TVN 156  
 

     
 

CASTING MASTERCHEF JUNIOR 122 BABE SWINKA W MIESCIE /FILM FAB. 
3 

 
 

AUSTRAL.- USA/ 
 

 

    
 

      

CHARLIE I FABRYKA CZEKOLADY /FILM FANT. 
6 BABE SWINKA Z KLASA /KOM.AUSTR./ 3 

 
 

USA/  
 

    
 

      

DOBRY DINOZAUR /FILM ANIM.USA/ 3 DOBRY DINOZAUR /FILM ANIM.USA/ 3  
 

     
 

FILM O PSZCZOLACH /FILM ANIM.USA/ 3 FILM O PSZCZOLACH /FILM ANIM.USA/ 3  
 

     
 

GRINCH – SWIAT NIE BEDZIE /FILM KOM. 
6 FLICKA /FILM PRZYG.FAM.USA W.BRYT./ 3 

 
 

USA/  
 

    
 

      

HAPPY FEET: TUPOT MALYCH STOP /FILM 
3 HAPPY FEET: TUPOT MALYCH STOP / 

3 
 

 

ANIM.AUSTRALIA USA/ FILM ANIM.AUSTRALIA USA/ 
 

 

   
 

      

HAPPY FEET: TUPOT MALYCH STOP II /FILM 
3 HAPPY FEET: TUPOT MALYCH STOP II / 

3 
 

 

ANIM.AUSTRALIA USA/ FILM ANIM.AUSTRALIA USA/ 
 

 

   
 

      

HARRY POTTER I CZARA OGNIA /FILM FAB. 
4 HUGO I JEGO WYNALAZEK /FILM FAM. 

6 
 

 

USA/ USA/ 
 

 

   
 

      

HARRY POTTER I KAMIEN FILOZOFICZNY / 
4 KOCHANY URWIS /KOM.USA/ 2 

 
 

FILM PRZYG.USA/  
 

    
 

      

HARRY POTTER I KOMNATA TAJEMNIC /FILM 
4 KOCHANY URWIS 2 /FILM KOM.USA/ 3 

 
 

FAB.USA/  
 

    
 

      

HARRY POTTER I WIEZIEN AZKABANU /FILM 
4 KOPCIUSZEK /FILM BASN.W.BRYT.USA/ 9 

 
 

PRZYG.USA/  
 

    
 

     
 

KOPCIUSZEK /FILM BASN.W.BRYT.USA/ 3 KOT W BUTACH /FILM ANIM.USA/ 2  
 

     
 

KOT W BUTACH /FILM ANIM.USA/ 2 KROLEWNA SNIEZKA /FILM FANT.USA/ 3  
 

     
 

KRONIKI SPIDERWICK /FILM FANT.USA/ 3 KRUDOWIE /FILM ANIM.USA/ 3  
 

     
 

KUNG FU PANDA /FILM ANIM.USA/ 2 KUNG FU PANDA /FILM ANIM.USA/ 2  
 

     
 

  LEGENDY SOWIEGO KROLESTWA:   
 

KUNG FU PANDA 2 /FILM ANIM.USA/ 2 STRAZNICY GA’HOOLE /FILM ANIM.USA 3  
 

  AUSTRAL./   
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CHILDREN’S SHOWS NUMBER CHILDREN’S SHOWS NUMBER  

 
2nd HALF 2019 

OF 
BROADCASTS 1st HALF 2020 

OF 
BROADCASTS  

      

LORAX /FILM ANIM.USA/ 2 LEGO PRZYGODA /FILM ANIM.AUSTRAL. 
3  

DAN.USA/  

   
 

     

MASTERCHEF JUNIOR /REALITY SHOW POL./ 30 MASTERCHEF JUNIOR /REALITY SHOW 
57  

POL./  

   
 

     

MERIDA WALECZNA /FILM ANIM.USA/ 3 MERIDA WALECZNA /FILM ANIM.USA/ 3 
 

    
 

MINIONKI /FILM ANIM.USA/ 2 MIS YOGI /FILM FAM.NOW.ZEL.USA/ 2 
 

    
 

MINIONKI ROZRABIAJA /FILM ANIM.USA/ 3 PIOTRUS WYPRAWA DO NIBYLANDII / 
4  

FILM FANT.AUSTRAL.W.BRYT.USA/  

   
 

     

MOJ PRZYJACIEL DELFIN /FILM DRAM.KAN. 
3 RALF DEMOLKA /FILM ANIM.USA/ 3  

USA/  

   
 

     

ODLOT /FILM ANIM USA/ 3 SEKRETNE ZYCIE ZWIERZAKOW 
2  

DOMOWYCH /FILM ANIM.JAP.USA/  

   
 

     

PARANORMAN /FILM ANIM.USA/ 2 SHREK /FILM ANIM. USA/ 3 
 

    
 

PIOTRUS WYPRAWA DO NIBYLANDII /FILM 
3 SHREK 2 /FILM ANIM. USA/ 3  

FANT.AUSTRAL.W.BRYT.USA/  

   
 

     

PODROZ DO WNETRZA ZIEMI /FILM PRZYG. 
3 SOPHIA GRACE I ROSIE KROLEWSKA 

2  

USA/ PRZYGODA /FILM FAM.USA/  

  
 

     

RALF DEMOLKA /FILM ANIM.USA/ 3 THE LEGO NINJAGO MOVIE /FILM ANIM. 
3  

DAN.AUSTRAL.USA/  

   
 

     

THE LEGO BATMAN MOVIE /FILM ANIM.DAN. 
3 TO CZARY /FILM ANIM.USA/ 3  

USA/  

   
 

     

W GLOWIE SIE NIE MIESCI /FILM ANIM.USA/ 3 UWOLNIC ORKE II /FILM USA/ 3 
 

    
 

WIELKA SZOSTKA /FILM ANIM.USA/ 3 UWOLNIC ORKE III /FILM PRZYG.USA/ 2 
 

    
 

ZACZAROWANA /FILM FAM.FANT.USA/ 9 W GLOWIE SIE NIE MIESCI /FILM ANIM. 
3  

USA/  

   
 

     

  ZACZAROWANA /FILM FAM.FANT.USA/ 6 
 

    
 

TVN 7 94 TVN 7 81 
 

    
 

ALEXANDER: OKROPNY STRASZNY  
CO ROBIC CO ROBIC /FILM KROTKOM. 

 
 

NIEZBYT DOBRY BARDZO ZLY DZIEN / 2 2  

ANIM.POL./  

FILM KOM.USA/ 
  

 

   
 

     

BABE SWINKA W MIESCIE /FILM FAB. 
3 EGIPSKIE PSIAKI /FILM FAM.USA KAN./ 2  

AUSTRAL.- USA/  

   
 

     

BABE SWINKA Z KLASA /KOM.AUSTR./ 3 GRINCH – SWIAT NIE BEDZIE /FILM KOM. 
3  

USA/  

   
 

     

BYL SOBIE CHLOPIEC /FILM KOM.ANG.- USA/ 3 HARRY POTTER I CZARA OGNIA /FILM 
4  

FAB.USA/  
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CHILDREN’S SHOWS NUMBER CHILDREN’S SHOWS NUMBER  

2nd HALF 2019 
OF 

BROADCASTS 1st HALF 2020 
OF 

BROADCASTS  
     

DENNIS ZNOW ROZRABIA /FILM KOM.USA/ 2 HARRY POTTER I KAMIEN FILOZOFICZNY 
4 

 
 

/FILM PRZYG.USA/  
 

    
 

      

DZWONECZEK I BESTIA Z NIBYLANDII /FILM 
1 

HARRY POTTER I KOMNATA TAJEMNIC / 
5 

 
 

ANIM.USA/ FILM FAB.USA/  
 

   
 

      

EGIPSKIE PSIAKI /FILM FAM.USA KAN./ 2 
HARRY POTTER I WIEZIEN AZKABANU / 

4 
 

 

FILM PRZYG.USA/  
 

    
 

      

EKSPRES POLARNY /FILM ANIM.USA/ 6 KOCHANY URWIS /KOM.USA/ 4  
 

     
 

ELF /FILM FAM.USA/ 6 KOCHANY URWIS 2 /FILM KOM.USA/ 6  
 

     
 

FRED CLAUS – BRAT SWIETEGO MIKOLAJA / 
3 KOT W BUTACH /FILM ANIM.USA/ 4 

 
 

FILM KOM.USA/  
 

    
 

      

HOBBIT: PUSTKOWIE SMAUGA /FILM FANT. 
4 KROLEWNA SNIEZKA /FILM FANT.USA/ 3 

 
 

NOWA ZEL.USA/  
 

    
 

      

HOP /FILM KOM.ANIM.USA/ 3 MOJ PRZYJACIEL DELFIN /FILM DRAM. 
9 

 
 

KAN.USA/  
 

    
 

      

KROLEWNA SNIEZKA I LOWCA /FILM BASN. 
3 

MOJ PRZYJACIEL DELFIN 2 OCALIC 
9 

 
 

USA/ MANDY /FILM DRAM.USA/  
 

   
 

      

KURCZAK MALY /FILM ANIM.USA/ 2 PARANORMAN /FILM ANIM.USA/ 6  
 

     
 

LEGO PRZYGODA /FILM ANIM.AUSTR.DAN. 
6 PUDLAKI /FILM ANIM.USA/ 6 

 
 

USA/  
 

    
 

      

LEMUR ZWANY ROLLO /FILM FAB.W.BRYT. 
8 RALF DEMOLKA /FILM ANIM.USA/ 6 

 
 

USA/  
 

    
 

      

LORAX /FILM ANIM.USA/ 6 
STRACHY NA PSIAKI /FILM KOM.KAN. 

2 
 

 

USA/  
 

    
 

      

MINIONKI ROZRABIAJA /FILM ANIM.USA/ 3 
SWIATECZNE PSIAKI /FILM FAM.USA 

2 
 

 

KAN./  
 

    
 

      

PARANORMAN /FILM ANIM.USA/ 2    
 

     
 

PSY I KOTY /FILM FAB.USA/ 2    
 

     
 

PSY I KOTY: ODWET KITTY /FILM FAM. 
2 

   
 

AUSTR.USA/ 
   

 

    
 

      

PUDLAKI /FILM ANIM.USA/ 3    
 

     
 

SOPHIA GRACE I ROSIE KROLEWSKA 
2 

   
 

PRZYGODA /FILM FAM.USA/ 
   

 

    
 

      

STRACHY NA PSIAKI /FILM KOM.KAN. 
2 

   
 

USA/ 
   

 

    
 

      

SWIATECZNE PSIAKI /FILM FAM.USA 
2 

   
 

KAN./ 
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LIST OF SHOWS ON UNIVERSAL CHANNELS WITH A CHILD AUDIENCE 
OF MORE THAN 5% 
 

Shows highlighted in colour in the table were also classified as children's shows. 
 
Table 15. SHOWS POPULAR WITH CHILDREN, JULY - DECEMBER 2019 
 

 
date time AMR 

AMR 
 

 
(4 – 12  

 
of  

broadcast 
of 

broadcast (total) 

 

 
years)  

    
 

      

TVP1     
 

     
 

JUNIOR EUROVISION SONG CONTEST GLIWICE-SILESIA 2019 / 
24 

November 
16:00 14,0% 7,9%  

TRANSMISJA/ 2019  

   
 

      

JUNIOR EUROVISION SONG CONTEST GLIWICE-SILESIA 2019 / 
24 

November 
18:34 11,7% 7,0%  

TRANSMISJA/ 2019  

   
 

      

TVP2     
 

     
 

SYLWESTER MARZEN Z DWOJKA 

31 
December 

19:56 13,7% 8,3%  

2019  

    
 

      

Polsat     
 

     
 

KRAINA LODU /FILM ANIM.USA/ 

07 
September 

12:14 1,6% 5,5%  

2019  

    
 

      

KRAINA LODU /FILM ANIM.USA/ 

07 
September 

13:14 1,6% 5,0%  

2019  

    
 

      

CHILDREN’S SHOWS NUMBER CHILDREN’S SHOWS NUMBER 

2nd HALF 2019 
OF 

BROADCASTS 1st HALF 2020 
OF 

BROADCASTS 
    

TO CZARY /FILM ANIM.USA/ 3   
    

TOY STORY /FILM ANIM.USA/ 2   
    

TOY STORY 2 /FILM ANIM.USA/ 2   
    

WIELKA SZOSTKA /FILM ANIM.USA/ 6   
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EPOKA LODOWCOWA 3: ERA DINOZAUROW /FILM ANIM. 
15 

September 
14:38 2,7% 5,3%  

USA/ 2019  

   
 

      

AUTA /FILM ANIM.USA/ 

06  
October 

11:40 2,1% 5,0%  

2019  

    
 

      

KEVIN SAM W DOMU /FILM USA/ 

06  
October 

14:09 3,2% 5,7%  

2019  

    
 

      

KEVIN SAM W DOMU /FILM USA/ 

06  
October 

15:08 4,0% 5,3%  

2019  

    
 

      

 

 
date time AMR 

AMR  
 

 

(4 – 12 

 
 

 
of 

broadcast 
of 

broadcast (total) 
 

 

 years)  
 

     
 

       

GDZIE JEST NEMO /FILM ANIM.USA/ 

03 
November 

10:07 2,2% 5,3% 
 

 

2019  
 

     
 

       

COCO /FILM ANIM.USA/ 

03 
November 

14:26 2,8% 6,0% 
 

 

2019  
 

     
 

       

COCO /FILM ANIM.USA/ 

03 
November 

15:27 2,8% 5,2% 
 

 

2019  
 

     
 

       

NASZ NOWY DOM /REALITY SHOW.POL./ 

03 
November 

18:07 6,3% 5,2% 
 

 

2019  
 

     
 

       

WYDARZENIA FLESZ 

03 
November 

18:28 6,9% 5,1% 
 

 

2019  
 

     
 

       

NASZ NOWY DOM /REALITY SHOW.POL./ 

03 
November 

18:34 6,8% 5,4% 
 

 

2019  
 

     
 

       

ARTUR RATUJE GWIAZDKE /FILM ANIM.USA WLK.BRYT./ 

01 
December 

09:32 1,5% 5,0% 
 

 

2019  
 

     
 

       

ARTUR RATUJE GWIAZDKE /FILM ANIM.USA WLK.BRYT./ 

01 
December 

10:35 1,6% 5,1% 
 

 

2019  
 

     
 

       

WYDARZENIA 

06 
December 

18:57 9,8% 6,5% 
 

 

2019  
 

     
 

       

RENIFER NIKO RATUJE SWIETA /FILM ANIM.FIN.NIEM.IRL. 
22 

December 
09:36 1,5% 5,7% 

 
 

DAN./ 2019  
 

    
 

       

WYDARZENIA FLESZ 

24 
December 

17:31 7,0% 5,0% 
 

 

2019  
 

     
 

       

KEVIN SAM W DOMU /FILM USA/ 25 18:06 5,6% 6,3%  
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December 

2019  
 

     
 

       

SYLWESTROWA MOC PRZEBOJOW /KONCERT/ 

31 
December 

19:56 5,9% 5,7% 
 

 

2019 
 

 

     
 

       

TVN      
 

     

 
 

TVN CLIP 

10 
November 

16:54 2,3% 5,0% 
 

 

2019  
 

     
 

       

 

Table 16. SHOWS POPULAR WITH CHILDREN, JANUARY-JUNE 2020 
 

 
date time AMR 

AMR  
 

 (4 – 12  
 

 
of 

 broadcast 
of 

broadcast (total) 

 
 

 years)  
 

     
 

       

TVP1      
 

      
 

PUCHAR SWIATA W SKOKACH NARCIARSKICH 

6  
January 

18:29 15,1% 5,4% 
 

 

2020  
 

     
 

       

PUCHAR SWIATA W SKOKACH NARCIARSKICH 

26 
January 

15:54 13,9% 5,4% 
 

 

2020  
 

     
 

       

 

 
date time AMR 

AMR 
 

 (4 – 12  

 
of  

broadcast 
of 

broadcast (total) 

 

 years) 
AMR 

 

   AMR 
 

 
   (4 – 12 

 

TELEEXPRESS 

26  
January 

16:56 15,2% 6,6%  

2020  

    
 

      

Polsat     
 

     
 

SMERFY 2 /FILM FAM.USA/ 

19  
January 

11:25 2,1% 5,7%  

2020  

    
 

      

SHREK 2 /FILM ANIM. USA/ 

26  
January 

09:46 1,5% 5,8%  

2020  

    
 

      

SHREK 2 /FILM ANIM. USA/ 

26  
January 

10:27 2,3% 5,7%  

2020  

    
 

      

EPOKA LODOWCOWA 2 – ODWILZ /FILM ANIM.USA/ 

2  
February 

11:16 2,7% 5,4%  

2020  

    
 

      

EPOKA LODOWCOWA 3: ERA DINOZAUROW /FILM ANIM. 
9  

February 
11:18 2,9% 6,0%  

USA/ 2020  
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KRAINA LODU /FILM ANIM.USA/ 

23  
February 

10:07 1,8% 5,6%  

2020  

    
 

      

KRAINA LODU /FILM ANIM.USA/ 

23  
February 

11:06 2,7% 6,6%  

2020  

    
 

      

WYDARZENIA FLESZ 

2  
April 

18:39 9,1% 5,8%  

2020  

    
 

      

PIERWSZA MILOSC /SER.OBYCZ.POL./ 

2  
April 

18:39 9,9% 6,0%  

2020  

    
 

      

WYDARZENIA 

2  
April 

18:45 13,4% 8,3%  

2020  

    
 

      

WYDARZENIA 

2  
April 

19:00 12,8% 6,7%  

2020  

    
 

      

SHREK FOREVER /FILM ANIM. USA/ 

12  
April 

13:47 2,5% 5,1%  

2020  

    
 

      

ZAPLATANI /FILM ANIM.USA/ 

13  
April 

09:30 2,2% 5,0%  

2020  

    
 

      

ZAPLATANI /FILM ANIM.USA/ 

13  
April 

10:05 3,7% 7,1%  

2020  

    
 

      

ZAPLATANI /FILM ANIM.USA/ 

13  
April 

11:07 3,8% 7,1%  

2020  

    
 

      

I ZYLI DLUGO I ZAPLATANI /FILM ANIM.USA/ 

13  
April 

11:37 2,8% 5,3%  

2020  

    
 

      

AUTA 3 /FILM ANIM.USA/ 

13  
April 

11:51 3,4% 6,0%  

2020  

    
 

      

AUTA 3 /FILM ANIM.USA/ 

13  
April 

12:25 4,6% 7,6%  

2020  

    
 

      

AUTA 3 /FILM ANIM.USA/ 

13  
April 

13:15 4,1% 6,8%  

2020  
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date time AMR 

AMR  
 

 (4 – 12  
 

 
of 

 broadcast 
of 

broadcast (total) 

 
 

 

years) 
AMR  

 

     
 

       

TOY STORY HORROR /FILM ANIM.USA/ 

13  
April 

19:40 3,6% 5,4% 
 

 

2020  
 

     
 

       

Puls 2      
 

      
 

ANGRY BIRDS FILM /FILM ANIM.USA/ 

22  
February 

19:16 1,3% 5,7% 
 

 

2020  
 

     
 

       

MARTA MOWI /SER.ANIM.USA/ 

16  
March 

09:56 1,0% 5,0% 
 

 

2020  
 

     
 

       

MIRACULUM: BIEDRONKA I CZARNY KOT /SER ANIM.USA/ 

16  
March 

15:32 1,0% 5,1% 
 

 

2020  
 

     
 

       

ALVIN I WIEWIORKI /SER.ANIM.USA/ 

15  
April 

13:43 1,1% 5,4% 
 

 

2020  
 

     
 

       

ALVIN I WIEWIORKI /SER.ANIM.USA/ 

15  
April 

13:54 1,2% 5,9% 
 

 

2020  
 

     
 

       

BLAZE I MEGA MASZYNY /SER.ANIM.USA/ 

20  
April 

09:38 0,7% 5,6% 
 

 

2020  
 

     
 

       

MARTA MOWI /SER.ANIM.USA/ 

20  
April 

10:02 0,7% 5,7% 
 

 

2020  
 

     
 

       

MARTA MOWI /SER.ANIM.USA/ 

24  
April 

09:54 0,9% 5,5% 
 

 

2020  
 

     
 

       

ALVIN I WIEWIORKI /SER.ANIM.USA/ 

27  
April 

13:45 0,9% 5,0% 
 

 

2020  
 

     
 

       

MIRACULUM: BIEDRONKA I CZARNY KOT /SER ANIM.USA/ 

27  
April 

15:23 0,9% 5,2% 
 

 

2020  
 

     
 

       

MARTA MOWI /SER.ANIM.USA/ 

30  
April 

09:59 1,0% 5,1% 
 

 

2020  
 

     
 

       

MIRACULUM: BIEDRONKA I CZARNY KOT /SER ANIM.USA/ 

28  
May 

15:31 1,0% 5,9% 
 

 

2020  
 

     
 

       

TVN      
 

      
 

FAKTY 

29  
March 

19:00 9,5% 5,6% 
 

 

2020  
 

     
 

      
 

 

82        THE NATIONAL BROADCASTING COUNCIL 

 


