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Education

Income

Percentage of work time outdoors
Mean weekly hours traveling to work
Percentage of leisure time outdoors
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Variability in maximum temperature
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RMSE of maximum temperature forecasts
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Factor: Forecast use for personal activities (yard
work, social events, travel, weekend)

Factor: Forecast use for work-related activities
(getting to work, job activities)

Factor: Forecasts use for non-specific activities
that affect other aspects (dressing for day,
knowing what weather will be like)

Factor: Importance of precipitation parameters
in forecasts

Factor: Importance of non-precipitation
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Satisfaction with weather forecast information
Factor: Confidence shorter lead-time forecasts
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Other webpages
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NWS webpages
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Telephone weather info source
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(<1-day, 1-day, and 2-day forecasts)
Factor: Confidence in longer lead-time forecasts
(3-day, 5-day, and 7 to 14-day forecasts)

Work-Related

Activities that Affect Other

Aspects
Dressing yourself or

Personal Activities Chance of precipitation e High temperature

Amount of precipitation e Low temperature
Type of precipitation e Time of day high
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Planning yard work Planning how to

or outdoor
housework
Planning social
activities

Planning weekend
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Planning travel

get to work or
school
Planning job
activities

children for the day
Simply knowing what
the weather will be
like

Chance of amount of
precipitation

When precipitation will
occur

Where precipitation will
occur

temperature occurs
Time of day low
temperature occurs
Cloud cover

Wind speed

Wind direction
Humidity

Importance of NWS information
Weather-related property damage
Weather-related motor vehicle injury
Non-vehicular weather-related injury
Weather-related medical condition
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-0.045*
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