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Wet Wipes – the Perfect solution

Wet wipes are the perfect solution 
in many life situations. Think about 
the times when you are out and about 
with your children, on a holiday trip, 
fixing your car or taking care of your 
pets. In fact, wet wipes can often 
serve as a cleaning tool when water 
is scarce or unreliable, which is a 
serious problem in many countries. 

Consumers have much to say 
about why they use wipes, here are 
some spontaneous comments:

A tour to Europe – A multi-
Facetted Region  

The total population in the 
extended Europe is estimated to 
some 730 million people, while in 
the European Union (EU), with 
its 28 states, the population is just 
over 500 million. Looking at the 
age distribution, the number of 
children below 15 years is more or 
less the same over the years, while 
the older generation, 65 years and 
above, is increasing, which indicates 
a shrinking young generation and 

growing old generation in the future 
(Figures 1-2).

it starts in the cradle …

The European wipes market 
is steadily increasing and                               
was according to Euromonitor 
International estimated to be worth 
US$ 3.65bn in 2012. This market is 
driven by baby wipes, which stands 
for almost 70% of total sales with 
price as a major competitive factor. 

Based on volume, baby wipes 
represent over 80% of all personal 
care wipes in Europe with higher 
usage in Western Europe compared 
to Eastern Europe and variations 
between countries in the north 
and the south. In addition, many 
countries face water stress, i.e. 
lack of water and water restrictions 
and then wet wipes come in handy 
(Figures 3-4).

There are many reasons why 
consumers like baby wipes; they are 
soft, smooth and skin friendly, they 
clean well and not the least, they 
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are environmentally friendly and 
chlorine free. It is common to 
use 3-4 wipes per diaper change. 
Interestingly baby wipes are being 

used for much more than just baby 
care. Adults use them for themselves, 
make-up removal, household, pets, 
when doing sports, removing stains. 

The list 
can be 
very long. 
Of course 
there are 
differences 
in behavior 
b e t w e e n 

men and women: men tend to 
use wipes more for hygiene and 
household while women use them 
for all purposes – cosmetic, make-
up removal, hygiene, household and 
baby care. In some countries, using 
wipes can also be a sign of wealth. 

In the European market there 
are 2-3 major brands and a plethora 
of private label / retail brands, all 
heavily promoted. Consumers on 
the other hand buy a mix of branded 
and private label brands depending 
on the specific offer. 

cosmetic Wipes 

Cosmetic wipes represent some 
8% of personal care wipes in Europe, 
with the UK as the biggest market. 
However, this is lagging behind the 
US. Although volumes are still low, 
cosmetic wipes are rapidly increasing 
in Eastern Europe and Turkey. 
Given the audience, cosmetic wipes 
are 3-4 times more expensive than 
baby wipes and usage rates are 
around one to two wipes per day. 
There are big differences between 
branded products and private labels 
as well as many types of applications 
like special cleaning and facial pads, 
wipes for sun screens, self tanning 
and baldness. 

Moist toilet tissue is one of the 
fastest growing segments, although 
still in fairly small volumes with 
opportunities in increasing market 
penetration.  

[ Fig. 1]  
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European wipes market value $3.65bn in 2012, steadily increasing
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