SUR EY SAYS
T H E N A T I O N A L C A M P A I G N TO PREVENT TEEN AND UNPLANNED PREGNANCY

My Inner Selﬁe
Teen pregnancy and birth rates in the U.S. are at historic lows thanks to a combination of less sex and more
contraception. Still, more than 1,600 teen girls get pregnant every day, and most of those pregnancies are
unplanned. Research has made clear that popular media has contributed to the nation’s remarkable progress
in preventing too-early pregnancy and parenthood. Still, many remain skeptical that entertainment media can
be a force for good. So, can the media—traditional and digital—be used as a tool to educate young people about
the costs and consequences of risky behavior? New survey results suggest the answer is a resounding yes.
TV shows help teen girls reﬂect on their own relationships and get helpful information:

60% Agree

40% Disagree

“The romantic relationships I see on TV make

17% A lot

23% Rarely

me feel more cautious in my relationships.”

43% Sometimes

17% Never

“When I see someone in a TV show deal with the

63% Agree

37% Disagree

consequences of sex, it helps me think about

19% A lot

21% Rarely

what I would do in a similar situation.”

44% Sometimes

17% Never

43% Yes

57% No

“Have you ever learned something about sex,
dating, or relationships because it
was featured in a TV show’s social media feed?”

TV shows rank 3rd—after friends and parents—as the source where teen girls have
learned the most about romantic relationships:
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Data presented here are drawn from an online survey of 1,000 teen girls age 13-16 conducted for The National Campaign to Prevent Teen and Unplanned Pregnancy
in March 2015 by Penn Schoen Berland, a global communications firm. The margin of error for total respondents is +/-3.1% at the 95% confidence level.
Penn Schoen Berland (PSB), a member of Young & Rubicam Brands and of the WPP Group, is a global research-based consultancy that specializes in messaging and
communications strategy for blue-chip political, corporate and entertainment clients.
This information is the first in a two-part series. The second set of data will be published in October 2015.

