4

USE OF TIME

4.1 Americans’ Use of Time

The American Time Use Survey (TUS, www.bls.gov/tus/), first published in 2005
by the Bureau of Labor Statistics (BLS) of the U.S. Department of Labor and updated
annually, is the most recognized source for data on leisure use of time.

Use-of-time data is skewed because most people do not participate in all types
of activities. TUS accounts for this by quantifying for each type of activity the average

amount of time spent both by all consumers and by only those who participate in an
activity. According to the 2008 TUS, published by the BLS in June 2009, American
adults’ 24-hour day is distributed as follows:

Active

All Consumers Participants
» Sleeping and personal care: 9.39 hours 9.39 hours
» Leisure and sports: 5.18 hours 5.39 hours
* Working and work-related activities: 3.73 hours 7.99 hours
* Household activities: 1.74 hours 2.34 hours
» Eating and drinking: 1.23 hours 1.28 hours
» Purchasing goods and services: 0.77 hours 1.71 hours
» Caring for/helping household members: 0.23 hours 1.69 hours
* Educational activities: 0.49 hours 5.94 hours
» Organizational, civic, religious: 0.33 hours 2.29 hours
» Caring for/helping non-household members: 0.53 hours 2.04 hours
* Telephone calls, mail, e-mail: 0.21 hours 0.80 hours
» Other activities: 0.20 hours 1.39 hours

4.2 Activities

The American Time Use Survey provides the following assessments of various
activity categories:
Leisure Activities
On an average day, nearly everyone age 15 and over (96%) engaged in some sort
of leisure activity, such as watching TV, socializing, or exercising. Of those who
engaged in leisure activities, men spent more time in these activities (5.7 hours)

than did women (5.1 hours).

Watching TV was the leisure activity that occupied the most time, accounting for
about half of leisure time, on average, for both men and women. Socializing, such
as visiting with friends or attending or hosting social events, was the next most
common leisure activity, accounting for about three-quarters of an hour per day for
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both genders.

Men were more likely than women to participate in sports, exercise, or recreation on
any given day—21% versus 15%. On the days that they participated, men also spent
more time in these activities than did women, 1.9 hours versus 1.3 hours.

On an average day, adults age 75 and over spent 7.6 hours engaged in leisure
activities—more than any other age group; 25-to-34-year-olds and 35-to-44-year-olds
spent 4.0 hours engaged in leisure and sports activities.

Time spent reading for personal interest and playing games or using a computer for
leisure varied greatly by age. Individuals age 75 and over averaged 1.2 hours of
reading per weekend day and 0.3 hour (19 minutes) playing games or using a
computer for leisure. Conversely, individuals ages 15-to-19 read for an average of
0.2 hour (10 minutes) per weekend day while spending 1 hour playing games or
using a computer for leisure.

Employed adults living in households with no children under 18 engaged in leisure
activities for 4.5 hours per day, about an hour more than employed adults living with
a child under age 6.

Household Activities

On an average day, 83% of women and 64% of men spent some time doing
household activities, such as housework, cooking, lawn care, or financial and other
household management.

On the days that they did household activities, women spent an average of 2.6
hours on such activities, while men spent 2.0 hours.

On an average day, 20% of men did housework—such as cleaning or doing
laundry—compared with 50% of women. Thirty-eight percent (38%) of men did food
preparation or cleanup, compared with 65% of women.

Educational Activities

About 10% of the population engaged in educational activities, such as attending
class or doing homework, on an average weekday. Those who attended class on a
weekday spent an average of 5.3 hours doing so. Those who did homework and
research on a weekday spent 2.7 hours in such activities.

Persons who did homework spent more time doing so on an average weekend day
(6.46 hours) than on an average weekday (3.24 hours).

On an average day, persons ages 15-t0-19 spent 3.09 hours engaged in
educational activities, more than three times as long as individuals in any other age

group.

Working

Employed persons worked an average of 7.6 hours on the days that they worked.
They worked longer on weekdays than on weekend days—7.9 hours versus 5.6
hours.

On the days that they worked, employed men worked about 0.9 of an hour (52
minutes) more than employed women. This difference partly reflects women'’s
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greater likelihood of working part time. However, even among full-time workers
(those usually working 35 hours or more per week). Men worked slightly longer than
women-8.3 hours versus 7.7 hours.

Many more people worked on weekdays than on weekend days: 83% of employed
persons worked on an average weekday compared with 34% on an average
weekend day.

On the days that they worked, 21% of employed persons did some or all of their
work at home, and 86% did some or all of their work at their workplace. Work at
home averaged 2.6 hours per day, while hours worked at a workplace averaged 7.6
hours per day. Men and women were equally likely to do some or all of their work at
home.

Multiple jobholders were almost twice as likely to work on an average weekend day
as were single jobholders—59% versus 31%. Multiple jobholders also were much
more likely to work at home than were single jobholders—36% versus 19%.
Self-employed workers were more likely than wage and salary workers to have done
some work at home—-55% versus 17%.

On days that they worked, 35% of employed people age 25 and over with a
bachelor’s degree or higher did some work at home compared with only 9% of those
with less than a high school diploma.

Care of Household Children (by adults in households with children)

Adults living in households with children under 6 spent an average of 2.0 hours per
day providing primary childcare to household children. Adults living in households
where the youngest child was between the ages of 6 and 17 spent less than half as
much time providing primary childcare to household children—0.8 hour (47 minutes)
per day. Primary childcare is care that is done as a main activity, such as physical
care of children and reading to or talking with children.

On an average weekday, among adults living in households with children under 6,
women spent 1.2 hours providing physical care (such as bathing or feeding a child)
to household children; by contrast, men spent 0.4 hour (25 minutes). On an
average weekend day, women provided about an hour of physical care to household
children, while men provided about half an hour.

Adults living in households with children under 6 spent an average of 5.6 hours per
day providing secondary childcare—that is, they had at least one child under age 13
in their care while doing activities other than primary childcare. Secondary childcare
was most commonly provided while doing leisure activities (2.1 hours) or household
activities (1.7 hours).

Adults living in households with children under 6 spent more time providing primary
childcare on an average weekday (2.1 hours) than on an average weekend day (1.7
hours). However, they spent less time providing secondary childcare on weekdays
than on weekend days—4.7 hours versus 7.6 hours.
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5

CONSUMER CONFIDENCE

5.1 Overview

Measures of consumer confidence are important for businesses and government
agencies in their decision making processes. In general, the more confident people
feel about the economy and their jobs and incomes, the more likely they are to make
purchases.

When confidence is trending down, the rate of economic growth slows and
consumers are likely to slow their spending. Declining consumer confidence is a sign of
slowing economic growth and may indicate that the economy is headed into trouble.
Conversely, when consumer confidence is trending up, the economy is typically growing
and consumer spending is on the rise, indicating higher consumption.

There are several recognized measurements of consumer confidence. This
chapter provides a review of these assessments.

5.2 Consumer Confidence Index

The Consumer Confidence Index is calculated each month by The Conference
Board (www.conference-board.org) based on a survey of consumers’ opinions on
current conditions and future expectations of the economy. The Consumer Confidence
Index was started in 1967 and is benchmarked at a reference of 100 for 1985, a year
chosen because it was neither a peak nor a trough. Opinions on current conditions
make up 40% of the index, with expectations of future conditions comprising the
remaining 60%.

Each month The Conference Board surveys 5,000 U.S. households. The survey
consists of five questions that ask the respondents’ opinions about the following:
» Current business conditions
* Business conditions for the next six months
» Current employment conditions
* Employment conditions for the next six months
» Total family income for the next six months

Survey participants are asked to answer each question as “positive”, “negative,”
or “neutral.” The “relative value” is calculated for each question separately and
compared against each relative value from 1985. This comparison of the relative
values results in an index value for each question. The index values for all five
guestions are then averaged together to form the Consumer Confidence Index. The
data is calculated for the United States as a whole and for each of the country’s nine
census regions.
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