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Bluey is a global phenomenon grounded in the intimate experience of 
family life.
Created by Joe Brumm and produced by a world-
class creative animation team at Ludo Studio in 
Brisbane, Queensland, many of whom have been with 
the show since it started, the Emmy award-winning 
series has been a ratings phenomenon since it first 
aired on the Australian Broadcasting Corporation 
(ABC) in 2018. Special episode “The Sign” (2024) 
drew 10.4 million views on Disney+ within the first 7 
days,1 and in the US it is one of the most consistently 
streamed shows, ranking as the highest streamed 
show consecutively in 2024 and 2025.2 

Typical episodes of Bluey are 7 minutes long, 
following the young blue heeler and her family, 
capturing the dynamics of play, imagination and 
the challenges of modern parenting with warmth, 
humour and emotional depth. The program has been 
embraced by both child and adult audiences around 
the world for its cultural specificity, lack of cynicism 
and humour. It has also been celebrated by parents, 
critics and education experts for representing 
the joys and lessons of parenting – particularly 
fatherhood – and for encouraging audiences of all 
ages to reflect on childhood, play and family life in 
new ways.

Bluey has provided significant cultural and economic 
value to Australia. As a cultural asset, the series 
has shaped positive perceptions of Australian life, 
introducing audiences around the world to its local 
language, humour and everyday customs. This 
reach has been supported by a successful licensing 
partnership with British Broadcasting Corporation 
(BBC) Studios, expanding the Bluey brand across 
a wide range of products and experiences while 
maintaining its distinctive tone. The series’ influence 
on perceptions of Australia extends to tourism and 
the wider economy, with its warm and relatable 
portrayal of life in and around the Heeler family’s 
Queenslander home helping to place Brisbane, and 
Australia more broadly, on the global stage. Online 
engagement with the program reveals it appeals to a 
wide range of people, provides a unique opportunity 
for co-viewing, and offers a range of connection and 
value beyond entertainment into a deeper reflection 
of the role and importance of childhood in all our 
lives.
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Bluey reaches audience in more than 140 
countries and is Disney+’s most-watched series 
globally.3

“�I love the Aussie accents and themes. Of 
course, some things go over our American 
heads.”4

– online review
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Creation 

Companies involved
Production company: 	 Ludo Studio

Commissioner: 	 Australian Broadcasting  
	 Corporation (ABC) 
	 British Broadcasting  
	 Corporation (BBC)

Bluey is made by Ludo Studio, an independently 
owned animation and production company, located in 
Brisbane, Australia. It makes original drama, comedy, 
animation and digital content. 

Receiving Screen Australia Enterprise Industry 
funding in 2015 was transformative for the company, 
“Without Enterprise we wouldn’t have the people 
available at Ludo to pursue and push our ideas and 
development into production.”5 Ludo Studio was 
named as one of Time Magazine’s 100 most influential 
companies of 2024.6 

The series was commissioned by the ABC and BBC 
Studios, reflecting a co-commissioning model that 
enabled the ABC to simultaneously meet local 
broadcasting objectives and expand its reach 
globally. The involvement of BBC Studios gave 
Bluey access to global distribution and commercial 
infrastructure from an early stage, supporting its 
development through to global rollout. 

Origin story: the idea and 
initial development
Bluey is the creative vision of Queenslander Joe 
Brumm, following a family of anthropomorphised 
Australian cattle dogs. After working on British 
children’s animations such as Charlie and Lola he 
found inspiration looking after his 2 kids, and was 
fascinated by their focus on the everyday, mundane 
chores of adult life. “My 2 girls and I were spending a 
hell of a lot of time playing these bizarre games every 
morning. It would just be me, dazed, playing endless 
games not these crazy make-believe games but 
just recreating the day. You had to go to the shops, 
the doctors or catch the bus … that was what they 
wanted to play. It’s an endless fascination for that 
age of kids … I started writing all these little game 
interactions down.”7 

According to producer Charlie Aspinwall, “it’s always 
been a show that was designed to make adults and 
children laugh at the same time.” 

“Although the show is a comedy, it takes childhood 
seriously … nurturing emotional strength and 
curiosity leads to capable adult lives. That’s 
played out in the show. And I think that’s what 
people respond to. And that’s why it’s so widely 
loved.”8

– Charlie Aspinwall, producer

The creative process
Development of Bluey began in 2016. Ludo sought 
collaborators who would protect the show’s creative 
vision, authenticity and distinctiveness.9 This led to 
it being picked up by the ABC in partnership with 
BBC. The ABC ordered 52x 7-minute episodes of 
Bluey, with BBC Studios acquiring the global rights 
for distribution and merchandising. The series was 
produced entirely in Australia by a local team, many 
of whom were first-time animators from Brisbane.10 
Ludo manages core creative and animation 
processes, selectively outsourcing technical finishing 
such as sound design and grading.11 

“When we first showed the episodes in the studio 
to the whole team, everyone was laughing, but 
they’re all in their 20s, so we were concerned we’d 
made a preschool show for adults. That’s why Joe 
is such a brilliant showrunner because … there are 
sophisticated adult jokes, but then there’s that 
slapstick and physical humour for the kids. And 
even the youngest love the title sequence. It’s all 
there … and appeals right across generations.”12 
– Charlie Aspinwall, producer 



4Screen Currency 2026  |  Bluey Case Study Creation 

Location
Bluey references Brisbane’s local neighbourhoods with a focus on Queenslander houses and settings. Blue 
skies and swimming pools showcase Queensland’s semi-tropical climate. The creative team resisted early 
pressure to “internationalise” the concept, insisting on an approach where authenticity and specificity in the 
details, tone, characters and narrative style would resonate broadly with audiences. 

“It’s very specifically representative of Queensland 
and Australian culture and values. And as it 
exports that to the world, we’re very careful 
to keep the Australian voices. That was very 
important to us when we went to try and find an 
international broadcast partner. And that was a 
line for us. We said we wouldn’t change the voices. 
And I think that’s been the right decision.”13 
– Charlie Aspinwall, producer

“Australian children hearing Australian voices 
on TV and seeing Australian stories is really 
important.”14 
– Charlie Aspinwall, producer

“�Brisbane has a small industry, so that was always a hurdle … but it was the right place to be because we 
have a bit of a creative bubble and it allows you to make the show that you want to make.”15

– Charlie Aspinwall, producer
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Production

Cast and crew metrics
The following cast and crew figures, sourced from 
IMDb, illustrate the scale of the production workforce 
required for a program such as Bluey.16

Producer team: 	 10

Directors: 	 4

Writers: 	 13

Animation Directors: 	 3

Cast: 	 95

Crew: 	 212

People with multiple roles: 	 40

Production financing: 
investment and presales	
Direct supports
Direct public funding played a critical role in the 
early development and production of Bluey. Securing 
support was closely tied to demonstrating the 
strength of the creative concept and building a 
compelling financing package. As Aspinwall reflects,

“We didn’t have many runs on the board when we 
started out. We were just another show in the pile. 
But … it was the quality of the content, getting the 
broadcasters attached, and then it was like, oh, okay, 
there’s a real package here … they have the right 
backers, people who believe in it. I guess the thing for 
us that facilitated everything was making pilots. And 
then it was quite a quick process after that.”17 

Following the ABC’s and BBC Studios’ commission 
of Bluey, funding from Screen Australia and 
Screen Queensland was instrumental in enabling 
production. Screen Australia provided Children’s TV 
Drama Production support across multiple seasons 
($500,000 in 2016/17 for Season 1; $500,000 in 
2018/19 for Season 2; and $500,000 in 2019/20 for 
Season 3), while Screen Queensland contributed 
through its Development Fund and its Post, Digital, 
Visual Effects (PDV) Incentive. 

The accumulation of government support for Bluey 
enabled Ludo Studio to retain copyright and equity 
in the intellectual property (IP). Ludo Studio worked 
with the ABC and agencies to ensure the benefits 
of the show aligned with their objectives. Screen 
Australia supported Ludo in its negotiations with BBC 
Studios Distribution to ensure the Producer Offset 
and other incentives were appropriately structured.

“ The benefit of the Australian industry is that the 
Offset and those sorts of incentives do allow us 
to retain equity – it means we have a seat at the 
table and we are partners with BBC Studios rather 
than, as might be assumed, just selling it all to 
them ...”18 
– Charlie Aspinwall, producer 

Ludo Studio
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Other partnerships
Ludo Studio’s partnerships with the ABC and BBC 
Studios on Bluey were based on creative alignment 
and a willingness to support an Australia-first 
approach. Ludo prioritises IP where possible, but they 
also acknowledge the commercial and deal trends 
impacting the sector. Even after Bluey’s success, 
original children’s IP remains difficult to finance in 
Australia due to limited commissioning pathways. 
The ABC is currently the only meaningful domestic 
buyer for children’s content. Across the sector 
more broadly, Screen Currency industry research 
described the commissioning environment as risk-
averse, favouring proven ‘brands’ for children’s 
content. Ludo’s past and current success do not 
eliminate these systemic constraints when pitching 
new projects.19 

“Children’s producers in Australia are very 
successful producers and their shows are often 
the most profitable. They’re the shows that travel 
the most, they’re the ones that take the least 
amount of money from the local market and 
create shows that travel the world. Currently a lot 
of that is gone. And while the ABC do incredible 
work, it’s not a market to just have one buyer. 
While we’ve been very fortunate with our shows 
being commissioned by the ABC,  
we fully support the industry and the other 
producers in ensuring there is a market here in 
Australia for producing children’s TV.”20 
– Daniel Schultz, producer 

Limited public development funding and the cost 
of repeated drafting have influenced how Ludo 
approaches new projects. Post-COVID, they describe 
holding concepts internally for longer rather than 
prematurely pitching into a constrained market.21 

Promotion
Soon after Bluey’s release, an extended campaign 
was created to introduce Bluey to Australia and the 
world, including the launch of a special preview on 
the ABC Kids Facebook page asking people to send 
in a video of their family dancing to the opening song 
titles. Within a week there were 1,200 entries, which 
were edited into a music video and shared on social 
media channels and ABC Kids TV. Bluey content on 
the ABC Kids for Parents Facebook page was also the 
top performing content on Facebook. 

Training and skills 
Season 1:
2x Animation attachments

Season 2:
2x Animation attachments

Season 3:
2x Animation assistants
1x Production assistant

Ludo says it is passionate about upskilling the 
studio’s key talent to more senior roles. They have 
invested in training pipelines, including collaboration 
with Griffith University for animation software 
skills and providing students with animation studio 
experience, and have brought in accomplished 
overseas practitioners where needed to lift 
production quality, particularly at feature scale.22 

Economic impacts 
Bluey has generated significant economic value 
through its global commercial success. Merchandise 
and licensing – sold in more than 50 countries – are 
a major revenue driver for Ludo and BBC Studios. 
While exact figures are not disclosed, Bluey is 
understood to account for a substantial share 
of global retail sales for BBC Studios. From an 
international perspective, Ludo’s partnership with 
BBC Studios Distribution was an important pathway 
for international expansion, allowing the studio to 
build their potential export revenue through retained 
rights and equity in the IP.

“�… a lot of the animators, it was their first job out of uni, I would say about half of the animation team.”23

– Charlie Aspinwall, producer
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Bluey continues to deliver direct economic benefits in 
Australia, and demonstrates the calibre of Australian 
IP and its potential to deliver economic value when 
underpinned by sustained commissioning, funding 
and enabling production systems. The forthcoming 
feature film is expected to employ more than 130 
practitioners and contribute an estimated $35 million 
to the Queensland economy, while supporting the 
growth of local animation capability.24 

IP ownership and export
Bluey’s rapid commercial expansion has required  
a shift in focus to brand integrity from Ludo Studio.  
As Aspinwall explains, “While BBC Studios take 
the lead, we’ve had to become experts in brand 
management. There are several people now on 
the Ludo team who collaborate on the products, 
experiences, all kinds of different commercial 
activity, and make sure that they all reflect the 
essence of Bluey.”25 

The Australian IP has spawned a licensing ecosystem 
spanning toys, clothing, books, podcasts, mobile 
games and live theatre, with each extension, 
including Bluey’s World, designed to remain true to 
the creative heart of the show. In 2024, BBC Studios 
highlighted Bluey’s growing popularity and consumer 
product sales as a key success driver, supported by 
the rollout of games, immersive experiences, books 
and other merchandise. In the same year, more than 
1,000 Bluey products were listed on the Walmart 
website in the US, demonstrating skilful marketing 
across everyday categories, from toothpaste to 
nappies.26 The “Hammerbarn” episode, inspired by 
the Bunnings Warehouse in Keperra, Queensland, 
resulted in a collaboration with Bunnings. Its Bluey 
products include garden gnomes, dog toys and 
Hammerbarn-branded merchandise. Bunnings has 
also offered how-to guides for creating “your own 
Bluey bedroom” and the Bluey bedroom window.27 

Bluey is now the most watched show on ABC 
iview ever, with over 300 million views across the 
78 episodes currently available.28 Internationally, 
distribution partnerships with BBC Studios and 
streaming platforms including Disney+ and Disney Jr. 
enabled Bluey to scale rapidly into global markets, 
transforming the series from a domestically 
circulated children’s program to a major Australian 

cultural export. A combined terrestrial and streaming 
distribution model has significantly expanded the 
program’s international reach while strengthening 
the long-term commercial value of the IP through 
licensing, merchandising and global brand 
recognition.

Tourism
In June 2024, Tourism and Events Queensland 
launched its biggest campaign in more than a decade, 
connecting the fun of Bluey with Queensland’s best-
known tourism attractions: “You ever wished you lived 
in Bluey’s World? Well, that’s Queensland. In real life! 
Well, that’s all of Queensland. So, come play!” 

After 6 weeks, with more than 80 industry partners 
involved in the launch, the campaign had generated 
more than 300,000 leads to industry with all 13 
regional tourism organisations. Publicity included 
more than 3,600 articles reaching 62.5 million people 
worldwide, worth $8.3 million, and TV integration in 
the US with NBC’s Today Show seen by more than 5 
million viewers. The campaign is estimated to have 
drawn 680,000 visitors to Queensland.29 

Bluey reflects the urban landscape of Brisbane and is 
now having an impact on Brisbane itself. For example, 
Bluey’s World, an interactive experience involving a 
guided tour of Bluey’s home, opened in November 
2024. Bluey’s World has generated more than $156 
million for Queensland’s economy.30 

Innovation
Meaningful creative involvement is seen as critical 
when extending the brand across different formats 
or media. While the rights to exploit the brand 
sit largely with BBC Studios, brand extensions 
have worked best when Ludo Studio has provided 
creative input to protect the integrity of the brand. 
Experiences with transmedia extensions have varied. 
Projects where the original creator was less involved 
and partners approached the IP as a “reskin” were 
less satisfactory, whereas collaborations (e.g. with 
partners who deeply understood the property’s tone) 
have been more successful.31

“�This is a show that’s astonished us for 5 years. And every time it seems to get bigger... and the reach 
broader and the devotion more intense.”32

– Charlie Aspinwall, producer 
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Dissemination

Distribution
First release platform: 	 ABC

International distributor: 	 BBC Studios

Bluey has achieved extensive global distribution, 
reaching audiences in over 140 countries. The 
series first premiered on ABC Kids in Australia on 1 
October 2018, before expanding internationally via 
BBC Studios through a combination of broadcast 
and streaming partnerships. Globally, the program 
is widely accessible via major platforms including 
Disney Channel, Disney Jr., Disney+ and CBeebies 
giving it consistent reach across key children’s and 
family viewing markets, including China, Singapore, 
India and Germany.33

In Australia, Bluey is distributed across a mix of 
public and commercial platforms, ensuring broad 
accessibility to domestic audiences. These include 
ABC Kids and ABC iview, as well as transactional 
services such as Prime Video, Apple TV and Fetch.

Together, this global multi-platform distribution 
strategy – spanning free-to-air broadcast, 
subscription streaming and on-demand services – 
has been central to Bluey’s ability to achieve both 
widespread international reach and sustained 
audience engagement.

Exhibition
Released in October 2018, Bluey immediately began 
to break records for the ABC, becoming the highest-
rated program in the history of iView measurement, 
ending 2018/19 with an average audience of 1.5 
million, recording more than 100 million plays, and as 
the top-ranked program on ABC Kids.34 

By 2019/20, Season 1 had already cemented its status 
as the most-watched series in ABC iview history, with 
106 million plays. Disney reported that Bluey had 
reached 16 million US viewers in the last quarter of 
2019 following its launch on Disney Jr. in October.35 
By 2022/23, 10 new episodes in Season 3 achieved a 
series average total audience of 11 million across ABC 
broadcast channels and iview.36 

In April 2023, it was the most streamed acquired 
series in the US,37 and again in 2024 with over 55.62 
billion minutes streamed on Disney+ over the course 
of the year.38 It has been dubbed into more than 25 
languages, and continues to reach new audiences, 
with translations expanding to include an Indigenous 
Australian language for the first time in 2026.39 

Awards
Bluey has earned multiple awards including an 
International Emmy Kids Award in 2020 and 2025, a 
British Academy of Film and Television Arts (BAFTA) 
award, 4 Logie Awards, 6 Australian Academy of 
Cinema and Television Arts (AACTA) Awards, 2 
Australian Recording Industry Association (ARIA) 
Music Awards and the 2025 SPA Award for Animated 
Production of the Year.40 Other global awards 
include an Asian Academy Creative Award, an Asian 
Animation Summit Award, a Prix Jeunesse, a Banff 
World Media Festival Rockie Award, a Rose d’Or and 
3 Kidscreen Awards. 

Renewal
Bluey has demonstrated strong longevity through both 
on-screen renewal and a growing range of extensions 
beyond television.  

The program’s success has enabled it’s expansion 
into new formats and experiences. In 2020/21, Bluey 
made its stage debut with Bluey’s Big Play, extending 
the property into live performance and engaging 
audiences in a new medium. This was followed by 
further innovation in experiential storytelling, with 
the immersive attraction Bluey’s World opening in 
Brisbane on 7 November 2024.41 

The franchise continues to grow, with a feature-
length Bluey film announced in 2024 and scheduled 
for theatrical release in 2027.42,43 Together, these 
developments reflect the program’s ability to sustain 
audience interest while evolving into a multi-platform 
property with ongoing cultural and commercial 
relevance.

#1 show on ABC iview.44
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Engagement

Online metrics
Selected audience and critic scores are shown below.45

IMDb: 	 9.3/10

Rotten Tomatoes (audience): 	 80%

Reception
Research conducted as part of the Screen Currency 
project found that Bluey, a show for pre-schoolers, 
generates a level of audience engagement that 
outstrips most prestige adult series. Its IMDb star 
rating of 9.3, based on 46,000 viewer ratings, places 
it in the top 20 TV shows of all time. The 28-minute 
Bluey episode “The Sign” has a 4.4-star rating on 
Letterboxd.46 Rolling Stone Magazine named Bluey as 
one of the 100 best TV sitcoms of all time.47 

Australian audiences
Participants in the Screen Currency audience study 
consistently described Bluey as warm, relatable and 
deeply Australian. It was widely seen as high-quality 
children’s TV with broad cross-generational appeal 
and a standout example of Australian children’s 
content.48 

Just over 2 in 5 (41%) of the Australian general 
population report to have watched Bluey. Viewership 
is significantly higher among young Australians 
aged 16–24 (50%), 25–34 (53%) and 35–44 (53%). 
Parents with children under 15 (64%), females 
(45%), LGBTQIA+ communities (49%), First Nations 
communities (59%), culturally diverse communities 
(50%), graduate/postgraduate/professional degree-
holders (50%) and those employed full-time (49%) 
also report higher levels of viewership. Lower 
viewership for this title was noted among Australians 
aged 55–64 (30%), 65+ (21%) and males (37%).49 

Commenting online, Australians expressed 
pride in the show’s quality and global success. 
Reviews described “the immense pride in the 
accomplishments of this series”, while others stated 
that “[creator] Joe Brumm and Australia you need 
to be proud of what you created”. Audiences also 
demonstrated an awareness that children’s shows 
have a social and cultural value that tends to outlast 
adult-oriented content, with many anticipating how 
Bluey will have an enduring role in their lives and the 
lives of their children. One viewer commented that 
“This is one of those shows Gen Z will be extremely 
nostalgic for in 2045”.50 

International audiences
Bluey, resonates strongly with international audiences 
as an Australian icon. Among Screen Currency’s 
international survey participants, it was the most 
globally recognised Australian title, especially in the 
UK (55%), US (48%) and NZ (60%).

In the UK, awareness is led by Home and Away 
followed by Bluey, and in the United States, Bluey 
has significantly higher awareness than other 
titles. These findings demonstrate Bluey’s broad 
international appeal and its position as one of 
Australia’s most successful cultural exports.51 

Commentators online compare Bluey favourably 
with other children’s programming – despite 
being less than a decade old the show is already 
demonstrating historical value with many reviewers 
placing Bluey in the canon of classic kids TV shows, 
with a grandfather observing that, “it’s about family, 
and how important family is […] I think this show is 
comparable to Mr. Rogers and Sesame Street.” 

“�It connects adults and children, which is what 
the show does best …”54

– Charlie Aspinwall, producer

“�Bluey helped me want to be a good dad in a 
world that seemed determined to make me 
regret being a dad.”55

– online review

“�I think at the heart of the show is this idea 
that play is not just about having fun. It helps 
children make sense of the world … Australian 
children hearing Australian voices on TV and 
seeing Australian stories is really important.”52 
– Charlie Aspinwall, producer

“�Rarely has a show that is so unapologetically 
Australian captivated worldwide audiences.”53 
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Online engagement
Audience commentary provides insight into the 
factors underpinning this international success. 
Online commentators praise Bluey for its authentic 
representation of Australia, with one describing 
the program as “unapologetically Australian … it 
nails modern Australian life very well without trying 
too hard to embarrass Australian audiences with 
overindulgent stereotypes”. This trend was notable 
on international platforms such as IMDb, where  
1 in 5 reviewers remarked on the show’s distinctive 
Australian setting and humour. One reviewer 
commented, “I love Aussie accents and themes.  
Of course, some things go over our American heads, 
but my husband and I LOVE watching this show with 
our five-year-old son”.56

Across several user-generated review platforms, 
comments for Bluey are largely positive, many 
describing it as “best show ever” and “masterpiece”.  
Facebook groups for “Adult Bluey Fans” collectively 
have over 1 million members, with many expressing 
appreciation of the show’s animation, music and 
clever writing which addresses complex themes  
in a subtle way.57 

Social and cultural impacts
Bluey’s social and cultural value lies in its ability to 
resonate with audiences of all ages while promoting 
positive values through warm, relatable family 
storytelling.58 Its impact extends beyond strong 

audience engagement, leading to the program’s 
iconic status in Australia and abroad; it models 
behaviours that underpin social cohesion by 
promoting social viewing, encouraging learning,  
and inspiring creative expression among its viewers. 

Entertainment value
Bluey’s entertainment value is reflected in its vast 
social media footprint. Two-thirds (66%) of online 
commentators said Bluey was entertaining and 38% 
praised its aesthetics.59 The Facebook groups feature 
dozens of daily posts sharing memes, fan art, home-
made crafts, and multiple failed attempts to make the 
Women’s Weekly Duck Cake that Bluey popularised 
as a global trend. The vast majority (95%) of sampled 
videos from TikTok and 86% from YouTube involved 
user-generated content – among the highest results 
in the online engagement study. The content was 
notable for the way users around the world (in 
languages including Hindi, German, Spanish, French, 
Portuguese, Russian and Indonesian) used the 
identifiable characters and world of Bluey to express 
their own creativity. Around a third of YouTube and 
TikTok videos in the sample were original, user-
created animations, with many employing digital 
animation and/or stop-motion techniques using Bluey 
toys.60 Bluey-themed Autonomous Sensory Meridian 
Response (ASMR) videos, unboxing videos, deep 
dives and explainers that explore fan theories or 
introduce newcomers to the show are also common.61 
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Historical and educational value
Reviews and videos online reveal that people use 
Bluey for diverse social, cultural and pedagogical 
purposes, from parenting self-education and inter-
family bonding to cultural learning about Australia.62 
Bluey offers its young viewers with a way to model 
how to deal with life’s ups and downs; nearly half 
of all episodes include a clear resilience message, 
touching on trusting relationships, emotional 
communication, problem-solving, self-regulation, 
empathy and more.63 Another example is migrant 
families using dubbed versions of Bluey to maintain 
language in ways that appeal to children.64 

Social value
Online user reviews consistently describe Bluey as a 
co-viewing favourite. Almost half (48%) of all IMDb 
reviews refer to some form of social viewing.65 A 
typical review notes “My 7-month-old loves it, but 
so do I, my husband, my grandparents, my sister, my 
mother-in-law and sister-in-law.” The reviews reveal 
the breadth of Bluey viewers, including parents, 
grandparents, siblings, babysitters, university friends 
and dog owners. Reviewers also say they watch 
Bluey to de-stress and wind down, with one viewer 
describing it as a “secret venting show, similar to 
comfort food. Beautiful and magical. Unformulaic. 
Dreamy.”66 

Engagement with Bluey can go from playful to 
profound. “Bluey saved my life,” notes a father on 
Letterboxd, in one of many reviews that highlight 
the show’s social and symbolic value. The father 
describes how during the pandemic he “found peace 
in an Australian series about a family of dogs, aimed 
at pre-schoolers, hidden away on Disney+.” Such 
personal and sincere reflections are commonplace 
with audiences celebrating Bluey for its honest, often 
inspirational, depiction of family life with typical 
comments including “A show that makes parents  
feel seen”, “Bluey’s parents are marriage goals”, and  
“I wish I had Bluey when I was a kid. I would have 
grown up better”.67 

Bluey is a celebration of the role of imaginative play 
in shaping healthy children. Episodes have been 
praised for tackling serious topics in a way that 
children can understand and adults can relate to. 

Bluey’s characters are shown to make mistakes, 
talk about serious topics and get emotional – all 
realistic behaviours that real people engage in. The 
show closely mirrors real family dynamics, making it 
comforting and reassuring for parents to see.68 

Other impacts
In 2024, Bluey was recognised for its global cultural 
impact with a special award. Australia House in 
London, home of the High Commissioner, was 
transformed into Bluey House for a ceremony naming 
Bluey a powerful “cultural ambassador for Australia”. 
Stephen Smith, Australian High Commissioner to 
the United Kingdom said “it was impossible to put an 
economic value on the show.”69,70

Representation and inclusion
Bluey has been recognised for representing 
disabilities on screen in an authentic way. In the 
episode “Turtleboy”, the character Dougie and his 
mother communicate to each other in Australian 
Sign Language (Auslan). This episode was praised 
for showing “disability for what it is: a naturally 
occurring part of being a mammal.”71 Additionally, in 
April 2026, several of Bluey’s most popular episodes 
were released with Auslan interpretations after a 
successful parent-led campaign advocated for more 
accessible children’s media.72

Education
A raft of educational materials has been produced in 
relation to Bluey, and not only in Australia. It extends 
from early childhood teaching resources to advice for 
parents on how to improve their parenting skills. One 
example is an early education toolkit produced by the 
ABC, which offers teachers and educators resources 
and ideas for preschool and early primary school. 
These are designed to enrich and extend children’s 
learning across the curriculum through different 
types of play.73 More recently, Ludo, BBC Studios 
and Penguin Random House Australia won the Book 
of the Year for Bluey: The Beach at the Australian 
Book Industry Awards. Both examples highlight the 
level of attention and care that Ludo takes in the 
presentation of Australian culture in Bluey to local 
and international audiences alike.

“�Every time it’s on, it’s a family affair.”74

– online review
“�We’ve done a lot of work on education and 
creating those materials [with] an ethos 
around socio-emotional learning … as a central 
tenet for the show.”75

– Charlie Aspinwall, producer
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