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Leisure expenditures are expected to grow at nearly the
same rate as overall US expenditures through 2020 as
confidence remains high and as consumers become more
experience oriented; however, several demographic and
lifestyle shifts are expected to alter perceptions of leisure
time and change consumer behavior.

This report looks at the following areas:
•
•
•
•

Barriers to leisure remain in place, especially for women
A lack of time results in a lack of out-of-home participation
Career, family take up hours of free time for Millennials, Gen Xers
Millennials, iGens cut the cord

As the traditional 9-5 work schedule becomes less standard, companies should expect consumers to
seek out quick tastes of leisure that fit their erratic schedules. This is especially true for women, who
still spend more time than men on chores and childcare. Activities that help these consumers to unwind
while balancing their need to work toward life goals should do well with these consumers, as should
activities that are highly social or require a great deal of interconnectivity.
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 20: Amount of perceived leisure time, weekday, by gender, May 2015
Generation X and Millennials report the least amount of leisure time
Figure 21: Mean amount of perceived leisure time, weekday and weekend, by generation, May 2015

Leisure Time Companions
Most leisure time spent alone or with immediate family
Figure 22: Leisure time companions, by weekday and weekend, May 2015
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Netflix is nearly as popular as cable/satellite
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Figure 27: Out-of-home Leisure activities – Monthly, May 2015
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Millennial generation more active than others
Figure 29: Leisure activities – Monthly, by generation, May 2015
Asians more involved in enrichment activities
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Aspirational Activities
Family, friends, fitness are top of mind
Figure 31: Aspirational leisure activities, May 2015
Women aspire toward betterment
Figure 32: Aspirational leisure activities, by gender, May 2015

Leisure Time Barriers
Household responsibilities are obstacles to women’s leisure
Figure 33: How time is spent in an average day, leisure time on weekends and holidays, by gender, 2014
Working, commuting are barriers to leisure
Figure 34: Barriers to leisure activities, by gender, May 2015
Barriers to leisure vary by generation
Figure 35: Barriers to leisure activities, by generation, May 2015

Attitudes Toward Leisure Time
Consumers seek to balance leisure time activities
Figure 36: Attitudes toward the purpose of leisure, by generation, May 2015
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Millennials and iGens: Social both online and offline
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Figure 55: Consumer confidence and unemployment, by month, April 2010-April 2015

Appendix – Consumer
Figure 56: Past 12 month leisure activities, by gender, February 2015-March 2015
Figure 57: Time spent in primary activities, averages per day, by gender, 2014
Figure 58: Time spent in leisure and sports activities on weekends and holidays, by gender, 2014

Appendix – LGBT Social Media
Methodology
Key findings
Figure 59: LGBT online discussion of social issues and sentiment, June 15, 2014- Dec. 15, 2014
Figure 60: LGBT online discussion of social issues and sentiment, by gender, June 15, 2014- Dec. 15, 2014
Discrimination
Gender overview
Figure 61: LGBT selected discrimination discussions, June 15, 2014-Dec. 15-2014
Transgender rights
Gender overview
Figure 62: LGBT selected transgender discussions, June 15, 2014-Dec. 15-2014
Homelessness
Gender overview
Figure 63: LGBT selected homelessness discussions, June 15, 2014-Dec. 15-2014

Appendix – Qualitative Research
Question: Ideal day
Responses:
Question: How free time is spent
Responses:
Question: Gathering with others
Responses:
Question: Interest in activities
Responses:
Question: Companies and LGBT issues
Responses:

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com
reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

