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NON-WORK TRAVEL OF WOMEN:
PATTERNS, PERCEPTIONS AND PREFERENCES

INTRODUCTION

In the face of growing levels of automobile travel, especially for nonwork purposes, two very different
strategies are currently proposed for reducing automobile dependence: designing neighborhoods so as to
bring activities within walking distance of home, and using telecommunications to provide the opportunity

to participate in activities—work and nonwork—from home. The goal of both land use and telecommu-
nications strategies is to increase accessibility, by expanding the choices available to individuals as to how
they meet their daily responsibilities—and both types of strategies may have special implications for the
nonwork travel of women.

Given that women generally face greater constraints on travel than men, due to greater time pressures
and greater concerns about personal safety, women may stand to benefit even more than men from the
increase in accessibility that these strategies provide. If women take greater advantage of opportunities
to participate in activities closer to or in the home, the argument for these two strategies for reducing
automobile dependence are strengthened: not only do they increase the opportunity for both men and
women to drive less, they provide women with new alternatives for meeting the demands of their daily
lives. In fact, the implications of these strategies for individuals may be more important than their
implications for total travel.

This paper asks the question of whether women, when presented with the choice, are more likely than
men to participate in nonwork activities close to or in the home and explores differences in perceptions
and preferences that may explain gender differences in the response to these strategies. This discus-
sion builds on the results of two household surveys. The goal of the first survey, distributed in six
neighborhoods in Austin, TX, was to test the relationship between urban form and choices about se-
lected nonwork trips, including walking trips, supermarket trips, and local shopping trips. The survey
included a series of questions on perceptions about the neighborhood environment and characteristics
of local shopping areas.

The goal of the second survey, sent to a random sample of residents in three cities—Austin, Oklahoma
City, and San Jose—was to explore the implications for nonwork travel of emerging telecommunications
technologies. The survey focused on trade-offs between in-home and out-of-home versions of selected
activities—movies, shopping, and banking—and included a series of questions on attitudes about travel,
technology, and time. For this paper, both data sets were analyzed with respect to gender differences in
travel and activity patterns and potential explanatory factors.

The results of this analysis show minor differences in travel choices between men and women, but
significant differences in motivations, feelings, attitudes, and preferences. The differences between
women living in different types of households—defined with respect to marital status and the presence of
children—often prove to be more significant than the differences between men and women. While it
does not, in general, appear that women take advantage of accessibility opportunities more than men do,
the results point to important planning considerations. First, the findings of the land use survey are de-
scribed; the findings from the telecommunications survey follow.
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LAND USE STRATEGIES
BACKGROUND

The New Urbanism movement has sparked a rethinking of the ways in which communities are designed. The
goal is to create communities that function more like communities of the past—where residents feel a greater
sense of community and where residents have an alternative to driving. The latter goal is achieved, in theory, by
two strategies: linking shops and services to residential areas to reduce travel distances, and designing streets for
people as well as cars to create walking environments that are safe, comfortable, and attractive. These strategies
should lead to better accessibility to services and activites—and a better quality of life.

Some of the strongest arguments for this concept focus on the implications of traditional suburban development
for those who can't always drive themselves—the young, the elderly, the poor. Without a car, these people are
stuck at home or dependent on others to get them around. Transit may work in some situations but tends to be
inefficient in suburban areas and may require long walks on busy streets, and those who can't drive may have
trouble using transit as well. The new urbanist strategies are also potentially important for women, who make up
a disproportionate share of the poor and the elderly and who often bear the greater share of the burden for
transporting children or elderly relatives as well as other household chores.

This section addresses the question: how important these strategies are to women, as either a way to save time or
as a way of enhancing quality of life? In addressing this question, several underlying issues are considered. Are
women more likely than men take advantage of the opportunity to shop close to home, or the opportunity to walk?
When they do, is it a way of saving time or something they simply choose to do? How important a role does
accessibility to stores or the quality of environment in the neighborhood play in decisions about where to live?

SURVEY RESPONDENTS

Data on choices about walking and local shopping were collected through a mail-out, mail-back survey
administered in late May 1995. The survey included sections on supermarket trips, walking trips, trips to local
commercial areas, factors influencing residential location choice, and socio-demographic characteristics, as well
as questions on feelings about and perceptions of a variety of urban form characteristics. On the order of 1000
surveys were sent to a random sample of individuals in six neighborhoods in Austin: two neighborhoods were
traditional pre-WWII neighborhoods, two were “early modern” 1950s neighborhoods, and two were “late Mod-
ern” 1970s or more recent neighborhcoddnly one round of the survey was condudbedause of budget
limitations and the concern that changes in weather over a period of time, especially the arrival of summer
temperatures, would impact the results of the survey. The overall response rate was 25%.

The data were analyzed by gender, and, for women, by household type defined according to marital status
(defined as living with a spouse or partner) and the presence in the household of young children (less than 12 years
old). The expectation is that women living with a spouse will have fewer household responsibilities because of the
possibility of sharing of chores and that women with young children will have more dutiesrentbnstraints

on their time, all else equal. In interpreting the results of the analysis, it is impodamitter factors other

than gender and household type thaly lead to differences in what women need, want, or are able to do

and thus to differences in responses.
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Table 1 summarizes socio-demographic characteristics for the different categories of respondents and
highlights characteristics that differ significantly between the categories. Men and women differ signifi-
cantly on three important characteristics. First, women are more likely to be single and living with young
children than are men (6% vs. 1% of respondents), and less likely to be living with a spouse but without
young children (35% vs. 41% of respondents). Second, women are less likely than men to be working
full-time (68% vs. 79% of respondents) and more likely to be working part-time (13% vs. 6%) or not
working (20% vs. 15%). Third, women are more likely to live at lower household income levels than
men. The household and income differences suggest greater constraints on shopping and travel choices
for women, while the differences in work status suggest potentially greater flexibility.

Table 1
Respondent Characteristics for Land Use Survey

Women bry Housslold Type...
M Al Gigls, Singhy, Mpaan,  Toouwm,
Marn ‘Women e W Kda Mo Hde Kds
Hoxrsehold Type*
Smgha, o kida 1% e
Single, kds 1% &%
Spong, na Rice 41% 5%
Snoume, ldda 1™ 2%
Avieag AGR 4.0 438 488 381 433 EB3”*
Work Status™
Full-tma : iy % o % 7% 9%
Part-ima 8% 18% ™ MO 2%
Nk wor king e 0% 2% 13% 19% 19%
Avg Peraons par HH 224 ) 15 25 24 are
Hexsaanald incomea™
= 520,000 10% 0% i M = %
520,000 o $499,000 =% 4% 52 S1% 1N 18w
$50,000 10 $58,000 2% % I 19% % 3
260,000 &1 $79,000 18% 15% % Y 2F%  25%
oB00, 000 18% 15% 4% % 25% 2%
Honosing Owrigrahip®
Cwmex G8% L e SIm MR T
Ranbw bk 30, 40% 4% AW 2%
Avg Yoars i Housing Linit a1 Bl 123 4B -X. | Fae
Avg Years in Nibhd 167 114 14.1 62 107 ei"
MNalghborhood Type®
TraEbonal [pra-Wam) e aT% 5% 3% e 5%
Eary Modam [1650s) % % N 2% A% 2%
Laria Modarn {1070a+) -, 1996 16% 3% 33% 4%
Avg Number of Vehicles 18 1.7 14 1.1 21 21"
Mumbar of Aaspondiama BO4 71 268 o B3I 1.
* Ot Shauy. Alatiicaly SORHCENt dfshinicoy { 1% lowsl) betwaen men and women.
' Chbauare shov shataliontty SigniSeam SMNTENCEE {19 ) Srtesn hoimeheid 1.
Sl o slptaicolly signlicgnl (oo [1% loval) bolwsan housshold types.
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Some differences between women by household type are also notable. Women with young children, for
example, are younger on average than those without young children. It is not clear how age might be
linked to choices about walking, however: younger women might be in better health anttbus

likely to walk, or older women might be more concerned about staying in shape and thus more likely to
walk. Women without young children have lived in their current housing units and neighborhoods longer
on average—not surprising given their higher average age. Not surprisingly, women living without spouses
live in smaller households, have lower household incomes, are less likely to own their homes, and have
fewer vehicles available to the household than those with spouses. vi&ngés with young children

are most likely to work full-time and thus probably face the greatestraints on their time.

The percentages of each category of women by household type living in the three neighborhood types
also differs significantly. This is important because the differences in urban form in these types of
neighborhoods may influence the kinds of choices residents make about walking and local shopping.
Single women without children are more likely to live in traditional neighborhoods, for example,
where residents in general are more likely to walk to the store, while married women with young
children are more likely to live in recent suburbs, where residents in general are less likely to walk to the
store. The distribution of respondents by category across the different neighborhoods is consistent with
expectations, but must be considered in interpreting the results that follow. Note that the differences
between men and women are not significant.

SURVEY RESULTS

Grocery shopping is one of the most frequent and most local of nonwork trips and one of the most regular
household chores; all else equal, shoppers are likely to minimize the distance they have to travel to
grocery shop. In the survey, gender differences are significant for supermarket shopping (Table 2).
Women were more likely than men to report that they do all or almost all of the grocery shopping for their
household (although the average number of supermarket trips per week was not significantly different),
and married women with young children make significantly more supermarket trips per week (2.6 on
average) than other women and than men (note that they are also less likely to work full-time). For this
chore, women carry a disproportionate share of the burden.

When asked about the importance of a list of factors which may influence the choice of which supermar-
ket to shop at, women rated every factor higher on the importance scale than men did, perhaps reflecting
the greater burden that grocery shopping represents in their lives. For both men and women, the two
most important factors are quality and the distance to the store, suggesting that accessibility is an impor-
tant consideration. Single women with children rate selection and quality as less important than other
women do, perhaps reflecting lower incomes and thus less freedom to be concerned about these factors.
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Table 2
Grocery Shopping Characteristics

Women by Household Typa...
AR Al Gingts  Eings, Spouse,  Spouse,
Men Women Mo Kxla Kajs Mo Kite Kida
Portion of Ha Shopping®
Al or Almost Al 5% % 0% BA%% B6% To%
About Three-Fourne % % % [ 16% 1%
About Half 25% 10% % 1, 18% 10%
About One-Fowrth e * ™ % o, L
None or Almost Nons 5% 4% o = ™ %
Averaga Tdpa per Weak 24 23 21 24 23 28 %
Feactora In Biom Choles
(ST inat;, ot
Important)
Bowt quality products as 41* &1 26 4.1 42"
LClosgst to home as 40 3.8 4.1 i1 4.1
Plagaant ainngepheig a5 as* as 46 3.8 aa
Widest salecion a8 as’ 37 45 as aa"
Bast pricea as s+ a5 87 26 3.8
Shortast lines 2.2 ase aB az as 34
Fewesa! crowds a2 axt as az 26 14
Eosiost parking ad a3* 3.4 3.0 34 A"
it's on tha way home 29 asr a3 as a3 3.2
from workischool

* fhi-squsre e chows plistcally agrificant diferences (5% knee) batwoon et wne women,
¥ F-pialishc showy stalgticaly signifiners: diflsmnces 1% wval) behwesn man anc Women
* Fatalivic shows shufsbicnlty significant Gtarencen Exiwesn (5% level) housshold fypes.
* F-statiric shows staistioally signiican dillerencos bebweon (155 kil housshol] ipas

The survey asked about two types of walking trips: strolling trips and walks to a store or local com-
mercial area. Differences for strolling trips—walking for walking’s sake—are subtle (Table 3). Men
and women take about the same number of strolls per month, on average, and are equally likely to
have strolled at least once in the previous month. Differences between women by household type are
significant, however: single women with young children take the fewest strolls, on average, and
married women with kids are mostly likely to have strolled at least once in the previous month. In
both cases, young children may be a reason to go for a walk, but single women are likely to have

little free time to spend doing things like strolling while married women, because they are less likely
to work full-time and potentially have someone to share chores with, might have more free time.
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Table 3
Strolling Trip Characteristics and Motivations
Women by Household Typs...
Al Al Bingle, Snge, Spouse,  Spoum,
Mon Woren KokKds  KHe Melds K
Avarage Sirois par Morrth 83 CE:] g5 &5 103 108
Parcant Bhroling ot oot % Ji% =% A% 2%
Once per Momi™
Raasons for Waking*
Emrcisa/u th % 1% % % T2% TN
For ploamare s 1o o, 25 2N N =N 5N
Walk the dog 2% 0P 2% 2% 8% I
et ouxicorutrash ar i % 1 1 iy o 1T
Eawith iiandatamily % -5 a% % s 2%
Wak o o 10% B% 12% % o %
Rtipaticn % ™ 10% a% -5 ™
Feasona for Mot Walking'
ot anough Bme S % % 3% R #w
Dorvt Ieal =xfa s 22% 2% 2™ 1% 21%
Pt Intitations iM% 15% 1™ A 1Fe 129%
= e 14% 15% o 1™ .1
Wislk clecarhorns 12% 105, 16% 1% 0%
Bl waatherkoo hot " ™ - T % 0
Too mudh raiffic ™ 4% % ™ % =
Toa laryitied ™% Ly 5 ™= % %
Dor't anjoy walking Lo, =% 2% % % %
¥ Chi-apme showe Saletioalty sionioent SFMncee | 1% kel bobeonn hopashold typae.
*  Chi-mpuarn shows siglisically signilont difereno [ 1% el bytegen s g women.

In open-ended questions, respondents who walk were asked why they walk and those who don't were
asked why they don't. Overall, men and women reported the same reasons for walking, although again
the differences between women by household type are significant: married women with children were
more likely to report that they walk to be with friends or family. Interestingly, differences in reasons for
not walking do differ between men and women: men were more likely to report that they don’'t walk
because they get other exercise (27% vs. 14%), while women were more likely to report that they don’t
feel safe (22% vs. 11%) or have physical limitations (16% vs. 10%). These results suggest that improving
the neighborhood environment to help women feel safer walking there could be an important benefit of the
new urbanist strategies.

In order to assess the importance of urban form characteristics in the choice of whether and how frequently
to walk, respondents were asked to indicate whether they agreed or disagreed with a series of statements
about the quality of the walking experience in their neighborhoods (Table 4). On average, women did not
agree as strongly as men that they feel safe walking in their neighborhoods, especially at night. On the other
hand, they agreed more strongly that the neighborhood has interesting houses to look at and enjoy doing so,
and that they see neighbors they know when walking and enjoy doing so, suggesting that the quality of the
walking environment is more important to them. Two significant differences between women by household
type are important. First, married women are more likely to agree that they feel safe walking at night than
are single women; this may partly reflect differences in neighborhoods in addition to the effect of having a
spouse along on walks. Second, women with children are less likely to agree that they feel safe walking
where there are no sidewalks, perhaps reflecting their concerns about the safety of their children more than
their own safety.
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Table 4
Feelings About Walking in Neighborhood
Women by Household Typs...
Maan Scora on 5-Point Scate Al Al Bingle. Single. Spouse. Spouse,
{5=agree; 1=dizagres) Men Women Nokids Kids Nokide — Kids
Faal safa waiking in day 4.7 i8° 495 4.4 4.8 4.6
Feal safe walking at night 4.1 as”* a3 32 a6 are
Trees give ample shade 40 £0 41 36 4.0 ag*
Feul OK walking when hot a0 28° 28 28 28 28
Ineresting housas © look at 3.8 40° 41 40 41 aa~
Like ba ook at houssas 41 44¢ 42 43 &5 4.4
Sea neighbors whan walking 3.1 33" 33 31 as a4
Saa sirangars whan walking 3.9 a8 ae 39 a8 a8
Liks ko see people on wakks a7 39° a9 38 a9 39
Too much traffic n neighbhd az 31 an an a0 30
Feal safs without sidewalks 31 2.8 a1 25 a1 28 %

F-siethatic shows stelistically significant differences (5% levell between men and women
F-platistic shows slaistically significard differsnces (15 level] between men and women
F-siatsti; shows stalistically significant differances (5% lovel) bebwesn housshold types.
F-siglistic shows stalislicslly significant diferences (1% level] batwesn household types.

A B %

Walks to the store depend on the quality of the walking environment within the neighborhood as well as
the distance to the store and the quality of the walking environment around the store. Overall, women
walk to the store fewer times per month than men, perhaps reflecting the greater burden of household
responsibilities that they bear and thus the less time they have to spend walking when they could drive
(2.2 vs. 2.9 trips; Table 5). Single women without children, whose time is likely to be less constrained,
walk to the store more times per month than other women, although this may reflect their greater propen-
sity to live in traditional neighborhoods where walking to the store is more likely to be feasible. In fact,
within Clarksville, the traditional neighborhood with the highest frequency of walks to thé sitayks,

women without children still walk to the store more often on average than other women, but all catego-
ries walk more on average in this neighborhood than they do in other neighborhoods. This suggests that
household type and neighborhood type both play a significant role.

An important question in understanding the implications of having the option to walk to the store is
whether or not these walks replace driving trips. When asked what they would have done had they not
been able to walk to the store the last time they did, men and women were equally likely to report that
they would have driven, although women were somewhat more likely to report that they simply would
have stayed at home. In other words, most walks to the store appear to be substitutes for driving trips,
regardless of gender, but a notable share are “induced” trips—ones that would not be made if the walking
option did not exist.Because residents sometimes choose to walk to the store when given the option, this
must be an option they value and thus one that contributes to quality of life.
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Table 5
Walk to Local Store Trip Characteristics
‘Women by Hosahold Type...
A Al Ghgs  Sige, Soouss Boum, |
Man Womsn  moWde  ‘Ode Mo ide Kide ‘
Average ‘Walks % Btore 2% 22°| 25 23 18 21 ‘
Fod I ' I
Parcert Wallking to Skre 7% 2% 41% 50% 4% %
atlonat Orcs per Month
i nat abis to walk iast fima
walioad 0 stoma, would harve:.
Driven 1o mume placs 5% % 1% 8% M &%
Divnvan 10 different placs B% Fi % ™ ™™ %
Tinkan rarail % 2% % ™ 1% %
Btwyud homs 10w 1Es 1 11 0% =%
Dthar % L] % % T %
Nolmrn 11% % % % 8% iy )

® it sy sigEsiiculy vipniRouT] CrEDE (5% V] Dl feen i modngn.

In order to further assess the importance of urban form characteristics in the choice to walk, respondents
were asked to indicate whether they agreed or disagreed with a series of statements about the walking
environment in local commercial areas (Table 6). On all but one characteristic, the differences between
men and women are insignificant. However, women agreed less strongly that they feel safe walking in
store areas; this difference may explain the lower average frequency of such walks (Table 5). Differ-
ences between women by household type are also insignificant, with the exception of whether the re-
spondent has to walk along a busy street to reach the local commercial area: single women with children
agreed most strongly on this question, perhaps reflecting neighborhood differences, or location within the
neighborhood, or more basic differences in perception.

Table 6
Feelings About Local Commercial Areas
Womnen by Houssihokd Type...

kWean Score on S-Point Scale Al Al Engls, Hingle, Spouss, Spouse,
(0=agreq; 1=dsaggres} Man Women | NoKids  Kids NoKks  Kids
Sinrea within waking distancs 3.7 ar ar ar ar 26
Local stores maet my naads 36 a.r a6 as b ir ) 4.8
Guality of local stomes Is high 5.4 35 84 33 35 35
Faal OK walking to focal siones a8 1) as ar a9 ar
Hard o park st local atores 25 25 26 2r -1 28
Have to walk on busy Sioasdt 5.4 A8 24 4.0 36 arr
Héowd 1o Croas Busy sinoeet 3.5 a5 a8 a6 2.5 ar
Faal OK walddng in local stomea 4.0 38" a8 34 ar ar
¥ F-sixiistio shows siatisdclly signilicant difleanoss (5% leve') batwesn housshold typas.

¥ Faltistic shows shaRaticolty significand ditensaces {1% kvel) betwaen men and women.
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Respondents were also asked about factors influencing their choice about where to live (Table 7). As for
factors influencing choice of supermarket, women rated every factor as more important than men did,;
this may reflect a greater concern about the choices—or a systematic gender bias in how respondents
answer this type of question, a possibility that merits further testing. Statistically significant differences
include: affordability of unit, quality of living unit, quality of schools, attractiveness of neighborhood, level

of upkeep in neighborhood, and being close to friends or family. Understandably, women without children
rated the quality of schools as being less important (although not unimportant) than women with children
did. Investment potential is more important to women with spouses—but remember that these women
are more likely to own their homes. Single women without children rate attractiveness of the neighbor-
hood as less important than other women did, probably reflecting their lower household incomes and thus
greater constraints on residential location choice. Overall, having stores within walking distance was tied
for the least important factor and thus appears to be a relatively minor consideration in the residential
location choice; the quality and upkeep of the neighborhood were among the highest factors.

Table 7
Factors Influencing Residential Location Choice

Warmen by Housshold Type. .

Maan Scorm on 5-Point Scale Al Al Singles,  Single, Sponms, Epouse.
(S=important 1=fct impartant) Mo Women  NoKia Kida Mo Kiis kads
Quality of iving unit 4.2 a5 * 45 4.2 4.5 4.4
Affordabiity of Iving unit 4.2 44 45 43 4.4 i &
Atractivansss of nizhd 4.1 43" 43 a8 44 4417
Level of upkesp In nbhd 38 43~ 42 a8 42 42
Cloas to work 243 d.4 34 aa 3.4 5.8
Imwstment Polential 248 ao 28 a7 3.3 33
Stores within walking distancs 24 28 29 26 27 2.5
Cunlity of schocls 25 2B* 21 38 az ar’
Close to friande or famBy 25 28" 30 31 28 27
¥ F-stepialle shows stalistically significant Sflerenoes {15 levall bebuman men and women.

' F-ulaiuic ahows sialistioaly sigrifioar difarences (1% level) bobwesn hausshold typee.

TELECOMMUNICATIONS OPPORTUNITIES

BACKGROUND

A number of applications of telecommunications technologies offer the opportunity to reduce travel, by
allowing for the substitution of telecommunications for travel. Telecommuting, the substitution of work-
ing at home for commuting to the usual work site, is probably the best known and most studied example
of this opportunity. Teleshopping and tele-banking would seem to offer similar potential for reducing
travel, although the question of substitution is far from resolved. The use of such services may represent
an increase in time spent in that activity rather than the elimination of a trip, for example. Nevertheless,
the opportunity to participate in an activity from home is an important one, especially for people who are
pressed for time.
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For women faced with work and household responsibilities, the opportunity to shop or bank from home is poten-
tially an effective strategy for coping. Time saved by not have to travel to the store or the bank is time available
for doing other chores—or for leisure activities. Women concerned about safety in public places may prefer the
option to bank or shop from home rather than expose themselves to real or perceived dangers. On the other hand,
women who spend much of their time at home already, because they don'’t work or are taking care of children, for
example, may value simply getting out of the house and thus prefer the out-of-home versions of shopping, banking,
and other activities.

This section addresses the question of whether women are more likely than men to take advantage of the
opportunity to bank or shop from home, thereby saving time and hassle. In addressing this question, it is important
to determine not only if women make greater use of the in-home versions of these activities but if by doing so, they
reduce the numbers of trips they make outside of the home. Decisions about the use of in-home or out-of-home
versions of these activities will depend on the characteristics of the different versions, but also on the underlying
preferences and attitudes of the individual. Although both technologies and attitudes will evolve over time, an
analysis of the current situation provides general insights into the ways in which characteristics of technologies
and attitudes of potential users influence the use of technologies.

SURVEY RESPONDENTS

Data on the use of in-home and out-of-home versions of selected activites—movie Waicbpming, and
banking—were collected through a mail-out, mail-back survey administered in August, 1995. The survey in-
cluded questions about the use of currently-available versions of these activities as well as a series of attitudinal
guestions and questions on socio-demographic characteristics. The survey was sent to a random sample of 1000
individuals in each of three cities—Austin, Oklahoma City, and Sari Jédaough a follow-up postcard was

sent out as a reminder to complete the survey, the overall response rate was only 16%. The results are thus
unlikely to provide an accurate picture of the choices and attitudes of the entire population, but may provide a basis
for beginning to understand the kinds of trade-offs that individuals make.

The data collected through this survey were analyzed by gender and, for women, by household types, where
household type was defined by the presence and age of children (this survey did not include a question as to
marital status). Three household types were defined: those with no children, those with children under the age of
ten (including households that also have children over age ten), and those with children over adedté thray.

the number of respondents in each of the latter two categories is small, so that the potential for unrepresentative
results is high. It is expected that women with young children, all else equal, will be somewhat more likely to take
advantage of the opportunity to do something at home rather than make a trip to do it because of the potential time
savings.

All else is not equal, however. Characteristics for the different categories of respondents are presented in Table
8. Average age does not differ significantly for men versus women, but, not surprisingly, women with young
children are younger themselves on average. Education levels do not vary significantly, but work status does:
women are less likely to work full time and more likely to not work, while among women, those with young
children are most likely to not work. Women are more likely to live at lower household incomes and less likely to
live at higher household incomes than men. Respondents are not distributed evenly across the three cities, with a
higher portion of women without children and a lower portion of women with older children living in Austin,
consistent with the relativelyoung demographics of Austin.
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Table 8
Respondent Characteristics for Telecommunications Survey

YWomen by Housahold Type.
All Al Kidia Kida
Man Women Molkds <iys 1098¥s
Average Age 45.9 437 4687 355 450"
Education \
< high achool a > 2% 2% %
schoolGED 24% 3% aa0; 22% 3% |
: 50% 5o 50% B0% 45%
graduais degres 24% 15% 13% 16% 19%
Waoirk Siahst
Fuik-tima 78%  68% 7i%  @8% 6% |
Parl-tme I% % ™% 0% 15%
Retred \ 19% 10% 14% 2% 8%
MNat working %, 19% 22% 12%
Shudent Stakes ‘
Ful-trme stucent A% % 4 6% s
Part-ime stutemn 0% 10% ERL A 12% 12 |
Housshold Income®
<520.000 % a% 2% 10% 1% |
$20,000 1 $30,000 20% a5 =iy 2% 3% |
$40.000 10 $50.000 2% 2% 24% 24% 5% |
560,000 45% K< 30% IE% 4% |
Avarpge Peeson par HH 26 25 | 1.9 35 azs
Average Vedicles 23 20 % 20 o 20 |
Subsaribe to On-Ling 25% 18% 1% 1% 2% |
Service |
Tt s 4% | ae% se% 9%
Okiahoma City /% 1% 4% 3% 9%
Bar Jose 27% ba: 1 4 29% a0 e
Number of Respondants 271 500 1 51 %6
* Chi-agues shows shrilsscally significani difarences tﬁm bl iTea N W,
* Fsttislic shows statistically sign st difenences {19%evel) betwoan men and waman. |
o mmmwmm:mmmmum |

SURVEY RESULTS

The distribution of respondents by frequency of shopping in stores for items other than groceries did not
differ significantly between men and women (Table 9). Differences on factors encouraging and discour-
aging store shopping were significant, however. Respondents were asked to indicate to what degree a
series of factors encouraged them to shop in a store and to what degree a second series of factors
discouraged them from shopping in a store. As in the land use survey, the average scores for women are
higher than those for men on nearly every factor. Women rated the following factors as more strongly
encouraging them to shop in a store than men did: getting out of the house, enjoy that particular store or
center, can do multiple things on a shopping trip, and feel like spending money. On the other hand, women
rated the following factors as more strongly discouraging them to shop in a store than men did: too many
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people or too crowded, and don’t have enough time. Differences between women by household type are
also interesting. For example, women with young children gave higher ratings than other women to
“getting out of the house” and “can do multiple things” as factors encouraging store shopping; this
suggests both a need to escape the house for awhile and the need for efficient use of time.

Table 9
Store Shopping Characteristics and Motivations

Women by-Housshold Type...
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Ercouraging Stome
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In contrast, patterns of catalog shopping do not differ by gender or household type (Table 10). Women
make purchases from catalogs somewhat more frequently than men, although the differences are not
statistically significant. The impacts of catalog shopping on shopping travel are also consistent across
categories of respondents. When asked what they would have done if they hadn’t found the last item
they purchased from a catalog, most respondents said they would have waited until the next trip to a store
to buy that item or would simply not have bought it. This suggests that most catalog shopping represents
additional shopping rather than a substitute for trips to a sWWmmen with young children, however,

were more likely to say that they would not have bought the item, perhaps suggesting more impulse
buying for this segment. Just over half the respondents, for all categories, reported that they have
sometime made a trip to the store because of an item they saw in a catalog, suggesting that catalogs
sometimes induce additional shopping travel. These results suggest that women are not using catalog
shopping as a way of saving time.
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Table 10
Catalog Shopping Frequency and Travel Impacts

Women by Housshold Type
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Shopping channels serve a more limited purpose than either store shopping or catalog shopping, given the
limited range of products sold this way. Most respondents reported having access to a shopping channel
(Table 11), but most of those who have access reported that they never watch it. Fewer than a third

reported ever buying an item from a home shopping channel, but nearly twice the percentage of women

as men reported having done so. When asked what they would have done if they hadn’'t seen the last
item they purchased from a home shopping channel, most respondents said they would not have bought
the item, suggesting a high degree of impulse buying (the number of respondents for this question is very
small, however). As with catalogs, women are not using shopping channels as a way of saving time.

Gender differences are also insignificant for banking habits. The frequency of visits to bank tellers is
consistent across categories of respondents, with the greatest share of respondents making trips to the
bank one to three times per month. Respondents were asked to indicate to what degree a series of
factors encouraged them to complete a transaction with a teller (rather than other ways) and to what
degree a second series of factors discouraged them from doing so. As for all other questions of this type,
the average scores for women are higher than those for men on nearly every factor, although most
differences are not statistically significant. The most important factors encouraging teller trans-
actions for all respondents are: get problems solved quickly, can do multiple transactions, trans-
action can’t be done other ways, and get proof of transaction. The most important déstors
couraging teller transactions are: long lines, charges for using a teller, and transaction done more easily
other ways.
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Table 11
Shopping Channel Frequency and Travel Impacts
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Table 12
Traditional Banking Characteristics and Motivations
Women by Housshold Type...
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Table 13
ATM Use Frequency and Travel Impacts
Woman by Household Typa. ..
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Similarly, use of ATMs do not differ across respondent categories either. Most respondents have an
ATM card, and most use it at some time. The most frequently used ATMs are at the respondent’s own
bank, suggesting that the use of ATMs does not eliminate a trip to the bank, but provides a quicker
and easier way to complete certain transactions (like withdrawals) than visiting a @dlesistent

with this interpretation, when asked what they would have done had they not be able to use the ATM the
last time, most respondents said they would have made a trip to the bank (which they often would have
done anyway to use the ATM). Most of the others said they woulddaabed a checked somewhere

else. These results suggest that ATMs save time and hassle for bank customers but not necessarily
travel.

Telephone banking services also offer the potential to save time, although some transactions—

especially getting cash—are not easily accomplished this way. Differences between men and women in

access to and frequency of use of such services are not significant (Table 14). For both men and women,
the use of telephone banking services appears to substitute for a trip to the bank on a large share of
occasions: 40% of respondents said they would have made a special trip to the bank if they had not been
able to use the telephone service on the last occasion. Close to a third of resgandi¢hesy would

have waited until their next trip to the bank, however, suggesting that telegpdroioes may some-

times increase the frequency of banking transactions. In other words, telephone services sometimes
save time (by eliminating a trip to the bank) but may sometimes mean more time spent on banking (by

increasing accessibility to the bank).

331



Women s Travel Issues
Proceedings from the Second National Conference

Table 14
Telephone Banking Services Frequency and Travel Impacts
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The likelihood that individuals will use telecommunications-based, in-home versions of different activities
depends partly on their attitudes about a variety of factors, including how they feel about using technol-
ogy, having to drive, and being around people. Respondents were asked to indicate whether they agreed
or disagreed with a series of statements reflecting different attitudes. Using factor analysis, these
statements were grouped into six factors: pro-technology, anti-congestion, social/interactive, home body,
time pressure, and technology insecuityhe results show some notable differences between men and
women (Table 15). For example, men agree more strongly on average that they’ll spend money for the
latest technologies. Women score higher, on average, sndiad/interactive factor, indicating that they

agree more strongly that they prefer to spend free time with friends and that they enjoy walking. On the
other hand, women agree more strongly that they never have enough time, and that they worry about
privacy with computers. These results suggest that women may be less likely to use new technologies
and substitute in-home versions of activities for out-of-home versions, altferlgiy greater time pres-

sure may encourage time saving decisions.

CONCLUSIONS

The results of the land use and telecommunications surveys for the most part show relatively minor
differences between men and women in their choices about travel in and around their neighborhoods and
their use of in-home versus out-of-home versions of shopping and banking. The more significant differ-
ences between men and women appear in their motivations, feelings, and attitudes. Thalsesults
show that is important to consider not just gender but the structure of the household: in many
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TABLE 15
Attitudes
Women by Heusehold Type...
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cases, women living in different types of households differed more in their choices and their underlying
preferences than women overall differed from men. The differences identified point to smetific

cerns that should be addressed in either land use or telecommunications strategies. Creating walkable
environments, where residents have the option to walk to the store or can enjoythrstrghi the
neighborhood, helps everyone, both men and women, both single and married women, both women with
children and women without children. Creating accessibility environments, were residents are within
walking distance or a short driving distance of needed activities, helps everyone.

For the most part, gender, marital status, and the presence of children are not significantly associated
with the frequency with which one walks or the likelihood that one walks. But motivations, feelings,
and attitudes do vary, with safety a significantly greater concern for women than for men. Land use
strategies—new urbanist or otherwise—must address this concern and work to create environments
that are safer both in fact and in perception for women and their children.
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Providing the option to bank or shop or take care of some other chore from home rather than having to
travel outside the home also helps everyone. For the most part, gender and the presence of children are
not significantly associated with the frequency of the use of alternative versions of either shopping or
banking. And, for the most part, neither women nor men are using in-home versions of banking or
shopping as a substitute for out-of-home versions, although this may change as technologies evolve and
as the in-home versions improve. But attitudes do differ between men and women, with women some-
what less comfortable with or interested in technology and somewhat more interested in being with other
people. Telecommunications strategies may prove to be less important to women than to men, despite
the greater time pressures that women often feel.

NOTES

The primary purpose of the survey was to test for differences in travel choices between neighborhoods
of different types. Results of this analysis are summarized in Susan Handy, “Urban Form and Pedestrian
Choices: A Study of Austin Neighborhoods,” forthcoming in Transportation Research Record.

2 See Susan Handy, “Urban Form and Pedestrian Choices: A Study of Austin Neighborhoods,” forth-
coming in Transportation Research Record.

3The data for movie-watching were not analyzed by gender. Results of the overall analysis are summa-
rized in Susan Handy, “The Impacts of Telecommunications Technologies on Nonwork Travel Behav-
ior,” Southwest Region University Transportation Center, the University of Texas at Austin, August
1996.

“These cities were selected based on two variables: high-tech culture (San Jose and Austin high, Okla-
homa City low) and traffic congestion (San Jose high, Austin and Oklahoma City low). It was hypoth-
esized that a high-tech culture and a high level of congestion might be associated with greater use of in-
home, telecommunications-based versions of activities.

® For more detail about this analysis, see Susan Handy, “The Impacts of Telecommunications Technolo-

gies on Nonwork Travel Behavior,” Southwest Region University Transportation Center, the University
of Texas at Austin, August 1996.
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