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ABSTRACT

This paper is a unique contribution to the evidence of 
positive effects associated with cultural participation, 
by analyzing how individuals’ time spent on arts and 
media participation directly impacts on their subjective 
wellbeing. The only, so far, available national survey which 
tracks participation in all daily activities (including arts 
and media) and the corresponding level of wellbeing, 
the American Time Use Survey (ATUS), is used for the 
first time for this purpose. We first consider conceptual 
and measurement issues when dealing with cultural 
participation and subjective wellbeing. In the empirical 
model we explain the level of differently defined 
wellbeing states for various cultural activities. We further 
profile participants, and test if the people more likely 
to participate in the arts and media are from groups of 
people more or less likely to effectively benefit from 
such a cultural exposure. Main results show rather 
positive wellbeing effects for arts practices before arts 
attendance, with watching TV scoring the lowest ones.

Keywords: Arts and media participation; Time use; 
USA; Subjective wellbeing.

1 Introduction

Research has shown a bundle of positive effects 
associated with cultural participation, ranging from 
individuals’ intellectual and cultural skills development, 
personal and social behavior, to community’s and 
economy’s more instrumental benefits, such as social 
and economic impact (see, among others, McCarthy, 
2004; Evans, 2005; Snowball, 2007; Belfiore and 
Bennet, 2010; Walmsely, 2013). Within the sphere of 
individuals’ happiness, some contributions have tried 
to capture the links between cultural activities and 
subjective wellbeing (Frey, 2008), with alternative 
outcomes, depending on the type of activity. By 
far, watching TV has been the most studied activity, 
because of its popularity, and hence data availability, 
showing to be a bad exception in terms of wellbeing, 
such as lower life satisfaction and higher material 
aspirations and anxiety (Frey et al., 2007) and lower 
relational activities (Bruni and Stanca, 2008). However, 
evidence has been, so far, based on a overall level of 
life satisfaction or happiness of individuals, responding 
to a question of the type “All things considered, how 
satisfied are you with your life as a whole these days?” 
(see, for instance, Krueger et al., 2008). This is also the 
kind of information usually available in national surveys 
and reports on cultural participation (for a recent one, 
see CASE, 2010).

Our paper is a unique contribution in analyzing how 
individuals’ time spent on arts and media participation 
directly impacts on their own wellbeing. The only, so 
far, available national survey which tracks participation 
in all daily activities (including arts and media) and the 
corresponding level of wellbeing, the American Time Use 
Survey (ATUS), is used for the first time for this purpose.

We first consider conceptual and measurement issues 
when dealing with cultural participation, in comparison 
to more traditional measurements, considering research 
and application potentialities. We then attempt to define 
wellbeing, by referring ATUS indicators. These indicators 
are subsequently employed in an empirical model, 
explaining the level of the different wellbeing indicators 
for various arts activities on the basis of opportunities 
(e.g. available arts offer, such as in metropolitan 
areas) and constraints (e.g. occupational status and 
family burdens) to arts participation. Independent 
variables include geographical, demographic and 
socio-economic, similarly to the descriptive analysis. 
We further profile participants, and test if the people 
more likely to participate in the arts are from groups 
of people more or less likely to effectively benefit from 
arts exposure, for instance by experiencing low levels of 

mailto:elazzaro@ulb.ac.be
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stress (Robinson and Martin, 2008).
The next section provides a comparative conceptual 
framework for time measurement of arts and media 
participation. Section 3 introduces the data sources 
and samples, providing descriptive statistics for arts 
and media activities and wellbeing indicators, as well 
as the socio-economic characteristics of individuals. 
Section 4 defines the empirical model and the implied 
hypotheses. Section 5 presents and discusses main 
results. The last section concludes the paper.

2 Time, cultural participation 
and wellbeing
Time is increasingly becoming a precious resource, 
shaping our lives. The amount of time allocated to 
arts and media activities (performing arts, visual arts, 
cultural heritage, DVD and video, television and radio, 
new media, music and books), either as attendance or 
amateur practices (hobbies or unpaid), can capture 
the quality, and hence the actual value that individuals 
place in culture, significantly adding to more traditional 
measurements, such as money spent, preferences 
stated by arts audiences and consumers, and recall-
questions or retrospective surveys (Robinson, 2010; 
Battistin et al., 2003; Klevmarken et al., 2005; Schulz and 
Grunow, 2011). Furthermore, the current dynamics of 
digital technologies applied to the creation, distribution 
and access to the arts an media is urging an update and 
a reconsideration of the overall concept and modes of 
arts participation, and hence of its measurement and its 
impact at individual and socio-economic levels.

Time-use analysis presents a number of advantages, far 
from being exploited yet. Since diaries are completed 
almost in real time, and given their degree of detail, 
they are particularly accurate and reliable. The relative 
amount of time allocated to arts and media activities, 
can affect the quality of arts- participation experience 
(Bergadaa, 1990; Bittman and Wajcman, 2000; Botti 
et al., 2008). More recently, time use-data can also 
contain the information about associated wellbeing 
of individuals when doing an activity (Hallberg, 2003; 
Jenkins and Osberg, 2005).

The goal of time-use analysis is to measure how people 
divide their time among life’s activities. Interviewees 
respond on how they spent their time, usually during 
the previous day. Usually, in national surveys arts- and 
media-related activities are quite detailed, encompassing 
arts attendance (e.g. of museums, theaters, etc.) 
practices (e.g. writing, dancing, etc.), arts lessons and 
various arts sectors (visual arts, performing arts, media, 
heritage, etc.). Diaries are completed by geographical, 
socio- demographic and economic information about 
the interviewees and their households.

For a few time-use surveys, the richness of information 
has been completed by general levels of wellbeing 
of individuals in the overall period around which the 
activities were recorded, such as a usual feel of stress, 
of having no time, etc. The Canadian, the Portuguese, 
and the Italian surveys are examples in this sense, all 
carried out by the respective national statistical offices.

For what concerns wellbeing, the US survey (ATUS) has 
been so far an exception, since its introducing for the 
first time a Wellbeing Module (WB) in the 2010 survey. 
The great advantage of this module, is that it tracks 
the individual’s wellbeing precisely when somebody is 
doing the activity, and for a range of sampled activities, 
therefore directly relating activities in which individuals 
are involved with their wellbeing at that moment in time. 
Notice that we are here distinguishing between the 
participation in a given activity – a frequent approach 
in time use studies – and the association between 
the practice of that activity and quality of life – a rare 
approach in time use research. The WB module allows 
us the second approach. For very few general studies 
on time use and wellbeing see Kahneman et al. (2010), 
Krueger et al. (2009), and Krueger and Mueller (2012).

Within the ATUS conceptual framework, wellbeing is 
not considered as a unitary concept, since it is split 
into different positive, as well as negative types of 
emotional and/or physical states, including, on the one 
hand, happiness and meaningfulness, and, on the other 
hand, stress, tiredness, sadness and pain, where for 
each type of state, different levels, from the lowest to 
the highest, are possible. More precisely, wellbeing can 
correspond to high-low happiness and meaningfulness 
(“positive” wellbeing), as well as to low-high sadness, 
tiredness, pain and stress (“negative” wellbeing). As we 
can see, the different components of wellbeing are also 
differently characterized by emotional/psychological, 
as well as physical states.

What follows are the ATUS WB six conditions composing 
subjective wellbeing, with definitions provided:

•	 Happiness: Enjoying, showing, or marked by 
pleasure, satisfaction, or joy.

•	 Meaningful: Having meaning, function, or purpose.
•	 Sadness: Affected or characterized by sorrow 

or unhappiness (can also refer, among others, to 
depression and melancholy).

•	 Tiredness: Temporary loss of strength and energy 
resulting from hard physical or mental work.

•	 Pain: An unpleasant sensation occurring in varying 
degrees of severity as a consequence of injury, 
disease, or emotional disorder. Suffering or distress.

•	 Stress: A state of extreme difficulty, pressure, or 
strain.
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3 Data sources and sample

American Time Use Survey (ATUS) for 2010 and ATUS 
Well-being Module 2010 are the data sources used in 
this analysis. ATUS is conducted by the Bureau of Labor 
Statistics-United States Census Bureau, which collects 
information about the allocation of time during a day, 
and includes some economic and socio-demographic 
information about the respondents. The unit of 
observation is one individual per sampled household; 
the sample frame is American current Population 
Survey (CPS); the collection mode is computed through 
assisted telephone interview (CATI); and the reference 
period is a 24-hours day time diary (i.e. a ‘yesterday’ 
diary) (Horrigan and Herz, 2005).1 Activities are coded 
by interviewers after diaries are collected.

ATUS has 17 major first-tier categories (ranging from 
work, personal care, household activities, caring for, 
respectively, household and extra-household members, 
education, various shopping, usage of government 
services, eating and drinking, socializing, sports, 
religious, volunteer, telephone and travel),
3 levels of codes, where the original codes define 424 
different activities. From that group of activities, we 
have selected 27 Arts and Media activities.

We have grouped the 27 Arts and Media activities into 
6 groups: 1 Arts Attendance; 2 Arts Practice; 3
Arts-related Activities; 4 Media – without Television 
and movies-not religious; 5 Arts & Media also included 
(groups 1 through 5) ; and 6 Television and movies 
(not religious). The first column in Table 1 presents the 
group classification.

                                                            
1 A detailed presentation of the ATUS database can be found at the 

Bureau of Labor Statistics’ website, http://www.bls.gov/tus.

http://www.bls.gov/tus
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Table 1 shows the list of the 27 activities, ordered by time 
allocated per day (mean), and the relative descriptive 
statistics. Watching TV/movies is the activity that occupies 
the most Arts and Media time of US people. Three 
activities, Reading for personal interest (20 minutes per 
day), Playing Games (11 minutes per day) and Computer 
use for Leisure (excluding Games) (11 minutes per day) 

correspond to less than one hour per day. The low 
values of the time allocated per day are affected by the 
low participation rate in each activity and also because 
secondary activities are not included in ATUS.2

Notice, for instance, that listening to music or Listening to 
the radio are examples of frequent secondary activities in 
the Time Use Surveys (TUS) of other countries.

Table 1: Time Allocated per Day on Arts and 
Media Activities

Activity
Group 
(b)

Arts and Media Activities
Mean
Minutes	 SD	 Min	
Max

 	 per day 	

6 Television and movies (not religious) 172.44 177.97 0 1215

1 Reading for personal interest 19.76 56.833 0 820

5 Playing games 11.02 50.282 0 1050

4 Computer use for leisure (exc. Games) 10.67 42.229 0 830

1 Listening to/playing music (not radio) 2.12 21.163 0 780

1 Attending movies/film 1.87 16.843 0 330

4 Listening to the radio 1.73 19.831 0 700

2 Arts and crafts as a hobby 1.54 19.762 0 720

1 Arts and entertainment, n.e.c.* 1.5 20.101 0 825

3 Travel related to arts and entertainment 1.14 9.694 0 305

1 Attending performing arts 0.92 13.499 0 485

5 Taking class for personal interest 0.51 9.202 0 345

1 Attending museums 0.49 11.376 0 525

2 Performing 0.48 8.63 0 375

5 Computer use 0.46 7.451 0 433

2 Dancing 0.43 9.595 0 425

2 Serving at volunteer events and cultural activities 0.23 8.464 0 555

5 Fundraising 0.22 7.775 0 510

2 Writing for personal interest 0.21 10.132 0 1061

2 Extracurricular music and performance activities 0.07 3.105 0 180

1 Watching dancing 0.05 4.677 0 525

5 Collecting as a hobby 0.05 2.617 0 180

5 Writing 0.04 1.732 0 120

5 Reading to/with no nhh children 0.03 1.066 0 60

2 Participating in performance and cultural activities, n.e.c.* 0.01 0.834 0 60

2 Arts and crafts with nonhh children (a) 0 0.434 0 50

3 Security procedures rel. to arts and entertainment(a) 0 0.368 0 30

Source: Authors’ computation based on ATUS. Note: (a) The mean of 
time allocated per day/individual is very low, near zero. (b) Groups 
ofArts and Media created by the authors (see Table A1 in Appendix).

                                                            
2 The only secondary activity included in ATUS is Child Care.
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The wellbeing module of ATUS collects wellbeing 
information associated with a specific activity. Each 
respondent answers about her feelings (Meaningful, 
Happy, Sad, Tired, Pain and Stress) during the period 
she performed a given activity. Table 2 shows the 
wellbeing (positive and negative) associated with 
the six Arts and Media activity group considered, 0 

	 	
Source: Authors’ computation based on ATUS Wellbeing Module microdata. NOTES: (a) Original codes in ATUS: 1 Arts Attendance (120312=1) 
(120306=1) (120403=1) (120499=1) (120401=1) (120402=1) (130209=1); 2 Arts Practice (150499=2) (120309=2) (150401=2) (130109=2) 
(150402=2) (120313=2) (060202=2) (040104=2); 3 Arts Related (181204=3) (120405=3); 4 Media (without Television and movies-not 
religious (120303=4) (120308=4) (120305=4); 5 Arts & Media also included(150105=5) (040102=5) (120307=5) (150101=5) (060102=5) 
(150106=5) (120310=5); and 6 Television and movies (not religious) (120303=6) . (b) The original maximum value was 24 (correspondent to 
4 answers with maximum values). The value was standardized by the authors for comparability with negative wellbeing.

being the lowest level and 6 the highest wellbeing. 
In general, Arts and Media activities show a very low 
level of negative effects (Sad, Tired, Pain and Stress). 
Curiously, TV/movies watching presents the worst 
relative position in terms of negative effects (2.72). The 
Practice of Arts seems to create the relative highest 
level of wellbeing (10.23).

Table 2: Positive and Negative Wellbeing by 
group of Arts and Media Activities

ARTS & MEDIA ACTIVITIES Positive Wellbeing Meaningful 
+ Happy (min=0; max:12) 
Mean
Negative

Wellbeing
Sad + Tired +Pain +Stress (min=0; max: 12)(b) 

Mean

1: Arts Attendance (N=765 ) 8.58 2.03

2: Arts Practice (N= 71 ) 10.23 2.01

3: Arts Related (N=115) 8.51 2.20

4: Media (without Television and movies-
not religious) (N=421)

7.46 1.91

5: Arts & Media also included (N=353) 8.35 1.91

6: Television and movies (not religious) 
(N=3110)

7.74 2.72



Pa
r

a
ll

e
l 

Se
ss

io
n

 
Th

u
r

sd
ay

 J
u

n
e

 2
7

 /
 1

1
:0

0
-1

2
:3

0
a

39

Session A2 Strategic 
MarketingHUMAN RESOURCES PRICING

Table 3 illustrates the differences for the positive 
and negatives wellbeing states for Media and Arts, 
and Table A2 in the Annex between women and men 
concerning the self-perception of wellbeing when 
occupied Arts & Media activities, showing that, in 
general, women have a stronger perception (positive or 
negative) of the effect of Arts and Media non wellbeing. 
The Arts activities seem in general to produce higher 
levels of wellbeing compared with the Media activities.

Table 3: Arts vs. Media and Wellbeing

Source :ATUS Wellbeing Module 2010. Note: The binary variables 
meaningful01, happy01, sad01, tired01, pain01 and stress01 were 
computed from the ATUS WB original variables (with 7 levels, from 0 
to 6), defining 0 to 3 as 0 and 4 to 6 as 1.

4 The empirical model

Our empirical model explains the different indicators 
of wellbeing associated with arts and media activities, 
the different indicators of wellbeing consisting in seven 
different levels – from the lowest (0) to the highest 
(6) – of, respectively, happiness and meaningfulness 
(“positive” wellbeing), and sadness, tiredness, pain and 
stress (“negative” wellbeing).

Wellbeing indicators are modeled on time spent on 
the different arts/media activities. Other explanatory 
variables control for some conditions of provision of 
arts and media goods and services (e.g. metropolitan 
areas), as well as for possible limitations or, on the 
contrary, incentives or predispositions, to access arts 
and media goods and services (e.g. occupation and 
family burdens vs. education and income).

Given the particular psychological and, sometimes, 
physical implications of the defined wellbeing 
indicators, and the different modalities of participating 
in the different arts and media activities, the specific 
associated hypotheses are detailed as follows.

 

 

5 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Table 3: Arts vs. Media and Wellbeing 

 

 
 meaningful01 

 

happy01 

 

sad01 

 

tired01 

 

pain01 

 

stress01 

 

Mean .5172 .6922 .0795 .3109 .1396 .1187 

SD .49977 .46162 .27054 .46292 .34660 .32351 Media 

N 3896 3909 3925 3924 3926 3925 

Mean .6868 .7600 .0542 .2260 .0946 .0790 

SD .46402 .42733 .22646 .41848 .29281 .26988 Arts 

N 958 954 960 960 962 962 

Mean .5507 .7055 .0745 .2942 .1307 .1109 

SD .49748 .45585 .26263 .45574 .33714 .31405 

ARTS & 

MEDIA 

Total N 4854 4863 4885 4884 4888 4887 

 
Source :ATUS Wellbeing Module 2010. Note: The binary variables meaningful01, happy01, sad01, tired01, pain01 and stress01 were 

computed from the ATUS WB original variables (with 7 levels, from 0 to 6), defining 0 to 3 as 0 and 4 to 6 as 1.  

 

 

Our main hypothesis is that, in general, arts and 
media activities are good for wellbeing. In particular, 
they are expected to contribute to higher levels of 
positive wellbeing indicators, such as happiness and 
meaningfulness. To some extent, we also expect they 
contribute lower levels of negative wellbeing indicators, 
in particular stress. Also notice that because of the 
particular content of arts and media, they may have 
a different impact on emotions in terms of sadness 
and pain (e.g. a listening to melancholic songs, or 
watching a moving movie). Furthermore, some arts, 
rather than media, activities can impact tiredness and 
even physical pain (e.g. walking through a museum 
exhibition, or even sitting in a not enough comfortable 
chair in a theater).

Other explanatory variables:
In a situation of substitute arts and media activities, 
a higher provision of certain arts and media goods 
and services can affect the participation to these 
goods and services, but also that to other arts and 
media goods and services. For instance, living in a 
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metropolitan area typically implies having access to a 
higher offer of arts-attendance activities, which may 
reduce, for instance certain media consumption.

Age is expected to be variously correlated with the 
different wellbeing indicators. For instance, all the other 
conditions being equal, tiredness, and even physical 
pain should be the case of older people rather than 
younger ones.

Women are expected to be more sensitive, emotional, 
and also engaged in arts and media participation. In 
terms of gender and marital status, married women are 
expected to benefit of a lower time quality compared 
to unmarried women and men, given the multitask 
patterns of their habitual day.

Having a full-time, rather than a part-time job, and 
family burdens (e.g. the number of children living at 
home) should rather increase stress.

Finally, a higher educational level (education defined 
through a group of dummy variables) or (to avoid 
multicollinearity problems) a highly qualified or paid job are 
expected to add to meaningfulness of the arts and media 
experience. Correspondingly, lower educational levels and 
less qualified/with lower responsibilities jobs might add to 
happiness (in particular in the sense of insouciance).

5 Results

Tables A3 to A6 in the Annex show the main results 
from Probit models using as dependent variables 
the wellbeing produced by each of the six activities 
considered (Arts Attendance; Arts Practice; Arts 
Related; Media (without Television and movies-not 
religious; Arts & Media also included; and TV/movies 
(not religious) are mixed. Tables A3 and A4 show 
that the predictors for Meaningful and Happy while 
watching TV that are statistical significant are age 
(positive) and education (negative).

Table A5 shows the wellbeing indicator of stress clearly 
associated with the activity watching TV.

Tables A5 and A6 show the marginal effects of Probit 
models where the dependent variable is a binary 
variable: having or not positive wellbeing (Table A5) 
and having or not negative wellbeing (Table A6). We 
also studied, considering the global answers about 
wellbeing, it means, not only the wellbeing associated 
to the activities of Arts and Media, two additional 
variables: the positive self perceived wellbeing 
(wbpos01, combining the results for two answers 

Meaningful and Happy) and the negative (wbseg01, 
combining the results for four answers, Sad, Tired, 
Pain, and Stress ). The probability of negative feelings 
while practicing arts activities increases with age, 
and is higher for women than for men. A weekend 
day and education act in the opposite direction. The 
positive feelings are affected by age, weekend and 
being woman. Education predicts both higher negative 
and positive feelings. Measured by marginal effects, 
being woman increases the probability of experiencing 
negative wellbeing by 1.9% and increases the 
probability of experiencing positive wellbeing by 3.2%. 
Finally, the area of residence (Metropolitan) did not 
reveal statistical significance (Tables A5 and A6).

6 Conclusion and future 
research

By applying different indicators of subjective wellbeing 
to time spent in arts and media activities, we found 
that, overall, cultural participation is positively 
associated with quite high levels of happiness and 
meaningfulness, and relatively low levels of emotional 
and physical states of negative wellbeing. In particular, 
arts practices (such as writing, arts and craft as a 
hobby, performing, dancing, etc.) revealed higher 
positive wellbeing levels than arts attendance (such as 
going to museums, theaters, cinemas, etc.), followed 
by media activities (computer use for leisure, listening 
to the radio and watching TV). Among the latter, 
when controlling for socio-economic characteristics 
of individuals, watching TV resulted contributing to 
positive wellbeing in the presence of low education, 
but also to relatively high level of stress.

Given the particular empirical nature of overall time-use 
research (Hamermesh, 2009), this paper is expected to 
contribute to theory building in highly relevant aspects 
of arts participation and consumer behavior, such as 
wellbeing, and implied quality of experience. The newly 
produced insights can both inspire decision makers in 
public cultural and social policies, as well as provide 
arts marketing, in order to better attract and involve 
arts audiences and customers.

The major applicable outcome of our research in terms 
of marketing, and in particular related to experience 
goods, consists in the use of diaries to estimate the 
degree to which psychological and physical impact 
of arts and media may block or enable the access to 
them by individuals, opening up, as further research, to 
the building and test of original indicators, to develop 
and assess the quality of cultural experience.
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APPENDIX

Table A1: Arts and Media Activities

Source: Authors’ computation based on ATUS Wellbeing Module microdata. NOTES: (a) Original codes in ATUS: 1 Arts Attendance (120312=1) 
(120306=1) (120403=1) (120499=1) (120401=1) (120402=1) (130209=1); 2 Arts Practice (150499=2) (120309=2) (150401=2) (130109=2) 
(150402=2) (120313=2) (060202=2) (040104=2); 3 Arts Related (181204=3) (120405=3); 4 Media (without Television and movies-not 
religious(120303=4) (120308=4) (120305=4); 5 Arts & Media also included(150105=5) (040102=5) (120307=5) (150101=5) (060102=5) 
(150106=5) (120310=5); and 6 Television and movies (not religious) (120303=6) . (b) The original maximum value was 24 (correspondent to 
4 answers with maximum values). The value was standardized by the authors for comparability with negative wellbeing.
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Table A1: Arts and Media Activities 

ARTS & MEDIA ACTIVITIES (a) 

 

Positive 

Wellbeing 

Meaningful + Happy 

(min=0; máx:12) 

Mean  

 

Negative 

Wellbeing 

Sad + Tired +Pain +Stress 

(min=0; máx: 12)(b) 

Mean 

1: Arts Attendance (N=765  ) 8.58 2.03 

- Attending movies/film   

- Attending museums   

- Attending performing arts   

- Arts and entertainment, n.e.c.*   

- Listening to/playing music (not radio)   

- Reading for personal interest   

- Watching dancing   

2: Arts Practice (N= 71 ) 10.23 2.01 

- Arts and crafts as a hobby   

- Arts and crafts with non hh children   

- Dancing   

- Extracurricular music and performance activities   

- Participating in performance and cultural activities, n.e.c.*   

- Performing   

- Serving at volunteer events and cultural activities   

- Writing for personal interest   

3: Arts Related (N=115) 
8.51 2.20 

- Security procedures rel. to arts and entertainment   

- Travel related to arts and entertainment   

4: Media (without Television and movies-not religious) (N=421) 
7.46 1.91 

- Computer use for leisure (exc. Games)   

- Listening to the radio   

5:  Arts & Media also included (N=353) 
8.35 1.91 

- Collecting as a hobby   

- Computer use   

- Fundraising   

- Playing games   

- Reading to/with non hh children   

- Taking class for personal interest   

- Writing   

6: Television and movies (not religious) (N=3110) 7.74 2.72 

- Television and movies (not religious)   

Source: Authors’ computation based on  ATUS Wellbeing Module microdata. NOTES: (a) Original codes in ATUS: 1 Arts Attendance 

(120312=1) (120306=1) (120403=1) (120499=1) (120401=1) (120402=1) (130209=1); 2 Arts Practice  (150499=2) (120309=2) (150401=2) 

(130109=2) (150402=2) (120313=2) (060202=2)  (040104=2); 3 Arts Related  (181204=3) (120405=3); 4 Media (without Television and 

movies-not religious(120303=4)  (120308=4) (120305=4);  5 Arts & Media also included(150105=5) (040102=5) (120307=5)  (150101=5) 

(060102=5) (150106=5) (120310=5); and 6 Television and movies (not religious) (120303=6) . (b) The original maximum value was 24 

(correspondent to 4 answers with maximum values). The value was standardized by the authors for comparability with negative wellbeing.  
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Table A2 : Arts and Media Participation and Self-Perceived Wellbeing by Gender

mean ingful happ y sad tired pain stress

Arts Attendance Male 3.9 4.4 0.6 1.4 0.9 1.1

Female 4.0 4.4 0.6 1.7 1.0 0.9

Dif Fem-M 0.1 -0.0 0.0 0.3 0.1 -0.2

Arts Practice Male 5.3 4.8 0.3 2.5 0.8 1.5

Female 5.5 5.2 0.2 1.0 0.8 1.0

Dif Fem-M 0.3 0.5 -0.1 -1.5 0.1 -0.5

Arts Related Male 4.1 4.9 0.1 1.0 0.8 0.6

Female 3.5 3.5 0.4 2.3 1.8 2.2

Dif Fem-M -0.6 -1.4 0.3 1.3 1.0 1.5

Media Without TV Male 3.1 3.9 0.7 1.9 1.1 1.3

Female 3.7 3.9 0.9 1.8 1.1 1.5

Dif Fem-M 0.6 0.1 0.2 -0.1 -0.0 0.3

Arts and Media Related Male 2.9 4.4 0.3 1.8 0.7 1.1

Female 4.4 4.9 0.6 1.4 0.8 0.6

Dif Fem-M 1.4 0.5 0.3 -0.4 0.1 -0.5

TV and Movies Male 3.3 4.3 0.8 2.1 1.1 1.3

Female 3.3 4.3 0.9 2.3 1.2 1.2

Dif Fem-M 0.0 0.1 0.1 0.2 0.1 -0.0

Source: Authors’ computation based on ATUS Wellbeing Module 2010.

Table A3 – Results after Probit
(Dependent variable: Wellbeing measure ‘meaningful’ associated to TV watching; Predictors. 
Gender, Age, education, weekend)
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Table A4 – Results after Probit 

(Dependent variable: Wellbeing measure ‘happiness’ associated to TV watching;  

Predictors. Gender, Age, education, weekend) 
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Table A4 – Results after Probit
(Dependent variable: Wellbeing measure ‘happiness’ associated to TV watching; Predictors. 
Gender, Age, education, weekend)
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Table A4 – Results after Probit 

(Dependent variable: Wellbeing measure ‘happiness’ associated to TV watching;  

Predictors. Gender, Age, education, weekend) 

 

 

 

Table A5 – Results after Probit
(Dependent variable: Negative Wellbeing (based on 4 indicators)
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(Dependent variable: Negative Wellbeing (based on 4 indicators)   
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Table A6 Probit Estimation Results- Marginal Effects After Probit
Dependent variable: positive wellbeing (based on 2 indicators)

 

 

13 

 

 

 

Table A6 Probit Estimation Results- Marginal Effects After Probit  

Dependent variable: positive wellbeing (based on 2 indicators);  

 

 


