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Abstract 
Households represent important economic agents, mostly in consumption and supply of work at the labour market.  

It is important to perceive households also according to their inner structure and organisation, including unpaid 

work performed by households´ members. Every household performs several unpaid work activities. Under some 

circumstances, entrepreneurs (mostly local small and medium sized entrepreneurs) can offer market services that 

could substitute unpaid work performed by households. In this article, we focus on the role of unpaid work 

performed by households for the creation of possible business offer of market services that can substitute unpaid 

work activities. Households have several reasons for using market services but, on the other side, they have also 

specific reasons for preferring unpaid work and not buying market services. In the article, we focus on identifying 

reasons why households do not outsource market services. We assume that market services should be offered 

mostly by local providers (in our article we focus on households´ reasons and enterprises operating on the regional 

level – NUTS II). If local enterprises know why households do not buy market services, it will allow them to use 

target marketing of the services, or to create specific services for specific groups of households (such as 

households with traditional way of life, or households with very high expectation about the quality of services). In 

the article, we use data from our unique field research focusing on the extent of paid and unpaid work performed 

by households and individuals. 

.  
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1 Introduction 

In every territory, economic agents perform various economic as well as non-economic 

activities that allow to maintain or to support development of that territory. Economic agents 

that are involved in these activities are enterprises, government, various institutions, but also 

individuals and households. All of them contribute to the development of the territory. Each of 

them, however, has different goal and individual approach to economic and non-economic 

activities. Households and their members are important, for many reasons unreplaceable, agents 

that contribute to the development of the territory. Households and their evolution, growth, 

structure, as well as their needs and expectations, represent territory potential and influence 

development of territory significantly. Satisfaction of the households´ needs depends on various 

internal and external factors. On the other side, it influences ability of households to offer better 

quality labour source, to extend consumption (that is a source of the production in the territory), 

to improve quality of life and to participate willingly on the development of the territory where 

households live.  

 

Households, analogous to other market agents as defined by economic theory (Samuelson and 

Nordhaus, 2013, Mankiw, 1999, Lisý and col. 2011) take every day many decisions. These 

decisions are economic decisions in specific time and in specific territory. One of the most 
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principal factors of the decisions making is time. Time is significant factor that is, on the other 

side, limited (and that is why also scarce) source. Comparing to other marker agents, households 

and their members, take decisions on allocation of the time between the paid work, unpaid work 

and leisure time. Most of the economists focus on the paid work (in relationship with the labour 

market, its modern manifestations, flexibilization, remuneration for the work, etc. (Layard, 

Nickell, Jackman, 2005, Beatson, 1994, Helpman, Itskhoki, 2010, Deakin, Wilkinson, 2005, 

Bonoli, 2017). Just a little attention (and we must remark that it is unreasoning) is paid to the 

unpaid work performed in the households (e.g. Himmelweit, 1995, Sayer, 2005, Harkness, 

2003). We can define unpaid work as various kinds of productive activities which are performed 

by households´ members. Results of these activities are not offered on the market and 

households do not get any payment for them. Foreign researches (such as Antonopoulos and 

Hirway, 2010, Miranda, 2011 ), as well as official foreign statistics (Time Use Surveys - TUS, 

Harmonised European Time Use Surveys - HETUS, statistics of OECD, and others) have 

already confirmed for decades that extent and structure of the unpaid work pay important role 

in the macroeconomic area (unpaid work represents additional 20 per cent to 60 per cent of 

GDP), in the microeconomic area (status of the households, satisfying their needs by the means 

of goods and services supply), as well as in the territorial and local area (possible development 

of the employment and entrepreneurial activities because of the possible substitution of the 

unpaid work by paid work, substitution of the unpaid work by market services).  

 

Unpaid work is a multidimensional phenomenon and it has heterogeneous structure and trends. 

It is mostly because of the influence of information technologies and overall changes in the life 

style. Foreign researchers have focused on various aspects of the unpaid work (such as Hook, 

2006, Picchio, 2005). They also include various activities that are performed by households into 

the unpaid work. Starting from 2011, our team realised several field researches in Slovakia, in 

which we get information about the extent of the unpaid work, and about the structure of the 

unpaid work, motives and attitudes towards the unpaid work (VEGA 1/1141/11, VEGA 

1/0935/13). Statistically processed data from the questionnaire research about the unpaid work 

performed by households in Slovakia uncovered many particularities in the households’ 

behaviour (more in Kaščáková, Nedelová, 2014, Kaščáková, Martinkovičová, Považanová, 

2014, Uramová, Kaščáková, Tuschlová, 2015). We analysed households according to various 

criteria – number of households’ members, education, gender and age of the households’ 

members, but also territory in which households live. Complex data and results were published 

in the monography “Neplatená práca na Slovensku” (2016). Our last field research from 2016 

has opened many scientific questions for the discussion. This is also one of the reasons to 

elaborate this article. 

 

In our researches, we have found out (besides data on unpaid work and its activities) that needs 

and demand of the households for the paid market services play a significant role in the 

decision-making process of the households. Substitution of the unpaid work by the paid work 

(market services) is a wide theoretical and practical problem and many foreign scientists focus 

on it (such as Moen, Fields, 2002, Craig, 2006, Coltrane, 2000). We consider substitution of 

certain unpaid work activities by paid activities as a possibility for development of business 

opportunities in various territories. Households, as well, will have advantages from such as 

substitution – more possibilities for meaningful spending of leisure time and consequently also 

reproduction of labour force. In our researches we have confirmed, that households’ behaviour 

is different in various territories (regions, districts, towns – villages, regional towns – other 

towns). Knowing and respecting local particularities of the households’ behaviour and 

households’ decisions about the allocation of the time between the paid work and unpaid work 

could be also a significant indicator for the local policies to support local business activities.  
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Most of the foreign studies focus on the unpaid work performed by households (or their 

members) on the national level. In this article, we focus on the unpaid work performed by 

households on local level (NUTS II). Because of the lack of information from foreign studies, 

we are not able to compare our results with any other relevant study.  

 

2 Methodology 

In 2016, multidisciplinary team from the Faculty of Economics, Matej Bel University in Banská 

Bystrica, Slovakia, realised a primary field research focused on the unpaid work. It was already 

the third field research, starting from 2011, in which we have focused on the unpaid work 

performed by households in Slovakia. The aim of the research was to find out whether and in 

what extent (expressed in hours per week) Slovak households utilize services offered by the 

market (entrepreneurs) as substitutes to the unpaid work performed in households, to find out 

main reasons for buying/ unusing market services, to identify attitude of the households towards 

the works performed in households (unpaid work) and to find out allocation of the time of 

individuals between the paid activities (paid work) and unpaid work performed in households.   

The research focused on identifying opinions and circumstances influencing paid and unpaid 

work of households, as well as of members of households (individuals, respondents). Within 

the research, we questioned 1743 households and 4818 individuals (members of the 

households). Research was adequate and representative according to the number of members 

of households, according to the number of households in regions (in case of questions and 

answers concerning households) and according to the gender and age (age categories) in case 

of questions and answers concerning individuals. 

 

In this article, we focus on one part of our research – identifying reasons why households do 

not utilise (do not buy) market services that could substitute unpaid work activities. The aim of 

this article is to identify the most relevant reasons why households in Slovak regions (NUTS II 

level – Bratislava as a capital, west Slovakia region, central Slovakia region and east Slovakia 

region) do not buy market services that substitute unpaid work performed in households. These 

reasons allow us to identify also market potential for local entrepreneurs (local providers of the 

market services).  

 

We used statistical program IBM SPSS 19 to process data from our questionnaire survey. We 

used multiple response analysis to calculate number of responses for each reason of not buying 

each market service.  

 

We analysed thirteen market services that can substitute unpaid work activities (food delivery 

to home, eating in restaurants, services of drycleaners, laundries and driers, delivery and 

preparation of fuels, reparation and maintenance of the automobiles, house cleaning services, 

repair of household´s devices, furniture, etc., building or/ and reconstruction services, gardener 

services or little works in garden, children care services – outside the household, children care 

services in the household, adults care services - outside the household, adults care services in 

the household). We assumed ten possible reasons why households do not utilise market services 

that substitute unpaid work activities (unprofessional or low-quality services, inflexible or time-

consuming services, unaffordable services (too expensive), inaccessible services (too far, 

heterogeneity), household is able to arrange these services by itself, household can arrange these 

services by the means of friends for reciprocal services, these services do not save time of 

household´s members, there are not these kinds of activities in the household, household wants 

that these activities are performed in the household, households do not believe to somebody 

outside the household). Households could specify up to three reasons. 
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Firstly, we identified reasons of not using market substitutes of unpaid work activities in the 

whole Slovakia. Consequently, we identified reasons also for households in NUTS II regions.1  

For hypotheses testing, we used significance level 0.05. We used Kruskal Wallis statistical test 

to find out differences in reasons between the regions (it means, to find out whether there are 

any statistically significant differences between the regions). Finally, we used Mann-Whitney 

test to identify which differences exactly there are between the particular regions.  

 

3 Results of the research – reasons why households do not utilise market 

services substituting unpaid work activities 
We found out that households spend in average 71.39 hours per week by performing paid work, 

63.27 hours per week by performing unpaid work in their own household and almost 9 hours 

per week by performing unpaid work in other households.  

 

In the Table 1, there are summarising data about allocation of the households´ time between the 

paid activities and unpaid work (performed in own household as well as in other households). 

  
Table 1  Paid and Unpaid Work Performed in Households  

Paid Work Performed 

by Household 

(Hours/Week)  

Unpaid Work Performed 

by Household in own 

Household (Hours/Week)  

Unpaid Work Performed 

by Household in own and 

other Households 

(Hours/Week)  

No. of Households 1743 1743 1743 

Hours per Week 71,3883 63,2670 72,0036 

Source: own research. 

 

It is evident, that households spend almost the same time by performing unpaid work that in 

paid work (time is calculated as an average time that households spend in the work or by unpaid 

activities, regardless the number of household´s members). Sleeping, spending leisure time, 

self-education or other personal growth, self-realization, confession and other attributes of 

personal life were not included neither in paid, nor in unpaid work. It is, however, clear, that 

unpaid work activities cover significant part of the households’ time. Even if there are market 

services that could substitute unpaid work of the households, households do not buy these 

services. In the Table 2, there are information about the reasons why households do not buy/ do 

refuse market services (these data are for the whole Slovakia). 

 
Table 2  Reasons why Households in Slovakia do Not Buy Market Services Substituting Unpaid Work  

Reasons for Unusing Market Services 

unprofessional or 

low-quality 

services 

 inflexible or time-

consuming 

services 

unaffordable 

services (too 

expensive) 

inaccessible 

services (too far, 

heterogeneity) 

household can 

arrange these 

services by itself 

Market 

Service

s 

Response

s 

Percen

t of 

Cases 

Response

s 

Percen

t of 

Cases 

Response

s 

Percen

t of 

Cases 

Response

s 

Percen

t of 

Cases 

Response

s 

Percen

t of 

Cases N N N N N 

1 132 12,3% 125 11,7% 246 23,0% 113 10,5% 690 64,3% 

                                                 
1 We have a statistical argument to analyse reasons of households for not buying market services on NUTS II level. 

Households could specify up to three reasons for not using market services. Some of households, however, 

specified only one reason. Also, many non-response situations occurred. That is why, there was a lower frequency 

in case of some reasons and activities. If we consider more detailed regional segmentation (NUTS III regions), 

there will be only few responses linked with various territorial units. It means, validity of results will be lower. On 

the NUTS II level, we were able to analyse adequate number of responses and to get appropriate results. That is 

why we are comparing NUTS II regions in this article (Bratislava as a capital, west Slovakia region, central 

Slovakia region and east Slovakia region). 
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2 51 5,7% 59 6,7% 315 35,5% 65 7,3% 494 55,7% 

3 80 6,6% 150 12,4% 244 20,2% 112 9,3% 689 57,0% 

4 11 1,0% 45 4,0% 64 5,8% 32 2,9% 156 14,1% 

5 44 5,5% 50 6,3% 119 14,8% 18 2,3% 227 28,3% 

6 129 8,5% 59 3,9% 343 22,5% 46 3,0% 968 63,6% 

7 46 3,9% 60 5,0% 137 11,4% 24 2,0% 648 54,3% 

8 34 3,0% 57 5,0% 156 13,9% 20 1,8% 352 31,4% 

9 39 2,8% 39 2,9% 155 11,3% 26 1,9% 513 37,3% 

10 35 3,1% 6 ,5% 29 2,5% 10 ,9% 143 12,6% 

11 26 2,1% 5 ,4% 49 4,0% 3 ,2% 217 17,8% 

12 23 1,9% 9 ,8% 40 3,4% 8 ,7% 97 8,2% 

13 26 2,2% 6 ,5% 34 2,8% 9 ,7% 118 10,0% 
 

 
Reasons for Unusing Market Services 

household can 

arrange these 

services by the 

means of friends 

for reciprocal 

services 

these services do 

not save time of 

household´s 

members 

there are not these 

kinds of activities 

in the household 

households want 

that these 

activities are 

performed in the 

household 

households do not 

believe to 

somebody outside 

the household 

Market 

Service

s 

Response

s 

Percen

t of 

Cases 

Response

s 

Percen

t of 

Cases 

Response

s 

Percen

t of 

Cases 

Response

s 

Percen

t of 

Cases 

Response

s 

Percen

t of 

Cases N N N N N 

1 42 3,9% 42 3,9% 67 6,2% 243 22,6% 61 5,7% 

2 41 4,6% 51 5,8% 27 3,0% 197 22,3% 26 2,9% 

3 47 3,9% 57 4,7% 103 8,5% 181 15,0% 97 8,0% 

4 99 9,0% 28 2,6% 742 67,2% 45 4,1% 24 2,1% 

5 177 22,1% 19 2,3% 246 30,7% 67 8,4% 43 5,4% 

6 70 4,6% 30 1,9% 86 5,7% 288 18,9% 313 20,6% 

7 344 28,8% 24 2,0% 112 9,4% 117 9,8% 54 4,5% 

8 285 25,4% 14 1,2% 397 35,4% 73 6,5% 37 3,3% 

9 92 6,7% 27 2,0% 620 45,1% 143 10,4% 69 5,0% 

10 45 3,9% 31 2,7% 836 73,2% 45 4,0% 94 8,2% 

11 46 3,7% 23 1,9% 832 68,4% 62 5,1% 123 10,1% 

12 24 2,0% 28 2,4% 930 79,2% 34 2,9% 82 7,0% 

13 23 2,0% 23 1,9% 931 78,7% 41 3,5% 73 6,2% 

Source: Own research. 

Description:  1 = food delivery to home, 2 = eating in restaurants, 3 = services of drycleaners, laundries and driers, 

4 = delivery and preparation of fuels, 5 = reparation and maintenance of the automobiles, 6 = house cleaning 

services, 7 = repair of household´s devices, furniture, etc., 8 = building or/ and reconstruction services, 9 = gardener 

services or little works in garden, 10 = children care services – outside the household, 11 = children care services 

in the household, 12 = adults care services - outside the household, 13 = adults care services in the household
2 

 

In case of most unpaid work activities, households do not substitute them by market services, 

because they can arrange these activities by them selves (exceptions are only in those cases, 

when households do not perform particular unpaid work activity at all). 

We divided reasons why households do not utilise market services into two groups. In the first 

group, there are reasons on the side of the households. It means that households will (at the 

                                                 
2 In Table 2, there are data for the whole Slovakia. To present and compare data for regions (NUTS II - Bratislava 

as a capital, west Slovakia region, central Slovakia region and east Slovakia region), we prepared similar tables 

for each region (it means 4 tables). It is, however, not possible to include all of them in this article. That is why we 

present general results for Slovakia in table form, and we describe particularities of the regions in the text form. 



 6th Central European Conference in Regional Science – CERS, 2017  - 415 - 

 

current situation) perform certain unpaid work activities regardless the market services supply. 

In this group, there are following reasons: household can arrange these services by itself, 

household is able to arrange these services by the means of friends for reciprocal services, these 

services do not save time of household´s members, there are not these kinds of activities in the 

household, households want that these activities are performed in the household, households do 

not believe to somebody outside the household. Households that indicated these reasons, 

represent traditions, habits, traditional way of life. From this group of reasons, we consider 

crucial for entrepreneurs and their effort to address potential clients, two reasons: households 

want that these activities are performed in the household and there are not these kinds of 

activities in the household. These two reasons could cause that households will not buy market 

services even if entrepreneurs launch special and targeting marketing activities. We assume that 

other reasons in the first group offer some possibilities for entrepreneurs to offer specialised 

market services for the households. It will, however, mean that entrepreneurs must use special 

marketing technique to persuade households about advantages of using market services 

comparing to traditional unpaid work in the household. We think that entrepreneurs can prepare 

specific portfolio of services/ products and label them with appropriate slogans, such as „hand 

made“, „just like Grandma did“, „feel yourselves home“ etc. This can help to overcome 

traditional attitudes of households towards the unpaid work activities performed in households. 

In the second group, there are reasons why households do not use market services on the side 

of entrepreneurs. It means that households have intention to buy market services and to replace 

unpaid work activities, but they cannot do that, because market does not allow it to them. Within 

this group, there are following reasons: unprofessional or low-quality services, inflexible or 

time-consuming services, unaffordable services (too expensive), inaccessible services (services 

are not available in certain area, heterogeneity of services). In case of these reasons, 

entrepreneurs must consider whether they are able to improve quality of their services, to 

prepare more complex portfolio of services, to establish local shops, restaurants and other 

facilities with locally available products/ services for households, to decrease the price of 

services. Also in this case of reasons, entrepreneurs can use adequate marketing tools to 

persuade households about the quality, quantity, availability and price affordability of their 

products/ services.3 To do that, entrepreneurs need to know (besides general reasons why 

households do not buy market substitutes) also whether there are any territorial specifications 

regarding the reasons / preferences of the households. That is why we tried to compare reason 

why households do not use market substitutes in four Slovak regions on NUTS II level. 

 

We used Kruskal Wallis statistical test to find out differences (in reasons why households do 

not buy market services) between the regions (it means, to find out whether there are any 

statistically significant differences between the regions). By the means of this test we found out 

in which reasons of not buying different market services there are statistically significant 

differences between the regions.  To identify, in which region (regions) exactly households 

have significantly different approach towards buying market services, we used Mann-Whitney 

test (data from Kruskal Wallis and Mann-Whitney test are very large, that is why we do not 

include them into this article). In the Table 3, we summarise results from Kruskal Wallis and 

                                                 
3 In our research, we have not asked entrepreneurs yet about their willingness to offer market services that can 

substitute unpaid work performed in households. We do not have available information about costs for arranging 

such products/ services. Also, we do not have information whether entrepreneurs would like to spend extra costs 

to overcome traditional and conservative way of life of some Slovak households. In our researches we focused, 

so-far, on individuals and households. That is why we can estimate challenges for entrepreneurs only according to 

attitudes of households (demand side of the market). It will be necessary to start a research of the entrepreneurs ´ 

attitudes towards providing special products and services, as well. Only after getting results from such results we 

will be able to estimate also supply side of the market and to consider whether unpaid work activities can be (and 

under which circumstances) substituted by market services. 
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Mann-Whitney test. There is information about market services and reasons for not buying 

them for which there is a statistically significant difference between the regions. There is also 

information about regions, in which exactly there was a difference. 

 
Table 3 Statistically Significant Differences in Reasons Why Households do not Buy Market Substitutes 
Market Service Reason for Not Buying Market Service Region, in Which this Reason 

has the Highest or the Lowest 

Ratio (the Highest or the 

Lowest Ratio) 

food delivery to home unaffordable services (too expensive) 1  (the lowest) 

inaccessible services (too far, heterogeneity) 1  (the lowest) 

eating in restaurants  
 

no difference 

services of drycleaners, 

laundries, and driers 

inaccessible services (too far, heterogeneity)  3   (the highest) 

household can arrange these services by itself  1   (the highest) 

these services do not save time of household´s 

members 

 3   (the highest) 

delivery and preparation of 

fuels 

household can arrange these services by itself 1  (the lowest) 

there are not these kinds of activities in the household  1   (the highest) 

reparation and maintenance 

of the automobiles 

 inflexible or time-consuming services  1, 3   (the highest) 

there are not these kinds of activities in the household  1, 2   (the highest) 

house cleaning services unprofessional or low-quality services  1   (the highest) 

households do not believe to somebody outside the 

household 

 1   (the highest) 

repair of household´s devices, 

furniture, etc. 

 inflexible or time-consuming services  1, 3   (the highest) 

household can arrange these services by itself  1  (the lowest),  3  (the highest) 

there are not these kinds of activities in the household  1   (the highest) 

building or/ and 

reconstruction services 

unprofessional or low-quality services  3, 4   (the highest) 

household can arrange these services by itself 1  (the lowest) 

there are not these kinds of activities in the household  1  (the highest) ,  3  (the lowest)  

gardener services or little 

works in garden 

household can arrange these services by itself  3, 4   (the highest) 

household can arrange these services by the means of 

friends for reciprocal services 

1  (the lowest) 

there are not these kinds of activities in the household  1   (the highest) 

children care services – 

outside the household 

 
no difference 

children care services in the 

household 

household can arrange these services by itself  3   (the highest) 

adults care services - outside 

the household 

 
no difference 

adults care services in the 

household 

household can arrange these services by itself  3   (the highest) 

Source: Own elaboration. 

Description:  1 = Bratislava as a capital, 2 = west Slovakia region, 3 = central Slovakia region, 4 = east Slovakia 

region 

There are only three market services for which there are not statistically significant differences 

between the regions – eating in restaurants, children care services provided outside the 

household and adults care services provided outside the household. In case of children and 

adults care services provided outside the household, households do not buy market services 

because households are able to arrange these services by themselves and because households 

do not believe to somebody outside the household. It is not surprising because care of the close 

relatives is a delicate task and is traditionally performed by relatives (it means within the 

household). In case of eating in restaurants, households prefer to arrange these services by 

themselves, households consider it unaffordable (too expensive) and households want that 

eating is performed in the household. We identified statistically significant differences in all 

other market services. 

 

It is not surprising, that there are statistically significant differences mostly between the 

Bratislava as a capital and rest of the Slovakia. Significantly higher number of households in 

the Central Slovakia region consider some market services (services of drycleaners, laundries 
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and driers, reparation and maintenance of the automobiles, repair of household´s devices, 

furniture, etc., gardener services or little works in garden, children care services in the 

household, adults care services in the household) as inaccessible services (too far or 

heterogeneous), do not saving time of household´s members, inflexible or time-consuming. 

 

Territorial differences in the attitudes of the households open unique opportunities for local 

entrepreneurs (providers of market services). We found out that there are not many statistically 

significant differences between the four NUTS II regions in Slovakia. We, however, believe 

that these differences are relevant for local entrepreneurs, as well as for local policy-makers 

(such as local governments). Local governments can support local entrepreneurs to focus on 

specific services that will replace unpaid work performed by households. We assume, that there 

are many possible consequences of substituting unpaid work by paid market services. More free 

time for households and their members, increasing of the local Gross domestic product (because 

of more market transaction - households will buy more services and products), increase of the 

local employment (due to the new business opportunities), local image improvement, 

households’ quality of life improvement, etc.  

 

It is evident that every territory and households living in that territory have certain 

specifications. If entrepreneurs choose general approach towards all households in all 

territories, it is possible that their services and products will not be generally successful. If they, 

on the other side, chose targeted marketing tools which respect local specifications, they can 

address more households as potential clients. 

 

4 Conclusion 

In this article, we focus on one part of our research – identifying reasons why households do 

not utilise (do not buy) market services that could substitute unpaid work activities. According 

to these reasons, we divided households into two groups – those households, who do not buy 

market services because of the reasons inside them (conservativism, traditionalism, 

understanding unpaid work activities as the mean of the children´ education, etc. (more about 

the uneconomic reasons of performing unpaid work in Martinkovičová, Kika (2015)) and those 

households, who do not buy market services because of the problems on the supply side 

(inadequate quality of services, inappropriate services, services are not available on the market, 

too expensive services, etc.). We focused on identifying reasons on the local level (data from 

our field research allowed us to focus on the Slovak regions on NUTS II level – Bratislava as a 

capital, west Slovakia region, central Slovakia region and east Slovakia region. By the means 

of Kruskal Wallis and Mann-Whitney test, we identified regions in which there are statistically 

significant differences in the attitude of the households towards the market services substituting 

unpaid work. We assume that it is inevitable to understand, why households (as potential clients 

of entrepreneurs who offer market products or services corresponding with unpaid work 

activities) do not buy market services substituting unpaid work. According those reasons, 

entrepreneurs can set and launch business and marketing strategies to address specific 

households. Our researches, however, are limited only on determining attitudes of individuals 

and households. We do not have available information about the attitudes of entrepreneurs. That 

is why we can interpret our results only from the households´ point of view. It will be necessary 

to research also attitudes of entrepreneurs, so we could fully take all opportunities which arises 

from knowing preferences of the households about the unpaid work activities. We are also not 

able to compare our results with any foreign relevant study (most of the foreign analysis focus 

on the unpaid work only from the national point of view; regional and local analysis are rare).  

Despite of this, we consider our results relevant for setting challenges for entrepreneurs 

operating in the whole Slovakia, as well as for local enterprises.  
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