Bedtime Battles: Across Seven Countries, Six in Ten Parents
Are Dealing with their Kids’ Creative Stall Tactics at Bedtime

However, Majorities Admit that Having Short, 5-Minute TV Episodes
Would Make Their Bedtime Battles More Manageable

Public Release Date: November 5, 2015

NETFLIX

__lpsos Public Affairs

The Social Research and Corporate Reputation Specialists

Ipsos Public Affairs is a non-partisan, objective, survey-based research practice made up of
seasoned professionals. We conduct strategic opinion measurement and insight research for a
diverse number of American and international organizations involving public, elite stakeholder,
corporate, government agency and media opinion research. As the world’s third largest market
and opinion Research Company with offices in 87 countries, Ipsos has media partnerships with
the most prestigious news organizations around the world. Ipsos Public Affairs is a member of
the Ipsos Group, a leading global survey-based market research company. We provide boutique-
style customer service and work closely with our clients while also undertaking global research.
To learn more visit: www.ipsos-na.com

For copies of other news releases, please visit:
http://www.ipsos-na.com/news-polls/.

© Ipsos Austin TX e Bellevue WA o Boston MA e Chicago IL e Cincinnati OH e Culver CA o Fresno CA
Glendale CA e San Francisco CA e Indianapolis IN e Los Angeles CA e Mahwah NJ e Minneapolis MN
New York NY e Norwalk CT e Parsippany NJ e Plymouth PA e Princeton NJ e San Francisco CA
San Ramon CA e Seattle WA e Southfield MI e St. Louis MO e Washington DC e Westbury NY


http://www.ipsos-na.com/
http://www.ipsos-na.com/news-polls/

Ipsos Public Affairs
The Social Research and Corporate Reputation Specialists

Bedtime Battles: Across Seven Countries, Six in Ten Parents
Are Dealing with their Kids’ Creative Stall Tactics at Bedtime

However, Majorities Admit that Having Short, 5-Minute TV Episodes
Would Make Their Bedtime Battles More Manageable

New York, NY — Parents - across the US, UK, France, Canada, Australia, Brazil,
and Mexico - who are in charge of getting their children tucked in at night say
that it takes an average of 17.5 minutes each night trying to get their children to
bed, according to a new study conducted by Ipsos Public Affairs on behalf of
Netflix. Getting their kids to bed can be a challenge for many, with six in ten
reporting that their children have come up with some creative stall tactics to try
and delay bedtime (61%). Further, nearly eight in ten (79%) saying that they
sometimes make compromises with their children to get them to go to bed, with
the most common negotiating tactic being giving their children 5 more minutes

of whatever it is they are doing (38%).
Time Spent on Bedtime

While about four in ten parents of children ages two to ten say that they typically
can get their child tucked into bed in 10 minutes or less, including 16% who
spend less than five minutes getting their child into bed, and another 24% who
say they can typically accomplish this in about 6-10 minutes, for many parents it
is a longer process. Nearly three in ten (27%) spend about 11 - 20 minutes on
bedtime routines, with another one in five (20%) saying that it usually takes them
between 21-30 minutes to get their child into bed. Nearly one in ten (8%) say it

takes up to 45 minutes, and another 5% say it takes even longer than that.

e Parents living in France typically spend significantly less time trying to
get their children into bed compared to those in all other markets, with

bedtime averaging 12.3 minutes. Respondents from Australia, averaging a
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bedtime of 16.5 minutes, are also among those most likely to spend the

least amount of time getting their children into bed.

When thinking about how many nights over the course of an average week their
children go to bed on time, parents across markets say that their children go to
bed on time 69% of the time - or 4.8 days a week, on average. This includes more
than a third who say that their children go to bed on time 5 nights a week (36%),
and another one in seven each who say their kids go to bed on time 6 (15%) or
even 7 (15%) nights a week. While at least one in ten manage to accomplish
getting their kids tucked in on time 3 (10%) or 4 (17%) nights a week, very few
parents say that their children go to bed on time only once (3%) or twice (5%) a

week.

e Respondents from France not only spend the least amount of time putting
their kids to bed, but they are also significantly more likely than parents in
all other markets to say that their children go to bed on time (average of
5.1 nights a week). Parents from Mexico (4.9), the UK (4.8), and Canada

(4.8) also fare rather well here, on par with the global average.
Bedtime Stall Tactics

More than six in ten parents say that their children have come up with some
creative stall tactics to try and delay bedtime (61%) - although this is especially
true among parents living in the US (66%), Mexico (65%), and the UK (64%). In
addition, more than two in five parents further agree that their kid’s stall tactics
frequently work to delay their bedtimes (44%), and that these tactics can be too
cute or so clever that parents give in and let their kids stay up past their bedtimes
(41%).

e Brazilian parents (52%), and to a lesser extent American parents (49%), are
among those most likely to say that their child’s stall tactics frequently
work to delay bedtime.
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e Parents living in Mexico, in their turn, are significantly more likely to say
that they give in and allow their children to stay up past their bedtime
thanks to the cute and clever tactics their children use (60%), while those
in Brazil (44%), the UK (42%) and the US (41%) follow here, though at a
distance.

e Those in France are significantly less likely than those from all other
markets to agree that their children’s stall tactics frequently work to delay
their bedtime (29%) and that these tactics are so cute/ clever that they give
in and let their children stay up (29%).

The most common age cited for when children begin to display bedtime stall
tactics across markets is between 3 (23%) and 4 (20%) years old - although a
similar proportion of parents say that their child’s stall tactics started as early as
2 (18%), or again not until 5 years old (14%). In comparison, stall tactics
performed by 1 year olds are not as common, with only 7% of parents saying that
this is the age around which their child first began to exhibit such behavior.
Similarly, parents are not as likely to say that their children didn’t start using

bedtime stall tactics until they were ages 6 (8%) or older (10%; ages 7-10).

When it comes to different styles of stall tactics, the “just 5 more min” negotiator
(42%) and the “super starved/ or sooo thirsty” routine (41%) are most commonly
witnessed by parents across markets; while roughly a third each say that their
children try to stall by using flattery (I love you mom/dad!) (33%), or by acting
as slow as snails (31%). One in six parents say that their children try to be clever
tricksters (18%) or act forever forgetful (15%), while standing naked in protest is
not as likely to be used as a stall tactic by children these days (5%). One in ten
parents mention some other stall tactic (8%), while a slightly greater proportion

say that none of these is closest to the stall tactic style of their child (12%).

e The "just 5 more min" negotiator tactic (51%) is especially prevalent in

Brazil, while children from both Brazil and Mexico show elevated
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preference towards using flattery (47% and 46%, respectively), and being
clever tricksters (22% and 33%). Parents in Mexico are also especially
likely to say that their children act “forever forgetful’ (27%) in order to stall
their bedtime, compared to parents from all other markets who say the
same.

e Parents in France (17%) and those from Australia (15%) are significantly
more likely to say that none of these tactics are closest to the stall tactics of

their own children.
Negotiating Bedtime

Roughly a third of all parents say that after trying everything else, they
sometimes have to trick their kids to get them into bed (35%) - although this is
especially true among parents living in Mexico (45%), Brazil (39%), and the US
(38%). Meanwhile, a slightly smaller proportion admit - though reluctantly so -
that one of the quickest ways to get their kid into bed is a bribe (28%), with
respondents from the US, the UK, and Mexico all standing out this time as those

most likely to agree here (33% in each market).

In fact, nearly eight in ten (79%) say that they sometimes make compromises
with their children to get them to go to bed - and giving children 5 more minutes
of whatever it is they are doing (38%) is the most common negotiating strategy
among all parents. Three in ten promise their children a fun activity the next day
(30%) or the chance to stay up later on the weekends (29%), while one in five get
their children to go to bed by letting them watch part of a TV show (19%), get
food/eat a snack (18%), or watch one more full TV show (16%). Parents are not
as likely to say they’ll do whatever it takes (7%) to get their children to go to bed,
although nearly one in ten negotiate in this manner, while very few use money
(4%) or something else (5%) to help get their kids to go to bed. One out of every

five (21%) parents say that they never make compromises to get their child to go
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to bed - especially those from France (33%), and to a lesser extent parents from
Australia (26%).

That Last Snuggle

The time and effort taken to put children to bed is well worth it for parents, with
nearly nine in ten across markets agreeing that the last snuggle, once their child
is quietly tucked into bed, is one of the most special parts of their day (87%).
However, more than half of all parents nevertheless admit that getting their child
to bed on time can be a struggle (51%), and even more wish they had a way to
make it easier to get their children to bed (56%).

e While respondents in the US are significantly more likely to admit that
getting their child into bed on time can be a struggle compared to those in
other markets (61%), those in Mexico stand out as being significantly more
likely to wish they had a way to make it easier to get their children into
bed (74%).

Netflix’s Solution to Bedtime Struggles

Reactions to the notion of a popular streaming entertainment company creating a
series of short, 5-minute TV episodes featuring some of their children’s favorite
characters is largely positive - with more than half of all parents agreeing that
these would make their bedtime battles more manageable (55%), and similar
proportions wishing that someone had thought of this sooner (55%) and agreeing
that such a product/concept would be a lifesaver (50%). Although respondents
are not as likely to say that they wouldn’t find this concept helpful, more than

two in five (46%) do align here.

e Respondents from Brazil and Mexico and considerably more likely to
agree that this type of episode would make bedtime more manageable,

while also standing out as wishing someone had thought of this sooner
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and agreeing that the concept would be a lifesaver. Those in the US mirror
this pattern, though from a distance.

These are findings from an Ipsos poll conducted on behalf of Netflix, fielded September 214 —
231, 2015. For the survey, a sample of 7,277 adults between the ages 18 and over living in
one of the US, UK, France, Canada, Australia, Brazil, or Mexico, was interviewed online,
including 7,087 respondents who say that they are the primary parent responsible for getting
their child tucked into bed at night at least some of the time (approximately 1,000 parents in
each country). The precision of the Reuters/Ipsos online polls is measured using a credibility
interval. In this case, the poll has a credibility interval of plus or minus 1.3 percentage points
for all parents. The data were weighted to the U.S. current population data by gender and age
based on Census data. Statistical margins of error are not applicable to online polls. All
sample surveys and polls may be subject to other sources of error, including, but not limited
to coverage error and measurement error. Where figures do not sum to 100, this is due to the

effects of rounding.
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About Ipsos

Ipsos is an independent market research company controlled and managed by research professionals.
Founded in France in 1975, Ipsos has grown into a worldwide research group with a strong presence in all
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key markets. Ipsos ranks third in the global research industry. With offices in 87 countries, Ipsos delivers
insightful expertise across five research specializations: brand, advertising and media, customer loyalty,
marketing, public affairs research, and survey management. Ipsos researchers assess market potential and
interpret market trends. They develop and build brands. They help clients build long-term relationships
with their customers. They test advertising and study audience responses to various media and they
measure public opinion around the globe. Ipsos has been listed on the Paris Stock Exchange since 1999 and
generated global revenues of €1,669.5 ($2,218.4 million) in 2014. To learn more about Ipsos’ offerings and
capabilities visit www.ipsos.com
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