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AT&T fielded a national online survey among 1,200 teenagers aged 15-19 years old on their driving and 
texting habits.  The survey was conducted by SKDKnickerbocker and Beck Research and fielded April 
13-22, 2012.  The survey was divided evenly among male and female participants and included 736 
interviews among Caucasian teens, 202 African-American teens and 203 Hispanic teens.  All 
respondents have a driver’s license or a learner’s permit and a cell or smartphone that can send and 
receive text messages.  The margin of error for the survey is +/- 3.1%.  We have outlined the major 
findings in the following executive summary.  
 
Texting Among Teenagers: Underreported And A Crisis 
 

1. Teenagers differentiate between texting and driving behaviors – they are much less prone to 
recognize the dangers of texting while stopped at a red light or glancing at their phone while 
driving. 

 
• Teens uniformly know that texting while driving is dangerous (97% say it is dangerous, 

including 75% who say it is very dangerous).  However, only 70% of teens say that texting 
while stopped at a red light is dangerous, with only 33% saying it’s very dangerous. 

 
Do	  you	  believe	  that	  texting	  or	  emailing	  while	  driving/stopped	  at	  a	  red	  light	  is	  very	  dangerous,	  	  
somewhat	  dangerous,	  not	  very	  dangerous	  or	  not	  dangerous	  at	  all?	  
	  
	  

	  

 
Executive Summary 
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2. Teenage behavior behind the wheel reflects this softened attitude towards texting while stopped 
at a red light or glancing at their phone while driving/stopped at a light.  

 
• 43% of teens admit to texting while driving.  
• 60% of teens admit to texting at a red light. 
• 61% of teens admit to glancing at their phone while driving. 
• 73% of teens admit to glancing at their phone while stopped at a red light. 

 
Now	  thinking	  back	  over	  the	  past	  three	  months,	  how	  often	  have	  you	  experienced	  the	  following….	  

 
 

3. The prevalence of driving while texting is higher among friends of teenagers – the crisis is more 
widespread than the data at first look would indicate.  It is often easier for teens to admit their 
friends are doing an activity than themselves.  
 
• 61% of teens say that their friends text while driving. 
• 75% of teens say that texting while driving is common among friends. 

 
Now	  thinking	  back	  over	  the	  past	  three	  months,	  how	  often	  have	  you	  experienced	  the	  following….	   	  
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Among	  people	  your	  age	  with	  whom	  you	  interact,	  would	  you	  describe	  texting	  or	  emailing	  while	  driving	  as….	  
 
 
 
 
 
 
 
 
 

4. Because texting is the number one way teens report socializing with their friends, it is a 
prevalent technology that presents a constant danger because of the “here and now” draw.   
 
 
• There is high cell and smartphone penetration among teenagers. Almost three-quarters 

(71%) of these teens report owning a smartphone and 54% of them report having a 
traditional cell phone.  
 
 

• Nearly half of teens (46%) send 
between 21 and 100 text messages 
a day.  An additional 17% report 
sending over 100 text messages per 
day. 

 
 

• Almost nine in ten (89%) teens 
expect a reply to a text or email 
message within 5 minutes or less. 
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5. Adults are bad role models for teens.  While teenagers report that their parents are good role 
models, they see “hypocrisy” in adults in general.  
 
• 89% of teenagers say their parents are good role models in terms of not texting while 

driving. 
 
Do	  you	  feel	  like	  your	  parents	  are	  good	  or	  bad	  role	  models	  in	  terms	  of	  not	  texting	  or	  emailing	  while	  driving?	  
 
 
 
 
 
 
 
 
 
 
 

• Parental actions play a huge role.  Teens report their parents text while driving at similar 
rates as themselves (about 41% admit parents text while driving), but 77% of teens 
agree that adults text “all the time.” 
 
Now	  thinking	  back	  over	  the	  past	  three	  months,	  how	  often	  have	  you	  experienced	  the	  following….	  	  

 
 
 
 
 
 
 
 
 
 
Would	  you	  say	  that	  you	  strongly	  agree,	  somewhat	  agree,	  somewhat	  disagree	  or	  strongly	  disagree	  with	  the	  following	  
statement:	  “Adults	  say	  that	  kids	  should	  not	  text	  or	  email	  while	  driving	  but	  they	  do	  it	  themselves	  -‐	  all	  the	  time.”	  
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6. The biggest predictors of a teenager’s texting and driving behavior are whether or not the teen 
is: 
 
• A Smartphone user 
• Sends 100+ text message a day 
• Works full or part-time 
• Lives in a large metro area 
• Does not have parental rule at home against texting while driving 
• Admits their parents are bad role models 
• Admits texting while driving is very common among their friends 
 

7. Hispanic teenagers are a very vulnerable group.  They are more likely to admit texting and 
driving behaviors than Caucasian or African-American teens and they are more likely to see the 
people around them texting and driving. 
 
• 54% of Hispanic teens admit to texting while driving compared to 41% of Caucasians and 

42% of African-American teenagers.  
 

• 52% of Hispanic teens admit their parents text while driving compared with 38% of 
Caucasians and 44% of African-American teenagers. 

 
• 69% of Hispanic teens admit their friends text while driving compared to 58% of Caucasians 

and 61% of African-American teenagers. 
 

• 70% of Hispanic teens say they have a rule in their house against texting while driving 
compared to 82% of Caucasians and 73% of African-Americans.  

 
8. Tougher laws and fines and license suspension are the biggest deterrents for teenagers.  There 

is also potential using technology, such as a phone application, to reduce teenage texting and 
driving behaviors.  

 

Thinking	  about	  texting	  while	  driving,	  what	  do	  you	  think	  would	  be	  the	  best	  way	  to	  get	  you	  or	  your	  friends	  to	  stop	  
texting	  while	  driving?	  
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Contact Information 
 
AT&T 
Serena Thomas, AT&T Corporate Communications 
 314-982-0554 st1566@att.com  
 
 
SKDKnickerbocker 
Jill Zuckman, Managing Director 
 202-464-6604 jzuckman@skdknick.com 
 
 
Beck Research 
Deborah Beck, Principal 
 202-302-1338 deborahmbeck@gmail.com  
 
 
About AT&T 

AT&T Inc. (NYSE:T) is a premier communications holding company and one of the most honored 
companies in the world. Its subsidiaries and affiliates – AT&T operating companies – are the providers of 
AT&T services in the United States and around the world. With a powerful array of network resources that 
includes the nation’s fastest mobile broadband network, AT&T is a leading provider of wireless, Wi-Fi, high 
speed Internet, voice and cloud-based services. A leader in mobile broadband and emerging 4G 
capabilities, AT&T also offers the best wireless coverage worldwide of any U.S. carrier, offering the most 
wireless phones that work in the most countries.  It also offers advanced TV services under the AT&T U-
verse® and AT&T │DIRECTV brands. The company’s suite of IP-based business communications services is 
one of the most advanced in the world. In domestic markets, AT&T Advertising Solutions and AT&T 
Interactive are known for their leadership in local search and advertising.  
  
AT&T products and services are provided or offered by subsidiaries and affiliates of AT&T Inc. under the 
AT&T brand and not by AT&T Inc. Additional information about AT&T Inc. and the products and services 
provided by AT&T subsidiaries and affiliates is available at http://www.att.com.   
  
About Philanthropy at AT&T 
AT&T Inc. (NYSE:T) is committed to advancing education, strengthening communities and improving lives. 
Through its philanthropic initiatives, AT&T has a long history of supporting projects that create learning 
opportunities; promote academic and economic achievement; and address community needs. In 2011, 
more than $115 million was contributed through corporate-, employee- and AT&T Foundation-giving 
programs. 

 
 
About SKDKnickerbocker 
 

Founded more than two decades ago, SKDKnickerbocker (SKDK) is a leading strategic and political 
communications consulting firm. With offices in Washington, D.C., Albany and New York City, SKDK is a 
full-service firm providing strategic advice, advertising and research to Fortune 500 companies, political 
groups and candidates, public interest groups and non-profits throughout the country.  
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About Beck Research 
 

Beck Research provides research and strategic advice to political campaigns, issue organizations, and 
corporations. Our clients range from Fortune 500 companies and national campaigns to local efforts and 
stakeholder campaigns. We deliver accurate, custom research to achieve each organization’s strategic 
goals and  are experienced with many types of research methods – surveys, focus groups, in-depth 
interviews, ad testing and more. Deborah Beck has conducted extensive research for Democratic 
candidates as well as on education reform and health insurance.  

Important Notice 
  

This survey was commissioned by AT&T Services, Inc. and conducted by SKDKickerbocker and Beck 
Research (collectively the “Companies”).  The contents of this report may be used by anyone, providing 
that source acknowledgement is given to the Companies. This does not represent a permission or license to 
utilize any of the Intellectual Property, trade names or marks, copyrights, logos, corporate identification or 
other legal or actual marks of the Companies or to revise, repackage or resell any of the data reported and 
presented in this survey without express written permission and license from the Companies.  The data and 
analysis in this report is based on responses to directed survey questions and the accuracy or 
completeness of this information is not guaranteed.  The Companies make no representation or warranty, 
express or implied, nor implied warranties of merchantability and fitness for a particular purpose, and 
accept no liability concerning the fairness, accuracy, or completeness of the information and opinions 
contained herein.  All information contained in this publication is distributed with the understanding that 
the authors, publishers and distributors are not rendering any legal, accounting or other professional 
advice or opinions on specific facts or matters and accordingly assume no liability whatsoever in connection 
with its use. In no event shall the Companies or their related, affiliated and subsidiary companies be liable 
for any direct, indirect, special, incidental or consequential damages arising out of the use of any opinion or 
information expressly or implicitly contained in this publication.  Any opinions expressed herein by the 
Companies are based on their judgment at the time of this report and are subject to change without notice 
due to economic, political, industry and other factors.  It is each reader's responsibility to evaluate the 
accuracy, completeness and usefulness of any opinions, advice, services or other information provided in 
this publication. 

 
 


