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Meeting the emotional and learning needs of the unique child

Part one  
Child development:  
theory and practice
By Julia Manning-Morton, an independent consultant, trainer and author (www.key-times.co.uk/

profiles/). She specialises in practice and provision that meets the needs of children under three 

and is an expert on the personal, social and emotional well-being of children and practitioners. 

Her publications include Two-Year-Olds In Early Years Settings: Journeys Of Discovery (2015) and 

Exploring Well-being in the Early Years (2014)

through observed learning. 

This perspective also includes 

'behaviourist' theories which 

focus on children's observed 

behaviours and how adults can 

make changes in the environment 

to influence them. Using tools 

such as 'star charts' reflects this 

theoretical perspective.

The interactionist 
perspective
Interactionist theories believe that 

a child's learning is an interaction 

between the developing child 

and the environment. This 

perspective includes the 

importance of genetic make-

up, but emphasises how 

children build on their biological 

inheritance through their 

experience. Interactionists also emphasise 

that children are active in their 

development and learning; 

that they construct their own 

knowledge and understanding 

about things. These are 

called constructivist or social-

constructivist theories.

Key theorists
Jean Piaget: Piaget's 

constructivist theory identified 

that children do not passively 

soak up information, they are 

active learners, using hands-on 

experience and what they know 

already to try to make sense of 

the world. In the process of trying 

out their ideas, children construct 

more sophisticated levels of 

knowledge. Piaget discussed cognitive 

development, but he also 

took account of the biological 

sequences of development and 

believed that children go through 

stages in their development, each 

of which have different ways of 

processing thought. 

Lev Vygotsky: While seeing 

children as actively involved in 

constructing their knowledge, 

Vygotsky's constructivist 

theory also emphasises the 

social context in which it takes 

place. This is called social 

constructivism; that children 

construct their knowledge 

according to the culture in which 

they grow up.

Jerome Bruner and 

Barbara Rogoff also use a 

social constructivist perspective 

to emphasise the role of the adult 

in children's learning.  

Urie Bronfenbrenner believes 

that development and learning 

are not limited to the individual 

child's biology or immediate 

experiences, but are also 

affected by the wider social and 

political world. This is called an 

ecological systems model of 

development. 

 Judy Dunn looks 

at children's social 

development in 

the context of 

their family and 

culture.

John Bowlby and 

Donald Winnicott: From 

a psychoanalytic 

perspective, 

Bowlby and 

Winnicott were 

interested in how 

personality is 

shaped by childhood 

experiences and how 

behaviour is activated 

by unconscious 

thoughts as well as conscious 

ones. They emphasised the 

influence of children's care 

experiences on their sense of self 

and understanding of others.

HoW Do yoU LeaRn 

aBoUT cHiLDRen's 

DeVeLoPmenT?

observation
Observation means watching 

and listening to children closely, 

in a purposeful and focused way, 

recording the information and 

then analysing it to make sense 

of what you have observed. This 

is your key tool for understanding 

an individual child's growth, 

development and learning.

Developing your skills of 

observation is one of the most 

important parts of your training 

and development as an early 

years practitioner. Through 

careful observation, you can:

l get to know each child as an 

individual

l understand each child's 

development

l think about each child's 

particular styles of play and 

learning, their interests and 

strengths 

l think about how to support 

children's needs and extend 

their learning

l gather information to share with 

parents, and show how you 

value parents' observations of 

their children

l gain an understanding of how 

children experience life in the 

setting.There are many different ways 

of recording observations of 

children which can be useful 

for different purposes. The 

case studies in the following 

articles in this 12-part series 

will use narrative approaches to 

observation, which record what is 

seen and heard as it is observed.

ReadingTo extend your knowledge of 

developmental theory, you need 

to read. Starting with magazine 

articles such as this is great, 

but you then need to look at the 

suggested books at the end of 

articles and read further and in 

more depth. If you are a student on a 

course, your tutor will suggest 

books for you. If not, your 

manager/mentor/colleagues 

will be able to recommend and 

maybe even lend you reading 

that they have found useful. Most 

effective settings will have a set 

of books in the staff area that you 

can borrow.Develop a reading habit; this 

is as important for qualified and 

experienced practitioners as it 

is for newcomers to the field. 

Having a regular time and reading 

little and often seems to work for 

a lot of people.

Talking to colleagues, 

parents and children

To better understand your 

observations and to learn more 

about an individual child or 

child development in general, 

you need to talk to parents and 

colleagues. You will then benefit from 

their different perspectives, 

maybe seeing things you might 

have missed, understanding an 

aspect of behaviour or learning 

differently to you or agreeing with 

your analysis and confirming your 

ideas.Of course the other people 

to talk to are the children! 

Looking at photos, pictures or 

models together gives children 

the opportunity to explain and 

to think more about what they 

are doing and gives you the 

opportunity to gain more insight 

into the child's world. 

What a privilege!

STARTING POINTS Part one – Child development: theory and practice

l Bee, H and Boyd, D (2011) (13th edition) The 

Developing Child. ma. Usa: Harper collins 

l Berk, L e (2012) Child Development. Usa: 

Pearson education

l Bruce, T, meggitt, c and manning-morton, 

J (6th edition forthcoming) (2016) Childcare 

and Education. London: Hodder & 

stoughton

l Karmiloff-smith, a (1994). Baby it's You. 

London: ebury Press

l mukherji, P and Dryden, L (2014) (eds) 

Foundations of Early Childhood: Principles 

and Practice. London: sage 

l Keenan, T and evans, s (2009) (2nd ed) An 

Introduction to Child Development, London: 

sage Publications

l Lindon, J (2012). (3rd edition) Understanding 

Child Development: 0-8 Years: Linking 

Theory and Practice. London: Hodder 

education

l http://www.nurseryworld.co.uk/early-years-

pioneers

FURTHeR ReaDinG

A3_Pull out FINAL.indd   1

04/01/2016   14:38

001_NW_Cover.indd   1 06/01/2016   11:53

All about awe and wonder in our fi ve-page guide All about awe and wonder in our fi ve-page guide 

34

All about awe and wonder in our fi ve-page guide 

34

All about awe and wonder in our fi ve-page guide 

New National 

Schools series 

All about awe and wonder in our fi ve-page guide Pages 21-25

nursery world

, an independent consultant, trainer and author (www.key-times.co.uk/

profiles/). She specialises in practice and provision that meets the needs of children under three 

and is an expert on the personal, social and emotional well-being of children and practitioners. 
(2015) and 

All about awe and wonder in our fi ve-page guide Pages 21-25

nursery world

, an independent consultant, trainer and author (www.key-times.co.uk/

(2015) and 

nursery world

, an independent consultant, trainer and author (www.key-times.co.uk/

(2015) and 

All about awe and wonder in our fi ve-page guide All about awe and wonder in our fi ve-page guide Pages 21-25All about awe and wonder in our fi ve-page guide Pages 21-25

WORK MATTERS

Pool resources 
to make the 
most of EYPP
Pages 36-37

NEW PULL-OUT

A 12-part 
series on child 
development
Inside this issuenursery world

, an independent consultant, trainer and author (www.key-times.co.uk/

(2015) and 

PRACTICE

New National 
Teaching 
Schools series 
Pages 16-18

16

NEWS & ANALYSIS

Results from 
our nursery 
food survey
Pages 4-5

New National 

Schools series 

Choose the right 
subscription for you

 PRINT & WEBSITE ACCESS  
  DIGITAL MEMBERSHIP
 FULL MEMBERSHIP

Children’s creativity has no boundaries... 
So, let their imaginations run wild with the 
edding FUNTASTICS range of pens. 

Paper & card, windows, textiles and even faces 
can be decorated safely!

www.edding-funtastics.com

Discover the world 
of Colour & Play...

Get 3 for 2
on all edding 
products* at:

*Valid until: 31/10/15

150820-SH FUNTASTICS Guardian Page.indd   1 01/09/2015   11:30:58

EDITORIAL FEATURES

Part of the Celebrity Secrets series 
distributed with OK! Magazine, Family Life 
is a full-colour, oversized A4 publication, 
featuring high quality editorial 
throughout, focused on giving its readers 
the best parenting inspirations.

Family Life will serve as their essential 
celebrity guide to all things family – 
healthy recipes, playtime, advice for busy 
mums on the go, beauty, parenting  
and homemaking.  

Our aspirational features will also 
include celebrity trends, top tips and life 
hacks to help readers achieve their family 
goals, whether about the house or on 

"OK! readers are twice as 
likely to be tempted to buy 

products that they have 
seen advertised"

■ Double page spread £14,950

■ One full colour page £7,950

■ Half page £4,950

■ 20% premium for advertorial features

RATE CARD
■ 170,000 printed copies distributed 
with OK! Magazine on Wednesday  
6th September 2017
(in all bumper packs)

■ Projected readership 1.082 million* 

■ Distributed nationwide

DISTRIBUTION
■ SOCIAL GRADE
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  38
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 ● EDUCATION, LEARNING & DEVELOPMENT ● MUMS TO BE ● FASHION & BEAUTY

 Celebrity Secrets presents

Source: TGI GB 2017 Q2 (Jan 16 - Dec 16)*This is calculated on an average 6.37 readers per copy pro rata to the 170,000 
distirbution. Source: NRS July – Dec 2016

Particularly when considering:
• OK! readers are twice as likely to be 
tempted to buy products that they have 
seen advertised 
• 539,000 OK! Magazine readers buy new 
clothes every season
• £19 million is the OK! readers’ monthly 
combined spend on cosmetic products 
• 655,000 OK! readers like to try new 
recipes 
• 70% of OK! readers like to try out new 
food products
• 681,000 OK! readers went on a holiday 
last year, spending a total of £1 billion on 
their trips away.

Family Life is part of Celebrity Secrets, a series of independent supplements published by Hurst Media Company Ltd who take sole responsibility for its content.



DOUBLE PAGE SPREAD

CONTACT DETAILS
United House, North Road 
Islington, London 
N7 9DP 
Tel: 020 3478 6017 
hurstmediacompany.co.uk 
Company number: 08375910 
VAT number: 161866882

ADVERTISEMENT SIZES

DIMENSIONS
 Trim:  W 420mm x H 300mm
 Bleed: W 428mm x H 308mm

   4mm all round
 Type:  W 400mm x H 280mm

 

 �Headline: 10-30 characters
 �Main body copy: 600-800 words supplied in 
a word document
 �Box copy: 10-30 words, which could 
include an offer flash, contact details  
and address
 �Images: Max 5 high resolution images* and 
company logo.

NAMING FILES
Artwork should be supplied with a colour proof and be clearly labelled 
using the correct naming convention. Publication name, month of 
insertion, year and name of advertiser. eg. FL0917_YOURCLIENTNAME.pdf

DIGITAL FILE SPECIFICATIONS
 �Our preferred method of delivery is Adobe Acrobat PDF’s sent via email. 
Standard: PDF/X-1a:2001 Compatability: Acrobat 4 (PDF1.3).  
Colour Profile / Output intent: ISO Coated V2 

 �All images are high resolution (at least 300dpi) & CMYK colour. 
 �Avoid RGB and spot colours.
 �Ink density is no higher than 300%
 ��Single colour text is no smaller than 6pt and is not tinted or screened as 
they will not be legible. 

 ��Coloured text or reversed out white text on coloured background is no 
smaller than 8pt bold.

 �Avoid using fine serif type faces, line weight must not be less than 1pt 

MEDIA SALES
Tel: 0203 478 6017 
Fax: 0203 478 6018 
sales@hurstmediacompany.co.uk

*Image use subject to editorial discretion and may vary depending on quality, size and layout. 
Full pages: 2-5 used; half pages and smaller, may use just one image. 

PRODUCTION DEPT. 
Tel: 020 3478 6016 
jennifer@hurstmediacompany.co.uk

ADVERTORIAL FEATURE REQUIREMENTS

FULL PAGE

DIMENSIONS
 Trim:  W 210mm x H 300mm
 Bleed: W 218mm x H 308mm

   4mm all round
 Type:  W 190mm x H 280mm

 

HALF PAGE

DIMENSIONS
 Trim:  W 210mm x H 146mm
 Bleed: W 218mm x H 154mm

   4mm all round
 Type:  W 190mm x H 126mm

 

QUARTER PAGE

DIMENSIONS
 Trim:  W 101mm x H 146mm
 Bleed: W 109mm x H 154mm

   4mm all round
 Type:  W 81mm x H 126mm

 

SUPPLYING FINAL ARTWORK

DOUBLE PAGE SPREAD

FULL PAGE
 �Headline: 10-30 characters
 �Main body copy: 300-400 words supplied 
in a word document
 �Box copy: 10-30 words, which could 
include an offer flash, contact details  
and address
 �Images: Max 3 high resolution images* and 
company logo.

HALF PAGE
 Headline: 10-15 characters
 �Main body copy: 150-200 words supplied in  
a word document
 �Box copy: 10-30 words, which could 
include an offer flash, contact details  
and address
 �Images: 2-3 high resolution images* and 
company logo.

ADVERTORIAL SUBMISSIONS

DESIGN PROCESS
Once all material is submitted according to specifiction. Hurst Media Company 
will layout/design your advertorial within the house style of the publication. 
Layouts  may vary depending on images and/or text supplied. Hurst Media 
Company reserve the right to make grammatical changes and corrections to 
ensure it meets house style.

APPROVALS & AMENDMENTS
 �Hurst Media Company will provide a low res PDF for client approval. 
 �The client will have the option of two sets of amendments before final 
approval. 
 �The final third PDF is for fact checking and approval/records only. 
 �Approval is required within 48 hours.

IMAGE SPECIFICATIONS
Please supply images as high resolution (300dpi) CMYK JPEGs. We can not use 
images from a client website as these are too low resolution for print.* 
 
TERMS
We cannot guarantee the quality of the final print for files supplied outside of 
these specifications. Colour variations will occur if your files do not utilise the 
colour profile and respect the ink density limit outlined above. 

FILE TRANSFER
Files less than 8MB can be emailed directly to jennifer@hurstmediacompany.co.uk.

For larger files please call the production department  on 020 3478 6016 for further 

information.

Family Life is part of Celebrity Secrets, a series of independent supplements published by Hurst Media Company Ltd who take sole responsibility for its content.

Please note that all bookings are made subject to our terms and conditions of advertising, which 
are available by clicking here.


