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Embracing Peri-Menopause and Menopause



Menopause is getting a fresh, empowering 

makeover in culture thanks to a wave of new voices, 

brands, and concepts. PRAI Beauty is leading the 

way. Now, as it launches MenoGlow™ in partnership 

with M&S, a scientifically formulated skincare line 

which is intended to deal with the effects of 

perimenopause and menopause, PRAI is exploring 

what’s new for women at this crucial life stage. 

And, guess what? Women are not going back.

74% feel their skincare products
need to adapt to address the changes

in their skin during the menopause

77% think their skin is
changing due to hormonal ageing

caused by the menopause

51% of women said it took
them a while to realise they were

going through the menopause

?

87% agree that when they’re
experiencing the menopause, it’s

time to put themselves first again

The Next Genopause

MAKE WAY FOR THE NEXT GENOPAUSE – 

A POST-MENOPAUSAL FUTURE FOR WOMEN 

WHICH IS MORE ABOUT BEGINNINGS THAN 

ENDINGS. IT’S ABOUT OPENNESS, POSITIVITY, 

SELF-CARE, AND, ABOVE ALL, CONFIDENCE. 

WELCOME TO THE MENOGLOW™ GENERATION.

To launch MenoGlow™, 
PRAI Beauty partnered with 
M&S to dig deeper into 
women’s changing attitudes 
toward menopause – 
especially as it relates to 
beauty. And the results 
were staggering. M&S 
interviewed 273 of their 
female customers aged over 
45. Overwhelmingly, the study 
found that women are seeing 
the effects of perimenopause 
and menopause in the 
condition of their skins, and 
they’re in turn actively seeking 
out skincare that addresses 
this issue. Of the respondents, 
77% said that their skins are 
changing because of 
hormonal ageing caused by 
menopause—with loss of 
collagen and elasticity, more 
visible wrinkles and drier, 
duller skin among their chief 
concerns. Meanwhile, 74% said 
that they feel their skincare 

products need to adapt to 
address these changes in 
their skin.
 
Despite rising awareness of 
menopause, what was also 
clear that women wanted new 
dialogue and support during 
this key life stage. Forty-nine 
percent of respondents said 
that experiencing menopause 
has left them feeling less 
confident, while 87% agreed 
that menopause is the time to 
put oneself first again. Of the 
women who had experienced 
perimenopause and 
menopause, 67% said they 
believed those periods were 
still “rather taboo” in the UK, 
with 73% saying that their 
mothers hadn’t discussed 
menopause with them. 
Eighty-six percent said they 
were keen for brands to start 
breaking down the taboos 
around menopause.



WOMEN REPORTED VARIOUS SKINCARE CHANGES DURING THE MENOPAUSE; 
MORE AGED APPEARANCE, DRY SKIN, WRINKLES AND FINE LINES WERE MORE 
DEFINED, LACKLUSTRE SKIN WITH NO GLOW, REDNESS FROM HOT FLUSHES

Time for Change:

Introducing MenoGlow
™

With MenoGlow™, PRAI 

Beauty and M&S are tackling 

this head-on with a 

ground-breaking skincare 

line developed specifically 

for perimenopausal and 

menopausal skin. MenoGlow™ 

has been created in partnership 

with M&S with a joint mission 

of being inclusive and 

empowering, while also being 

highly effective for key skincare 

need shifts experienced 

during perimenopause 

and menopause.

“There is no better time than 

now to launch something like 

MenoGlow™ with PRAI Beauty,” 

says Rebecca Overton, skincare, 

bath and body buyer at M&S. 

“More conversations are 

happening about the 

menopause than ever before. 

There’s a willingness to talk 

about it more openly. And, as 

one of the UK’s biggest retailers, 

we felt a responsibility to open 

up discussion to a wider 

audience and bring women in – 

especially as so many of our 

customers are actively 

experiencing perimenopause 

and menopause. 

We wanted to create something 

uplifting, simple and positive 

that bought out the best in 

women’s skin as it changes. 

Our customers have been 

actively asking for this and with 

MenoGlow™ we will be one of 

the first to step into this 

important new category.”

M&S has a legacy of inclusion 

and taboo-breaking for its vast 

female customer base – from its 

inclusive sizing campaigns to its 

launch of post-surgery bras for 

breast cancer patients. In fact, 

PRAI Beauty’s decision to 

partner with M&S was driven 

by the retailer’s uniquely 

democratic approach. 

“They were an ideal 

collaborator,” explains PRAI 

Beauty’s founder Cathy Kangas, 

citing M&S’ body positivity in 

campaigns as one key example. 

“Marks & Spencer have been 

talking to women through 

inclusive marketing for a long 

time. I think that’s where Marks 

& Spencer have naturally been a 

very good partner on this 

journey. That’s exactly the spirit 

of PRAI Beauty.” Continuing this 

emphasis on inclusivity, 

MenoGlow™’s 5 sku range will 

also retail at an inclusive 

price point of £20-£30.

     We wanted to create something 

uplifting, simple and positive that bought 

out the best in women’s skin as it changes. 

Our customers have been actively asking 

for this and with MenoGlow
™

 we will 

be one of the irst to step into this 

important new category.

- REBECCA OVERTON
   SKINCARE, BATH AND BODY BUYER AT M&S

“

“

40% agreed that if they addressed the

changes to their skin throughout menopause, 

it would help them feel like ‘me’ again



While conversation about menopause has 
increased, few skincare giants have tackled the 
key beauty needs experienced by women 
during this time. MenoGlow™ in this respect 
is a first. The skincare collection has been 
specifically developed to address the impact 
that the perimenopause and menopause have 
on the skin. Of its inspiration, Kangas says, “I just 
felt, instead of everybody sweeping menopause 
under the carpet and making it a taboo topic, 
why not get it out there — bring it out into a 
more positive light?” Hence the name, 
MenoGlow™. “We know that, for the first four to 
five years of menopause, we lose so much 
collagen, 30 percent of our collagen,” she adds. 
“It’s the most drastic change in your skin’s life, 
and yet nobody was talking about it. So, I said, 
‘Why don’t we lead on this area and really address 
something that isn’t generally for a 20-year-old?’”

“Women come to me and say ‘I’ve aged 
overnight,’” says GP Dr. Naomi Potter, who runs a 
clinic specialising in menopause. “Women fear it 
will continue at that speed, with dryness, fine 
lines, sagginess and a loss of glow. But treatment 
can help.”

As such, the five products in the MenoGlow™ 
collection have been designed specifically so that 
women “can leave them out on the counter in 
their bathroom, or on their vanity,” says Kangas. 
“We want women to embrace [this time] and feel 
like, ‘Hey, this is just another part of a journey and 
we’re proud of it.’ This is turning the menopause 
into something more positive, using the right 
language, reframing it. Instead of it being this 
stigma, the brush-it-under-the-rug story, it 
should feel positive.”
 
The collection is comprised of Hot Flush 
Cool Fix Serum, Collagen Boosting Cremegel 
Moisturiser, Gentle Rebalancing Creme 
Cleanser, Super Hydrating Sleep Creme, and 
Ultra Rejuvenating Sleep Mask. The products’ 
powerful cooling, reviving, and moisturising 
properties are centred around the M-Complex, 
which is composed of three ingredients. They are 
Tripeptide Syn-Coll, a peptide that boosts the 
skin’s collagen production and protects against 
collagen loss; Centella Asiaatica extract, which 
helps the skin build collagen and calms redness, 
and Cloudberry Seed Oil, which helps to 

stimulate collagen while brightening and 
energising the skin. “If you’re going through 
menopause, your normal moisturiser may not be 
delivering for you,” says Kangas. “It may not be 
delivering everything that your skin needs at that 
moment, when it’s feeling extreme dryness, 
which of course is causing lines, causing wrinkles. 
We’ve really tried to put together products that 
are simple, targeted, and that will help women 
through what is the biggest, most drastic, 
change in their skin’s life.”

This embrace of ageing is at the heart of PRAI 
Beauty’s ethos, as a brand that was conceived to 
create products that address women’s skincare 
needs at all ages. Indeed, founder Cathy Kangas 
was first spurred to launch PRAI Beauty after 
noticing that women over 50 often felt shut out 
of the beauty industry, with its marketing efforts 
zeroing in on younger women. Early on, PRAI 
Beauty developed a targeted neck collection and 
a hero product; Ageless Throat & Decolletage 
Creme – referencing an area that’s a key focus for 
women during menopause. The firm 
subsequently rolled out targeted skincare 
launches including hands, eye, lips, upper arm 
and bust products. Since it opened in 1999, PRAI 
Beauty has become renowned for cruelty-free 
products that target skin care needs from the 
first signs of ageing to skin experiencing the 
effects of menopause.
 
Here, PRAI Beauty explores the trends and 
cultural shifts that are driving this radical 
reframing of the menopause as a life stage that’s 
full of promise, empowerment, and possibility.

A New Category
     Women come to me and say ‘I’ve 

aged overnight’. Women fear it will 

continue at that speed, with dryness, 

ine lines, sagginess and a loss of 

glow. But treatment can help.

- DR. NAOMI POTTER
   GP AND MENOPAUSE SPECIALIST

“

“

“

     Instead of everybody sweeping 

menopause under the carpet and 

making it a taboo topic, why not 

get it out there — bring it out into 

a more positive light?

- CATHY KANGAS
   PRAI BEAUTY FOUNDER AND MENOGLOW™ CREATOR 

“

AGREE THEY ARE PRO-AGEING AND DON’T WANT TO BE SOLD ‘YOUTH’,
THEY JUST WANT TO LOOK AND FEEL GOOD FOR THEIR AGE89%



PRAI Beauty’s MenoGlow™ is at 
the centre of a wider shift in 
culture, in which the perception 
of both age – and specifically 
menopause – is evolving fast. 
This phase of life that was once 
referred to in hushed tones as 
“the change” is getting a rebrand, 
thanks in no small part to a clutch 
of connected, empowered Gen X 
women who aren’t prepared to 
suffer disruptive symptoms 
quietly, or to resign themselves to 
an unfulfilling existence dictated 
by fluctuating hormones.

As award-winning beauty 
journalist and fellow Gen Xer 
Anna-Marie Solowij explains: 
"We’re a vocal, trailblazing 
generation: second wave 
feminists or daughters of those 
women; first to experience 
comprehensive education; the 
first generation to have 
non-economically determined 
access to tertiary education; we’re 
glass-ceiling breakers and have 
straddled analogue and digital 
cultures. Why, after a lifetime of 
having opinions and voices, 
would we suddenly remain silent 
on any subject, especially one 
that affected our mental and 
physical health?”

A number of highly visible – and 
vocal – women are driving this 
change in attitudes towards the 
menopause. In 2018, Mariella 
Frostrup made “The Truth About 
the Menopause Mother’s Night 
Cream.”2 for the BBC, using her 
own experience as the basis for a 
documentary that shed light on 
menopause and the innovations 
in treatments to combat its 
symptoms. It also examined the 

misunderstandings that 
surround HRT treatment.

In 2020, the inimitable Michelle 
Obama discussed3 menopause 
and its effects on her podcast, 
describing4 a hot flash as “like 
 

     It helps that there is more 

information available via digital 

platforms and social media, 

meaning women can get access to 

support and advice. Women 

don’t need to feel like they’re 

going through it alone anymore.

- REBECCA OVERTON
   SKINCARE, BATH AND BODY BUYER AT M&S

somebody put a furnace in my 
core and turned it on high.” 
“What a woman’s body is taking 
her through is important 
information,” she added in her 
discussion with obstetrician and 
gynaecologist Sharon Malone. 
“It’s an important thing to take up 
space in a society, because half of 
us is going through this, but we’re 
living like it’s not happening.”
 
To this end, PRAI Beauty has 
already been subverting the 
notion of hot flushes as 
negative with its tagline 
“The right way to glow.”

“It’s very brave for female 
celebrities to come out and talk 
about the menopause because, 
as a society, we’re still fixated by 

the idea of their femininity, 
beauty and so on, and therefore 
worth – being tied up with youth,” 
says Dr. Potter. “So to admit that 
you’re post-menopausal is a 
big step. I take my hat off to 
these ladies.”
 
The rising sense of openness and 
confidence around the 
menopause dovetails with a 
growing pro-ageing movement 
within the beauty industry. In 
2017, influential US beauty 
magazine Allure banned the term 
“anti-ageing” from its pages, with 
its 45-year-old editor-in-chief 
Michelle Lee writing one year on 
from the decision that “today, 
there is a palpable movement 
towards people recognising the 
beauty of ageing,” she said5. 
“Our point has always been about 
removing the shame. It’s about 
reclaiming our own agency 
versus feeling forced to take 
actions because we’ve been 
made to feel ‘less than’ by society. 
You do you. That may mean 
going au naturel for life, or that 
may be a 10-step daily skincare 
routine with Botox and fillers 
every three months, weekly cryo 
facials, and a neck lift at 70.”

This new tone will become more 
important in the future. 
Euromonitor pointed out6 in 2018 
that, with the UK average life 
expectancy currently 81.3 years, 
and in 2017 with 23% of the 
population aged 50 or above, 
“people are living longer, [so] 

A New Menopause Attitude

consumers have a growing desire to be healthier,” 
with the research organisation adding that “[this] 
desire to be healthier is changing the narrative of 
ageing, moving away from fighting the signs of 
ageing to focusing on ‘looking and feeling good 
at any age’. This shift is most evident in the 
beauty industry.”
 
It’s clear that women who are starting to experience 
the perimenopause and menopause today are keen 
to bring this issue out into the open, and to make 
the most of this stage of their life, rather than 
perceive it as something shameful or embarrassing. 
“It helps that there is more information available via 
digital platforms and social media, meaning women 
can get access to support and advice,” says M&S’ 
Overton. “Women don’t need to feel like they’re 
going through it alone anymore.”

As a result, more women will become attune to the 
myriad of signals and symptoms of the menopause 
—physical, emotional and more —and become 
more empowered to seek help, and see more 
demand for specialist menopause clinics like hers. 

Of the less obvious symptoms, Dr. Potter explains: 
“You have oestrogen receptors from the top of your 
head to the tip of your toes,” she says. “Because of 
this, practically every organ system can be affected. 
You can have things like hair loss, dry eyes, tinnitus, 
burning mouth, chest pain, palpitations, hot flushes, 
night sweats, anxiety, sleep disturbance. Periods will 
change, libido might shift, there could be muscle 
pains, joint pains – you name it, it can be a menopause, 
or perimenopause symptom. That’s why it’s so hard to 
diagnose in women when you’re not looking for it.” 
Since launching her clinic in 2020, Dr. Potter says, the 
number of patients enlisting her help has skyrocketed.
 
 

In sync with this new attitude MenoGlow™ purposely rejects outdated negative 

language surrounding menopausal skincare. In addition to the all-powerful term 

“Glow” and punchy product lines, packaging has been designed in a sleek turquoise 

colour with silver accents. The five-part range is intentionally focussed with an 

emphasis on efficacy, treating “Hot Flushes” with a “Cool Fix.” 

This is not your mother’s skincare.

68% are open to brands talking about hot flushes in a 
positive light (e.g. giving a glow to the skin and helping 
you to cool down)

“

“

48% said they wish everyone had 
spoken up about the menopause 
when they were experiencing it

51% took a while to understand their symptoms 
and realise they were going through the menopause



The New Age
The perimenopausal and menopausal years are being re-examined 
from all angles. As writer Liza Mundy wrote7 in an article called, “The 
Secret Power of the Menopause” in The Atlantic last year, “a sizable 
cohort of women is moving into the sixth and seventh decades of life 
with a surfeit of energy and workplace experience. Women are better 
educated than men. Many spend early middle age constrained by 
work-life challenges, like athletes training with ankle weights. Once 
the weights come off, they have the muscle to run.”
 
And this sense that women have more freedom in the 
perimenopausal and menopausal years is gaining ground. 

Indeed, one of the standout scenes from Phoebe Waller-Bridge’s 
ground-breaking “Fleabag” television series is Kristin Scott Thomas’s 
character’s musing8 that the menopause is “the most wonderful 
f**king thing in the world...you’re free, no longer a slave, no longer a 
machine with parts. You’re just a person.”

Kangas of PRAI Beauty agrees that the concept of 
ageing is undergoing a shift. “I think now women, 
people, don’t really care about age,” she says, adding 
that PRAI Beauty’s models range in age from 45 to 77. 
“Women have said they really feel empowered and 
excited when they see we actually show women who 
are their age group, and then talk to them about 
what exactly their beauty needs are at different ages,” 
says Kangas.

Likewise, M&S in speaking 
directly to its sizable female 
audience makes a point of 
listening, and learning. MenoGlow™ 
has been developed based on not 
only on what women say their 
skincare needs are, but how they 
feel about age, the menopause 
and beauty generally. In many 
ways it has been developed with 
its audience.

 

Understanding these new 
attitudes, especially as it relates to 
age, is key. Reflecting this 
re-appraisal of life after 40, in late 
2019 US publishing veterans Didi 
Gluck and Jennifer Marder 
launched The Plum⁹, a media 
platform for Gen X women over 
40, whom it describes as10 “an 
underserved demographic stuck 
like a middle child between two 
louder siblings - boomers and 
millennials.” We're not your 
mother's 40," Marder commented 
at the time of The Plum’s launch, 
noting that 84% of women over 
40 don't define themselves by 

their age; 67% consider 
themselves to be in the prime of 
life; and 59% feel as vibrant and 
young as ever. The platform also 
added that women over 50 “on 
average spend more than 250% 
of what the general population 
spends, and their share of 
personal wealth in the U.S. keeps 
increasing — and is projected to 
reach $22 trillion by 2020.”

 

And in the UK, journalist and 
editor Saska Graville in 2019 
launched the website MPowered 
Women11, a stylish platform 
devoted to illuminating the 
menopause, featuring content 
from a community of doctors and 
wellbeing, nutrition, and fitness 
experts. The site also spotlights 
the experiences of a roster of 
aspirational women, from 
designer Kelly Hoppen, to chef 
Skye Gyngell, to actress Patsy 
Kensit, who speak frankly about 
their menopause journeys. 
Graville notes that in one of her 
past roles as a magazine editor, 

there was a wariness of writing 
about the menopause lest 
“advertisers [would] think our 
readers were old enough to be 
menopausal.” “I think the...issue is 
ageism in general, and how 
women are made to feel about 
growing older,” says Graville. “The 
whole topic [of MPowered 
Women] is about raising the 
visibility of older women, and also

about communicating that this is 
a brilliant time of life. I’m happier 
in my Fifties than I was in my 
Thirties and Forties.”  
 Solowij believes we might move 
beyond discussion of age entirely 
in this new fluid era. “What began 
as an opening-up of the 
conversation around age, as 
boomers and Gen X-ers remained 
vocal and relevant, has segued 
into multi-stranded conversations 
that barely mention age 
(it’s almost as taboo as gender or 
race),” she says. “I guess you could 
say that psychographics is finally 
winning over demographics.”

MENOGLOW™ HAS BEEN DEVELOPED BASED ON NOT ONLY ON WHAT WOMEN SAY 

THEIR SKINCARE NEEDS ARE, BUT HOW THEY FEEL ABOUT AGE, THE MENOPAUSE AND 

BEAUTY GENERALLY. IN MANY WAYS IT HAS BEEN DEVELOPED WITH ITS AUDIENCE.

84%
of women 40+ don't
define themselves

by their age

67%
of women 40+ consider

themselves to be in
the prime of life

59%
of women 40+ feel

as vibrant and
young as ever

ARE OPEN TO BRANDS PLACING EMPHASIS ON THE MENOPAUSE AND 
HELPING TO CHANGE THE CONVERSATION AROUND IT80%

PRAI Beauty’s MenoGlow™ is at 
the centre of a wider shift in 
culture, in which the perception 
of both age – and specifically 
menopause – is evolving fast. 
This phase of life that was once 
referred to in hushed tones as 
“the change” is getting a rebrand, 
thanks in no small part to a clutch 
of connected, empowered Gen X 
women who aren’t prepared to 
suffer disruptive symptoms 
quietly, or to resign themselves to 
an unfulfilling existence dictated 
by fluctuating hormones.

As award-winning beauty 
journalist and fellow Gen Xer 
Anna-Marie Solowij explains: 
"We’re a vocal, trailblazing 
generation: second wave 
feminists or daughters of those 
women; first to experience 
comprehensive education; the 
first generation to have 
non-economically determined 
access to tertiary education; we’re 
glass-ceiling breakers and have 
straddled analogue and digital 
cultures. Why, after a lifetime of 
having opinions and voices, 
would we suddenly remain silent 
on any subject, especially one 
that affected our mental and 
physical health?”

A number of highly visible – and 
vocal – women are driving this 
change in attitudes towards the 
menopause. In 2018, Mariella 
Frostrup made “The Truth About 
the Menopause Mother’s Night 
Cream.”2 for the BBC, using her 
own experience as the basis for a 
documentary that shed light on 
menopause and the innovations 
in treatments to combat its 
symptoms. It also examined the 

misunderstandings that 
surround HRT treatment.

In 2020, the inimitable Michelle 
Obama discussed3 menopause 
and its effects on her podcast, 
describing4 a hot flash as “like 
 

     It helps that there is more 

information available via digital 

platforms and social media, 

meaning women can get access to 

support and advice. Women 

don’t need to feel like they’re 

going through it alone anymore.

- REBECCA OVERTON
   SKINCARE, BATH AND BODY BUYER AT M&S

somebody put a furnace in my 
core and turned it on high.” 
“What a woman’s body is taking 
her through is important 
information,” she added in her 
discussion with obstetrician and 
gynaecologist Sharon Malone. 
“It’s an important thing to take up 
space in a society, because half of 
us is going through this, but we’re 
living like it’s not happening.”
 
To this end, PRAI Beauty has 
already been subverting the 
notion of hot flushes as 
negative with its tagline 
“The right way to glow.”

“It’s very brave for female 
celebrities to come out and talk 
about the menopause because, 
as a society, we’re still fixated by 

the idea of their femininity, 
beauty and so on, and therefore 
worth – being tied up with youth,” 
says Dr. Potter. “So to admit that 
you’re post-menopausal is a 
big step. I take my hat off to 
these ladies.”
 
The rising sense of openness and 
confidence around the 
menopause dovetails with a 
growing pro-ageing movement 
within the beauty industry. In 
2017, influential US beauty 
magazine Allure banned the term 
“anti-ageing” from its pages, with 
its 45-year-old editor-in-chief 
Michelle Lee writing one year on 
from the decision that “today, 
there is a palpable movement 
towards people recognising the 
beauty of ageing,” she said5. 
“Our point has always been about 
removing the shame. It’s about 
reclaiming our own agency 
versus feeling forced to take 
actions because we’ve been 
made to feel ‘less than’ by society. 
You do you. That may mean 
going au naturel for life, or that 
may be a 10-step daily skincare 
routine with Botox and fillers 
every three months, weekly cryo 
facials, and a neck lift at 70.”

This new tone will become more 
important in the future. 
Euromonitor pointed out6 in 2018 
that, with the UK average life 
expectancy currently 81.3 years, 
and in 2017 with 23% of the 
population aged 50 or above, 
“people are living longer, [so] 

consumers have a growing desire to be healthier,” 
with the research organisation adding that “[this] 
desire to be healthier is changing the narrative of 
ageing, moving away from fighting the signs of 
ageing to focusing on ‘looking and feeling good 
at any age’. This shift is most evident in the 
beauty industry.”
 
It’s clear that women who are starting to experience 
the perimenopause and menopause today are keen 
to bring this issue out into the open, and to make 
the most of this stage of their life, rather than 
perceive it as something shameful or embarrassing. 
“It helps that there is more information available via 
digital platforms and social media, meaning women 
can get access to support and advice,” says M&S’ 
Overton. “Women don’t need to feel like they’re 
going through it alone anymore.”

As a result, more women will become attune to the 
myriad of signals and symptoms of the menopause 
—physical, emotional and more —and become 
more empowered to seek help, and see more 
demand for specialist menopause clinics like hers. 

Of the less obvious symptoms, Dr. Potter explains: 
“You have oestrogen receptors from the top of your 
head to the tip of your toes,” she says. “Because of 
this, practically every organ system can be affected. 
You can have things like hair loss, dry eyes, tinnitus, 
burning mouth, chest pain, palpitations, hot flushes, 
night sweats, anxiety, sleep disturbance. Periods will 
change, libido might shift, there could be muscle 
pains, joint pains – you name it, it can be a menopause, 
or perimenopause symptom. That’s why it’s so hard to 
diagnose in women when you’re not looking for it.” 
Since launching her clinic in 2020, Dr. Potter says, the 
number of patients enlisting her help has skyrocketed.
 
 

68% are open to brands talking about hot flushes in a 
positive light (e.g. giving a glow to the skin and helping 
you to cool down)



The Un-Tabooing of 
the Female Experience 
This new sense of openness 
around menopause chimes with 
a wider drive to break the taboos 
that surround women’s health, 
across a spectrum of life stages.
 
"It’s early days, but conversations 
around the untapped brand and 
marketing opportunities 
presented by perimenopause 
and menopause are beginning,” 
says Solowij. “There’s a 
rebranding of many previously 
taboo areas of the female 
experience, from feminine 
hygiene as femcare and the 
opening up of conversations 
about periods, incontinence, and 
sexual health, among others. 
There’s a sense that if we’re 
destigmatising one, we should 
destigmatize them all.”
 
Indeed. PRAI Beauty’s mission in 
many ways has been to provide 
empowering, aspirational 

products specifically to transform 
the skincare experience of 
midlife – inclusivity is at the heart 
of everything it does, including 
having a bold, straight-talking 
voice when it speaks to women.

More platforms and influencers 
are joining the charge for 
un-tabooing everything from 
age, to sex and are more in sync 
with a generation influenced by 
Fourth Wave feminism who will 
not tolerate being patronised. In 
late 2019, the hashtag 
#freeperiodstories trended on 
social media, to publicise a 
campaign12 by young activist 
Amika George, to ensure that “no 
young person has to miss out on 
their education because they 
menstruate.” This led to the UK 
government committing to fund 
free period products in schools in 
England, echoing actions by the 
Welsh and Scottish governments. 

George’s campaign notes that 
alongside fighting to make 
period products free in schools, it 
is “also working to destigmatise 
menstruation and change the 
narrative, so we're no longer 
ashamed and embarrassed of our 
periods – nor our bodies,” the 
campaign statement reads. “The 
stigmatised nature of the 
menstrual cycle and the 
marginalisation of our biological 
underpinnings means that our 
needs have been side-lined in 
schools, at work, in public spaces, 
and fundamentally, at the policy 
making table.”
 
Marketing campaigns are also 
taking up the baton of opening 
up the conversation around 
women’s bodies. Bodyform, 
which made strides in changing 
the narrative around periods in 
2017, when it featured an 
accurate depiction of period 

blood in a commercial, in 2020 
released the moving campaign 
Womb Stories13. This film 
chronicled experiences that 
ranged from a girl’s first period, 
to a woman having a miscarriage, 
to giving birth, to deciding not to 
have children, to experiencing 
perimenopause, with depictions 
of real moments interspersed 
with evocative animation. As 
writer Rebecca Reid writes14 
of the campaign in The Daily 
Telegraph: “Yes, it's just an 
advert.  It can’t do anything 
about period pains, menopausal 
discrimination, miscarriage, 
stillbirth, or the litany of other 
indignities that come from 
having a female reproductive 
system. But what it can do is pull 
back the curtain that women 
have been living behind for 
centuries, and allow us to be 
more honest about what it is to 
have a womb. It is a step towards 

dismantling the centuries of 
silence we’ve built around 
menstruation, and the shame 
that silence has bred.”
 
Meanwhile, a demand for greater 
diversity around the imagery of 
women is making its presence 
felt, too, and disrupting narrow 
notions of beauty. In an extensive 
essay published in National 
Geographic15 in early 2020, 
renowned fashion critic Robin 
Givhan, noting how social and 
digital media have empowered 
consumers to demand more 
representation in fashion 
and beauty imagery, writes: 
“when an older woman’s 
wrinkles are seen as beautiful, it 
means that she is actually being 
seen. She isn’t being overlooked 
as a full human being: sexual, 
funny, smart, and, more than 
likely, deeply engaged in the 
world around her.”

55% SAID THE WAY THAT 

AGE AND MENOPAUSE IS 

REPRESENTED IS NOT 

HOW THEY FEEL (E.G. IT 

COMES ACROSS AS 

MORE NEGATIVE)

67% ARE EXCITED 

AND INSPIRED BY THE 

NEWFOUND FRANKNESS 

IN CULTURE ABOUT 

WOMEN’S HEALTH AND 

PREVIOUSLY TABOO 

SUBJECTS LIKE 

THE MENOPAUSE



At one time, the perception was that the 
menopause referred to the one-off event of a 

woman’s periods, and the reproductive phase of her 
life, ending. And while the medical definition of the 

menopause is a woman’s final menstrual period, 
today there’s an increasing awareness of the 

perimenopausal phase that precedes the 
menopause, with the perimenopause beginning 

any time from the late 30s to the 40s, with the 
average age of the menopause 51.

 
Dr. Potter explains, “The menopause used to be 
thought of in terms of getting to 50. When your 

periods stopped and you were ‘in 
menopause’. But actually, there’s a 

lead-up to menopause, which we 
call the perimenopause, where 

women can experience their worst 
symptoms,” she says. “Subtle 

changes start to happen as a result 
of fluctuating hormones, or with a 

general [trend) towards decreasing 
oestrogen. Treatment can be really 

important, because it can be the 
time when women are suffering 

the most, and often when they are 
dismissed the most.”

In 2019 Health & Her, a British 
website that aims to demystify 
female health, launched World Perimenopause 

Day16. In a study to accompany the launch, it found 
that there was an average gap of 14 months 

between women first experiencing symptoms of 
the perimenopause and linking the cause to 

fluctuating hormones. It found that 90% of the
1,000 women it surveyed instead attributed these 

symptoms – such as anxiety, hot flushes, weight 
gain, low mood, and night sweats – to ageing,

stress, anxiety, and depression.

British website Henpicked, which features content 
dedicated to serving women over 40, has its own 
Menopause Hub, which features a primer17 on the 
physical and psychological symptoms of the 
perimenopause. This all helps to raise awareness of 
symptoms, so women can be empowered to tackle 
them and take charge of their hormonal health.
 
Journalist and author Lorraine Candy, a former 
editor of Cosmopolitan, Elle, and The Sunday Times 
Style, and the co-host of the podcast Postcards 
from Midlife, wrote18 on the Women in Sport blog 
about the importance of raising awareness of the 

perimenopause  and menopause, 
after her GP had initially offered to 
treat her symptoms with 
anti-depressants.
 
“It’s shocking that, despite 
perimenopause and menopause 
affecting more than 50% of the UK 
population, medical professionals 
aren’t receiving the proper training 
or being provided information to 
help women who are in desperate 
need of support,” wrote Candy. 
“Women in midlife lack a voice 
around the menopause and 
perimenopause; it isn’t discussed 
out loud and it should be...women 

are clearly suffering from going through the 
menopause and the perimenopause and need 
access to information in easily digestible forms.”
 
Dr. Potter hopes new dialogue in families and 
between mothers and daughters will help. “I talk 
about it very openly with my sons and daughters at 
home, and I think that’s how it should be,” she says. 
“Teenagers already seem much more confident in 
talking about issues like this, so I am hopeful there 

The Meno-Spectrum
Raising Awareness

PRAI BEAUTY HAS

DONE MUCH TO OPEN 

DIALOGUE AROUND

MIDLIFE SKINCARE NEEDS 

AND THE AMBITION IS

FOR MENOGLOW™ TO

DO THE SAME ABOUT 

PERIMENOPAUSAL AND 

MENOPAUSAL SKINCARE

will be changes in attitudes to menopause for 
generations to come.”
 
PRAI Beauty has done much to open dialogue 
around midlife skincare needs and the ambition
is for MenoGlow™ to do the same about 
perimenopausal and menopausal skincare. 
 
In sync with more education and dialogue, 
already there is now a movement toward 
making women aware of the symptoms of the 
perimenopause in their 30s, so they’re better 
equipped to recognise and tackle them when 
they arrive. As Dr. Shahzadi Harper of The Harper 

Clinic tells19 the MPowered Women website: 
“Ideally, I’d like everyone to be aware of the 
menopause as a natural process, just like 
pregnancy. If I had my way, it would be taught
in school, so boys know about it, and for everyone 
to know that there are treatments available as 
well as support, so it feels much less scary and 
more manageable.”
 
 “If you are in good shape and get good advice, 
the menopause needn’t be terrible, although it may 
still be challenging at times.” Harper adds. “That’s 
why it’s worth focusing time and energy on your 
health [in your 30s].”

DIDN’T SEEK ANY ADVICE 

FOR THE MENOPAUSE

SOUGHT ADVICE FROM 

THEIR GP

RELIED ON FRIENDS 

FOR ADVICE

WENT ONLINE 

FOR INFORMATION

29%

27%

21%

19%

     The menopause used to be

thought of in terms of getting to 

50. But actually, there’s a lead-up 

to menopause, which we call the 

perimenopause, where women can 

experience their worst symptoms… 

Treatment can be really important, 

because it can be the time when 

women are sufering the most, 

and often when they are 

dismissed the most.

- DR. NAOMI POTTER
   GP AND MENOPAUSE SPECIALIST

“

“

dismantling the centuries of 
silence we’ve built around 
menstruation, and the shame 
that silence has bred.”
 
Meanwhile, a demand for greater 
diversity around the imagery of 
women is making its presence 
felt, too, and disrupting narrow 
notions of beauty. In an extensive 
essay published in National 
Geographic15 in early 2020, 
renowned fashion critic Robin 
Givhan, noting how social and 
digital media have empowered 
consumers to demand more 
representation in fashion 
and beauty imagery, writes: 
“when an older woman’s 
wrinkles are seen as beautiful, it 
means that she is actually being 
seen. She isn’t being overlooked 
as a full human being: sexual, 
funny, smart, and, more than 
likely, deeply engaged in the 
world around her.”



2 MILLION
women 50+ have difficulties

at work due to their
menopause symptoms

Femsclusivity
THE LATEST FRONTIER IN THE INCLUSIVITY CONVERSATION? 

MENOPAUSE, WITH A RAFT OF EMPLOYERS AND ORGANISATIONS 

ACTING TO ENSURE THAT THOSE GOING THROUGH PERIMENOPAUSE  

AND MENOPAUSE AREN’T DISCRIMINATED AGAINST IN THE WORKPLACE.

In 2019, the UK’s ACAS (Advisory, 
Conciliation, and Arbitration 
Service) published20 new 
guidance for employers advising 
on the support systems they 
should have in place for 
employees experiencing 
menopause. The organisation 
noted that around 2 million 
women over 50 have difficulties 
at work due to their menopause 
symptoms. Susan Clews, chief 
executive of ACAS, commented at 
the time that "menopause will 
impact many working women 
who may feel too embarrassed to 
raise symptoms that are having a 
detrimental impact on their work. 
This can result in affected staff 
taking time off work 
unnecessarily when some simple 
measures could help them to 
continue to work comfortably,” 
she said. "Our new advice can 
help employers make their 

workplaces inclusive and 
welcoming to all their staff with 
top tips around how to manage 
menopause effectively at work 
and keep within the law."
 
The British Medical Association, 
the trade union and professional 
body for doctors in the UK, in late 
2020 published a report entitled 
“Challenging the Culture of 
Menopause for Working 
Doctors.”21  Its survey of 2000 
BMA members found that, for 
90% of respondents, symptoms of 
the menopause had impacted 
their working lives, with 38% 
experiencing a significant 
impact, and 47% having wanted 
to discuss their symptoms with 
their manager but didn’t feel 
comfortable doing so.
 “This is something with the 
demographic of the workforce we 
have to get right,” said Helen 

Fiddler, deputy chair of the BMA’s 
Consultants Committee22, during 
a discussion on the report. “There 
are over 30,000 women doctors 
now who are of menopausal 
age, and it is going to be rising 
significantly as the female 
workforce grows in medicine. 
So it’s a situation that absolutely 
has to be resolved.”
 
Among the report’s 
recommendations are that NHS 
employers should “break the 
taboo” and “take a proactive 
approach to normalising the 
topic of menopause and spread 
awareness,” along with improving 
access to flexible working hours, 
developing an inclusive culture, 
and offering support for mental 
health and wellbeing. 
 
This action comes against the 
backdrop of therapist, consultant, 

and menopause expert 
Diane Danzebrink’s 
#MakeMenopauseMatter 
campaign23, which she launched 
in 2018.
 
Among the campaign’s goals are 
to ensure that all employers have 
guidelines in place to support 
women experiencing 
menopause; to introduce 
menopause education into the 
curriculum for all teenage boys 
and girls; and to significantly 
improve menopause education 
among GPs. Indeed, thanks to 
the campaign, as of September 
2020 the menopause became 
part of the relationship and sex 
education curriculum in England. 
Danzebrink told24 the BBC at the 
time that "this is an important 
victory. Every woman and man 
deserve to understand this 
phase of life".
 

Thanks to a rise in robust 
workplace policies around the 
menopause and the work of 
campaigners, this life stage is 
coming out of the shadows, 
so those experiencing 
perimenopause and menopause 
can manage their symptoms in 
a more understanding work 
environment, without the fear of 
their career prospects suffering.
 
“My hope – as a female founder 
in this age group – is that there’s 
a holistic shift to this universal 
life experience for women,” 
concludes PRAI Beauty and 
MenoGlow™ creator Kangas, 
“that they have tools like 
MenoGlow™ to feel good and 
look good. And that this very 
positive shift in attitudes 
towards the menopause continue 
to become more powerful 
and uplifting.”

        My hope – as a 

female founder in this 

age group – is that 

there’s a holistic shift to 

this universal life 

experience for women. 

That they have tools 

like MenoGlow™ to feel 

good and look good. 

And that this very 

positive shift in 

attitudes towards the 

menopause continue to 

become more powerful 

and uplifting.

- CATHY KANGAS
   PRAI BEAUTY FOUNDER AND 
MENOGLOW™ CREATOR 

“

“

- 55% agree there should be

a more open dialogue around the menopause

for the next generation of daughters

(e.g. Discussed as openly as pregnancy)



The Next Genopause

THE RIGHT WAY TO GLOW

PRAI BEAUTY X M&S IS EMBRACING THIS BOLD NEW ATTITUDE TOWARDS THE 

MENOPAUSE, WITH A COLLECTION OF LUXURIOUS SKINCARE COMPOSED OF 

POWERFUL ACTIVE INGREDIENTS, WITH TARGETED FORMULAS THAT ADDRESS 

HOW THE MENOPAUSE AND PERIMENOPAUSE AFFECT THE SKIN, EMPOWERING 

WOMEN TO FEEL THEIR BEST, WHATEVER THEIR STAGE OF LIFE.

Gen X women are entering menopause and are 
repositioning this life-stage. Instead of  shameful and 
limiting  — 73% of the women PRAI Beauty and M&S 
surveyed said their mothers didn’t discuss the 
menopause with them —it’s being rebranded as a 
freeing, empowering time of life.  Eighty-six percent 
of the women surveyed said they would like to 
see brands start breaking the taboos around 
menopause, too.

While 67% of women surveyed feel menopause is 
rather taboo in the UK, this new mood of openness 
around this life-stage is being felt in myriad aspects 
of life, as menopause is now appearing on the English 
school curriculum and it is being normalised and 
addressed in the workplace, too.

This new perception of menopause chimes with 
an increasing openness around women’s bodies 
and the realities of what is experienced in 
menstruation and childbirth, alongside menopause, 
and an inclusiveness in how these experiences 
are represented.

There is a growing awareness of how the hormonal 
shifts of perimenopause and menopause affect the 
skin. Cathy Kangas, founder of PRAI Beauty, points out 
that skin loses 30% of its collagen during this period.

73% said their mother
didn’t discuss the

menopause with them

67% think discussing 
the menopause is still

rather taboo in the UK

86% of women are 
keen for more brands to start 

breaking down the taboo 
around the menopause

30% of collagen is lost from
the skin during perimenopause

and menopause
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NOTES TO EDITORS: 
For more information on the PRAI Beauty and M&S Menopause Study, please contact
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