g Abstract
< In Minnesota, personal care spending is driven mainly by

income and age. By using 2019-2025 retail data from the

census, our study found in-store sales grew faster (but
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M ETRO STATE e a ancln anne S Wlt with more volatility) while online sales expanded
steadily. Nationwide, personal care spending rose about
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/ ‘ Especially, high-income Midwest metros (Minneapolis-
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St. Paul) have higher spending per household. Women

Information Systems
MIS671{ Dr. Senan{t Okuboyejo spend over twice what men do, yet regression analysis
(R?=0.63) shows income and age (women aged 35-64)

explain most of the spending variation.

Strategy suggestion: Focus on affluent, female-led
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Who Spends More on Personal Care? A Data-Driven Look at Midwest Spending Patterns using the model: consumers online. Maintaining in-store strengths while

expanding online access—with improved pricing and

XUAN M. NGUYEN accessibility—can sustain further growth.
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01. Introduction e
Compare Minnesota and national trends to understand how income, age, gender, and
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shopping channel (online vs in-store) influence spending on health and personal care
products. Using retail sales data from 2019-2025, this study examines how
demographics and regional factors—especially in the Midwest—shape personal care

consumption patterns and channel growth across the U.S. 05. Ana l)’SiS 06. Conclusion

. . : .. . . 1.- Income and age drive personal-care growth.
Higher-income, dual-earner households—common in metro areas—drive in-store spending; women often prefer in- : P :

2.- Minneapolis—St. Paul stands out due to high income and predicted growth.

o B oo Bt [ e GO ET R [ e i person shopping for quality/service. Younger shoppers and men tend toward online purchases. These patterns show 3.- For Midwest strategy, focus on online channels and high-income metros.
R netoreNonstore income and gender differences keep both retail channels competitive. 4.- Gender insights matter, but mainly when combined with demographic data.
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