
Early Adopters Approach Menopause  Differently
Early Adopter

Maintaining 
energy levels #1 Pain Point Preventing 

weight gain

31% Rely on influencers for 
health and wellness info 16%

19% Talked to a doctor/specialist 
about their hormone health 28%

Similarities
• Both groups rank clear, trustworthy menopause information as their top need, 

while their other priorities split sharply by group.
• Both are motivated by, yet dissatisfied with solutions for weight gain, mood 

management, brain fog, and longevity.

Perimenopause prompted me to:

Avoiding mood swings or emotional 
ups and downs

Preventing weight gain or bloating

Staying productive & mentally sharp

Living longer, healthier

Avoiding future health risks 
(osteoporosis, heart health)

Keeping energy levels up

Maintaining a strong sex drive 
or intimacy

40%

39%

38%

33%

30%

28%

22%

Perimenopause is a 
catalyst for holistic 
health behavior change

Change my diet to focus on gut, 
metabolism, or inflammation

68%

Start new supplements

61%

Start tracking sleep, hormones or 
other health markers

60%

Adjust my workouts

60%

Proactive, Informed, 
and Preparedare always looking for 

better solutions & open 
to trying new things

57%

In 5 years, Millennials will dominate 
the perimenopause market

74%

49%

Millennials In
Pre-Perimenopause

Millennials In 
Perimenopause

Menopause readiness:

Oral supplements

Sleep and stress support products

Skincare or haircare for 
hormonal changes

Sexual wellness products

Food products marketed 
specifically for menopause

Digital health apps, devices, or trackers

Vaginal or vulva care, or 
urinary health products
Nutrition programs or protocols 
for midlife women

Hormone therapy

Products Purchased in the Past 12 Months to Support Perimenopause

46%

36%

31%

24%

22%

19%

19%

16%

9%

Perimenopause fuels purchases across many categories 

Her health interests:

78% in Mental Wellness topics

75% in Fitness tips

73% in Longevity topics

28% in Biohacking

Avg Perimenopause Woman

Interested in targeting the Modern Perimenopause Consumer? 
Purchase the full report or request custom report filters at PeriReport.com.

Are proactively 
seeking information 
to stay informed

51%

Talked to a health 
professional about 
hormone health

66%

MODERN PERIMENOPAUSE CONSUMER
Marketing To The

Her priorities during perimenopause:

The Modern Perimenopause Consumer isn’t who do you think she is. 

Here’s what you need to know about her:
• She's not 'managing symptoms’ but views this as an opportunity to optimize health 

and longevity.
• She is proactive, informed, and open to new solutions, but dissatisfied with current 

solutions – signaling room for innovation. 
• She responds to brands that lead with education and credibility, not buzzwords.
• She is a Millennial bringing the modern values that have reshaped other industries. 

She is ready to act, yet few brands meet her needs. Brands that engage with genuine 
understanding will build trust, capture momentum, and gain market share.

Based on a proprietary quantitative study of 465 U.S. women (ages 30-54). Conducted in August 2025.

# of U.S. women in 
perimenopause right now

Next to enter 
perimenopause

Strong early-adopter 
mindset among 
perimenopause 
consumers

What stage are you in?


