
ABSTRACT
Special Issue: 'Animation: Creativity, Technology, Audiences'
The CoComelon Brand on YouTube: Platform Strategies and the Audiovisual Construction of Children’s Animation Audiences
Animation today operates within a complex ecosystem shaped by digital platforms, algorithmic distribution, and transmedia circulation. In this landscape, children’s animated content is no longer tied to traditional TV or film; instead, it is increasingly produced and optimised for platform-based environments where discoverability, repetition, and engagement metrics play a central role. This shift changes not only how animation is produced but also how it looks and tells stories, particularly for preschool audiences. 
This study examines the CoComelon brand as a paradigmatic case of platform-native animated content, analysing its main YouTube channels through a mixed-method approach combining quantitative data analysis and qualitative content analysis. The dataset comprises 3,997 video units extracted on 15 May 2025, offering a temporal snapshot of CoComelon’s audiovisual strategy within YouTube’s algorithmic infrastructure:
	•	‘CoComelon – Nursery Rhymes’ (193M subscribers) .
	•	‘CoComelon Classroom – Learning for Kids’ (284K subscribers).
	•	‘CoComelon JJ’s Animal Time– Nursery Rhymes’(14M subscribers).
	•	‘CoComelon – Cody Time’ (7.41M subscribers).
	•	‘CoComelon – Nina’s Familia’ (1.86 M subscribers)

The findings show that CoComelon’s success relies on a highly standardized production model: short-form repetition, simple narratives, bright colors, and high sensory stimulation. These aesthetic and formal choices are closely aligned with platform logics of retention and recommendation, positioning the brand at the intersection of animation production, algorithmic visibility, and data-driven audience engagement. 
Furthermore, the study tracks how CoComelon expands across platforms like Netflix, cementing its place as a globally scalable brand. In doing so, it illustrates how animation for early childhood audiences is increasingly shaped by ‘platformisation’ processes that blur the boundaries between entertainment, education, and algorithmic optimisation.
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