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Value of the Water Market in the World 

Point Of Use (POU) 
 
The global P.O.U. market value has been estimated at $ 11.5 Bil l ion USD for 2017. 
According to our reports obtained from the Freeedonia Group (www.freedoniagroup.com), the 
world consumer water treatment system demand was estimated at $ 6.4 Billion USD in 2012 
and it’s expected to almost double in 2017 to reach $ 11.5 Billion USD and maybe almost 
double again to reach $ 18.2 Billion USD in 2022. 

And regarding China, the value was estimated at $ 1.7 Billion USD in 2012 and expected to 
more than double in 2017 to reach $ 3.8 Billion USD and also to almost double in 2022 to reach 
$ 7,0 Billion USD. 

This means that in 2017, with 33% of the POU world market, China will be by far the biggest 
market followed by India and Japan with 10% each. 

China has a growing consumer pool that represents hundreds of millions of consumers. It is one 
of the most polluted countries in the world and its population has become increasingly aware of 
health problems associated with pollution. This is why China is the ideal market to begin to 
launch Leautus® .  

Point Of Use Market Value in Mil l ions USD 
 
 

    

         
 2012  2017  2022 
         
POU / Continent USD '000        
North America  $     837  13%   $  1,097  10%   $   1,660  8% 
Western Europe  $     847  13%   $  1,078  9%   $   1,555  7% 
Asia Pacific  $   3,523  55%    $  7,080  61%    $  13,660  65% 
Central & S. America  $     274  4%   $    443  4%   $     735  3% 
Eastern Europe  $     604  9%   $  1,050  9%   $   1,820  9% 
Africa/Mideast  $     347  5%   $    782  7%   $   1,670  8% 
  $  6,432  100%    $11,530  100%    $21,100  100% 
Growth in M USD     $  5,098     $   9,570   
Growth in %    79%   83%  
         
Asia Pacific represent by far the biggest share and growth of the POU market  
From 55% of the world market in 2012 up to 65% in 2022     
         
And China, India and Japan itself represent almost 50 % of the POU world market  

Asia Pacific  2012      2017           2022  
China  $   1,715       $  3,840       $   7,030   
India  $     418     $  1,115     $   1,940   
Japan  $     906     $  1,185     $   1,470   
Total  $   3,039  47%    $  6,140  53%    $  10,440  49% 
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If we assume that the 1.6 Liter size will be mainly use at home even if such size can be carried 
in a backpack. By introducing the smaller size; 700 ml Leautus® (that can use the same 
filter/cartridge than the 1.6 Liter), we are convinced that such small size will be very convenient 
to be carried anywhere and therefore the small bottle will definitely compete with the Bottled 
Water market.  
 
Such small size will be very popular among the population that are concerned about not only 
saving a lot of money but also about the environment threat that the plastic bottle represents. 
Many countries have already started to band plastic bags and plastic bottles will be the logical 
next step.  
 
 
 
 

Bottled Water 
 
The Bottled Water market value has been estimated at $ 178 Bil l ion USD for 2017. 
Therefore, the potential global value of the market that Leautus can aim is estimated at almost 
$ 190 Bil l ion USD. 
 

POU $ 11.5 B 6% 
BOTTLED $ 178 B    94%        
TOTAL $189.5 

B 
100% 
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In the world, the POU represents only 6% of the water market. But in China it is 13%. The 
highest % is in Japan with 22% followed by India with 17%. In USA or France, it is only 4%.  
 
Market Line data shows that the world bottled water market had a total revenue of $ 148.7 
Billion USD in 2014, representing a compound annual growth rate (CAGR) of 5.3 % between 
2010 and 2014. The market value expects to reach $ 198.7 Billion USD in 2019. A significant 
increase of 34 % compare to 2014. Supermarkets account for the largest proportion of the 
volume with a 53.7% of the bottled water market in 2014. Unflavored water accounted for 
91.2 % of the market value, making this the most lucrative segment. America accounts for 42% 
of the market followed by Europe 34% and Pacific - Asia 22%.   
Just lately China has surpassed USA and is now the biggest world bottled water consumer with a 
15% of the share and 14% for the USA. Mexico is 3rd with 12%. 
 
 
 
 
 
 
 
 
The growth is fueled by two trends: 
 
Firstly, urbanization and increasing incomes mean more consumers are in a position to purchase 
the product. Secondly, issues over the safety of the freshwater system in many regions, 
including contamination scares mean that public confidence in the water supply is low and 
consumers therefore choose bottled water.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Bottled Water market value vs POU is 7 times bigger in China and 15 times more in the world.  
 
 
 
 

 $11 
530  

 $177 
901  

World 2017  
$ 178 Billions USD 

POU BOTTLED WATER  
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POU BOTTLED WATER  

$232  
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$6 Billions USD 
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But the bottled water industry is under several threats. 
 
 
In many countries economic growth outpaces fresh water supplies. This growth has resulted in 
severe water pollution. With domestic demand on the rise, there are questions about being able 
to supply the increase in demand. Although the bottler’s reputation is tied to the quality of its 
product – which makes bottled water presumably safer than tap water – the industry’s lack of 
transparency challenges this conventional wisdom. In lots of countries bottlers are not required 
to list the water source or filtration method and often do not disclose this information to the 
public.  
 
This lucrative market has opened the door to a number of scandals involving brand falsification 
and consumers are getting more concern to buy bottled water. 
Another threat to the industry’s survival is the pricing. Ultimately, the price of bottled water 
must reflect filtration costs and the social and environmental costs of production. This means 
that the price of bottled water will not stop increasing. Depending of the country, but if we take 
China for instance, the cost for the most popular brand for a 550 ml bottle is approximately 
$ 0.33 USD which mean $ 1,200 USD for 2,000 liters.  
 
 
And the cost for the same brand, for a 1.5 liters at the super market is $ 0.49 USD which mean 
$ 653 USD for 2,000 liters. And because of some scandal related to local bottled water sold in 
China, more and more people are buying imported bottled water.  
The most famous brand imported from France (Evian) will cost $ 3.38 USD for 1 Liter, which 
means a total cost of $ 7,155 USD for 2,000 Liters. 
 
It is also wrong to think that bottled water is “safe”. Plastic bottles are not only the bane of the 
environment, but they can easily degrade in the heat or in the sun (such as during transport) 
and contaminate the water they contain. The Leautus containers are made out of Tritan, which 
is non degradable and BPA free.  
And because of the devastating impact of the plastic bottle in the landfill, some countries 
consider to impose an “environmental” tax on the bottle or even to go as far as banning the 
product like in Montreal Canada lately.  
 
These several reasons to increase the price could turn bottled water into a “luxury” commodity 
which wouldn’t be a bad thing at all for Leautus !!! 
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Water Market per country in Million USD 

 
 
China is the biggest market in the world for the POU and Bottled Water. Even if USA is second, 
regarding the POU market value, China is 4 times bigger. Mexico is third mainly because of is 
very high bottled water consumption. In term of POU only, Japan and India are second and third 
with almost the same market value.  
From 2012 to 2017 the total market has almost doubled from $16 to $30 Billion USD 
P. O. U. % vs. Bottled Water keep increasing from 12% in 20 up to 15% in 2017. An increase of 
more than $2 Billion USD 
Source: Freedonia Group for P. O. U. MarketLine for Bottled Water 
 

China USA Mexico India France Japan 

P. O. U. $3 840  $930  $61  $1 115  $232  $1 185  

Bottled Water  26 337  25 609  20 816  5 337  6 090  4 118  
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P. O.U. $ 11.5 Billion USD (6%) + B.W. $ 178 Billion USD (94%) = $ 189.5 Billion USD 
Those 6 countries represent 50% of the World market.  
Data Sources: Unfortunately, it was impossible to find one unique reliable source of information 
that can  
Water Bottled Consumption in Liter and Per Capita in 2013 
 

 
 
* World Population as per United Nation June13, 2013 
** Volume in Liter and per Capita as per Beverage Marketing Corporation  
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Highlight 
China is by far the biggest market in the world with a value of 3.8 Billion USD which represent 
33% of the world value. Surprisingly, Japan is second with 10%. One of the reason being the 
lack of confidence on the quality of the water since the Tsunami in 2011. In 2012 India was 
representing only 6% of the total market but it is expected to reach almost the same value as 
Japan and become the third biggest market share then followed by USA with an 8%.  
 
In the world, the POU market represents only 6% of the “water market”. But for Japan it is 22%, 
China 15% and India 10%. The top 4 countries (China – Japan – India and USA) represent 61 % 
of the POU world market. Bottled Water: Market value $ 178 B USD (2017) 
 
China is also the biggest market in the world with a value of 26 B USD which represents 15% of 
the world’s value. Followed closely by the USA with 14% of the share and surprisingly by Mexico 
who is third with 12%. India share is only 3% and it is 10th ranked in the world. 
Those 3 top countries (China – USA – Mexico) represent 41 % of the world market. 
 
 
If we combine those two markets (POU + Bottled Water) together, the top 3 countries in the 
world are: 
 
China: 16% 
USA:  14% 
Mexico:  11% 
Total: 41%  
 
Mexico is among the top 3 simply because of his extremely high bottled water consumption. 
Those 3 countries represent 41 % of the world global combined value of the POU and Bottled 
Water market in the world. 
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Brazil is “disappointing” regarding its water bottled consumption which is almost half of Mexico 
with only 7% even if its population is twice more than Mexico’s. 
Regarding Europe, German is the most important country but followed very closely by Italy and 
France. 
Interesting fact, a small country like Thailand (with only 66M peoples) has a 226 liters bottled 
water consumption per capita which is second biggest in the world. Mexico being the first one 
with 256 liters. The third one is Italy. Surprisingly, USA is 8th with only 120 liters. China and India 
are not in the top 10 simply because of their huge population that “deformed” the ratio per 
capita. The rural population with low income is very high and they cannot afford to buy bottled 
water. 
 

 

Value of QTI  in the world. 

Quantum technology means no lost water, no lost plastic, no added chemical, does not retain 
mineral salts. Only the atoms and ions (the smallest parts) of pollutants are modified. A constant 
stream of water under pressure passes through particular nanoscale components. 
 
QTI is technology that will be able to compete with all kind of POU (Point of Use) Water 
Treatment Residential System and also against Bottle water . 
 
 
 
We have to answer interesting questions. 
 
• What could be the market share of this quantum water filtration technology in the next 20 

years? if a global strategy, massively deploy and concomitant was implemented by one of 
the leading consulting companies. 

 
• What would be the estimated value of a company that would hold the intellectual property 

rights, the know-how, and the secret of manufacture, as well as the vision of the next 
development, for the next decades. 

 

 

 

Pierre Marconi    Shanghai  
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China’s new silk route
The long and winding road 

Introduction
Over the past year China has increasingly 
made headlines in global news, creating a 
constant stream of articles, background reports 
and opinion pieces. Many of the events covered 
are having an impact well beyond the country 
and its own economy. Some of the main events 
that have dominated global news recently have 
included the ongoing slowdown of the Chinese 
economy, culminating in the slowest annual 
growth in 25 years, several severe stock market 
crashes, official recognition by the IMF of the 
Renminbi as a reserve currency and a 
significant devaluation while it slowly moves 

PwC's Growth 
Markets Centre

February 2016

towards a more market-determined exchange 
rate, as well as many other government 
interventions and policy easing. In the midst of 
all these developments, it may be challenging 
to keep an eye on China’s long-term goals, 
ambitions and initiatives, most notably, the 
massive efforts China’s leadership is putting 
into its ‘going global’ strategy. These efforts are 
shaped more and more by the so-called ‘Belt 
and Road’ (B&R) initiative, an initiative that 
is gaining wider recognition and momentum 
in public opinion in China, but not necessarily 
yet outside the country. 

www.pwc.com/gmc



2 | China’s new silk route | PwC

Belt and Road: a concept, 
a strategy, a slogan?
During various state visits in 2013, China’s 
president Xi Jinping announced the Silk Route 
Economic Belt (SREB) and the 21st-century 
Maritime Silk Route (MSR). These two major 
initiatives were initially packaged and labelled 
under the overarching term ‘One Belt, One 
Road’ (一带一路) or, in short: ‘Belt & Road’.1 
Those who are new to the term may struggle to 
understand what Belt & Road actually is. It is 
often communicated as a national vision and 
foreign strategy, sometimes resembling 
conceptual propaganda, but it is also 
mentioned in relation to concrete investments 
and projects.

‘Belt and Road’ (or ‘B&R’) as communicated by 
the Chinese government is a concept which 
aims to increase connectivity between the 
Asian, European and African continents. The 
intention is for this increased connectivity to 
enhance trade flows and spur long-term 
regional economic growth and development, 
benefiting all those involved.

The official information currently available, 
mostly provided by China’s state news agency 
‘Xinhua’, suggests that B&R comprises two 
physical routes, with numerous side-branches 
along the way. These two different routes 
ultimately connect China with Europe, Africa 
and Southeast Asia. This impression is further 
enhanced by a map published by the news 
agency, depicting both a land route running from 
inner China to Southern Europe (via the 
Netherlands) and a sea route connecting the port 
of Shanghai ultimately with the end point of the 
land-based route in Venice, via India and Africa.

Fuzhou

Quanzhou
Guangzhou

Zhanjiang
Haikou

Kuala Lumpur

Kolkata

Colombo

Nairobi

Athens

Venice

Rotterdam

Duisburg

Moscow

Istanbul

Tehran
Dushanbe

Samarkand

Bishkek
Almaty

Huoerguosi

Urumql

Lanzhou Xi’an

Jakarta

Beihai
Hanoi

Silk Road
Maritime Silk Road

1   In September 2015, China’s National Development and Reform Commission 
(NDRC), Foreign Ministry and Ministry of Commerce (MOFCOM) announced that 
the scheme’s official English name is ‘The Belt and Road’, or ‘B&R’

Source: Xinhua
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Involvement of other 
countries in the Belt and 
Road initiative 
The geographical area that is potentially 
covered by the B&R initiative is vast. In its 
current shape, the initiative has close to 65 
countries somehow connected, covering more 
than half of the world’s population (c. 4.4 
billion), around 30% of the global economy and 
a total infrastructure investment need of 
around US$5 trillion.

Some commentators have coined the term 
‘Chinese Marshall Plan’ to describe the B&R 
initiative, a reference to the Marshall 
Recovery Programme which focused on 
revitalising Western Europe after the end of 
the Second World War with the leadership and 

funding of the US. However, the comparison is 
not an accurate one, in the sense that China is 
putting a very clear emphasis on the 
inclusiveness and ‘win-win’ character of its 
B&R initiative. Where the original Marshall 
plan deliberately excluded some countries 
from participation and put hefty conditions on 
others, China is making clear that all countries 
along the way are welcomed to join, without 
B&R attaching additional conditions.

According to China, B&R is not to be seen as an 
alliance and it stresses the fact that the initiative 
comes without any political strings attached. 
While this may be so, it is fair to believe that 
Chinese help and money will come with its own 
set of conditions, which may include high 
interest payments, a need to use Chinese labour, 
goods and technology and having to grant 
long-term access to natural resources.

Source: Secondary research, PwC analysis (Tentative listing)

Commonwealth of 
Independent States  
(11 countries)
Key countries include
•	Kazakhstan
•	Uzbekistan
•	Ukraine
•	Kyrgyzstan

Russia

Mongolia

China

Southeast Asia  
(11 countries)
Key countries include
•	Indonesia
•	Thailand
•	Malaysia
•	Vietnam
•	Singapore

South Asia  
(8 countries)
Key countries include
•	India
•	Pakistan
•	Bangladesh
•	Nepal

West Asia and North Africa 
(16 countries)
Key countries include
•	Saudi Arabia
•	United Arab Emirates
•	Egypt
•	Iran
•	Turkey
•	Israel

Middle East and Europe 
(16 countries)
Key countries include
•	Poland
•	Romania
•	Czech Republic
•	Bulgaria
•	Lithuania
•	Slovenia
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While China has tremendous economic 
leverage which it intends to use abroad, even 
its pockets aren’t deep enough to cover the 
huge investments required to fulfil the B&R 
initiative. It hopes to cooperate with different 
governments, companies and investment 
funds, potentially creating opportunities for 
many shared projects and public-private 
partnership (PPP) initiatives.

B&R is expected to have a significant impact 
on non-Chinese businesses in numerous ways. 
The figure above illustrates high-level 
opportunities brought by the first wave of 
B&R, especially for businesses that focus on 
infrastructure building, including suppliers of 
technology, equipment and components, raw 
materials and other elements to Chinese 
construction companies. They can partner 
with their Chinese customers outside China in 
much the same way as they have done inside 
China in the past. While technologies of 
Western firms complement China’s 
advantages, these complementarities will exist 
outside China for the Chinese companies as 
well. B&R essentially expands the demands of 
their customers. Siemens, for example, has 
won a US$1 billion order from China’s 
Shandong Electric Power Construction 3rd 
Company (SEPCOIII) for the construction of a 
combined cycle power plant at the Ras 
Al-Khair Plant in Saudi Arabia. Secondly, 
foreign engineering, procurement and 
construction companies could partner with 
Chinese players in overseas markets, or 
conduct joint new market and customer 
development.

Furthermore, there are opportunities for 
foreign companies that have previously proved 
to be less successful in breaking into the 
Chinese market. These firms could partner 
with Chinese players overseas and 
subsequently leverage these customer 
relationships when re-entering the Chinese 
market itself. It’s key to realise here that the 
majority of players reaping fruits from B&R 
funding so far have been China’s mega-sized 
state-owned enterprises (SOEs). One or two 
successful project partnerships with these 
players can build goodwill and track record to 
gain an edge in their domestic bids. In the 
Siemens-SEPCOIII partnership case 
mentioned earlier, SEPCOIII recommended 
Siemens to other SEPCO subsidiaries in China 
based on their good experience.

As well as industry players, financial players 
such as private equity firms and other 
institutional investors could potentially 
discover investment opportunities. As Chinese 
companies are increasingly experimenting 
with PPP-type investments into infrastructure 
in emerging markets, they are aided by very 
substantial Chinese public sector financing 
and guarantee under the B&R banner. These 
de facto subsidies drastically improve the 
infrastructure projects’ risk-return profile. 
Many of the SOE players are arguably ‘too big 
to fail’ and will receive Chinese government 
backing in negative case scenarios. 
Furthermore, China’s state-owned policy 
insurer will cover certain projects during any 
political or social incidents.

Implications for international firms
Opportunities arising from the Belt and Road strategy

Key opportunities

•	Outbound capital projects and infrastructure 
– especially in partnership with Chinese players

 – Supply equipment/technology/
intellectual property

 – Joint or independent engineering, 
procurement and construction/project 
finance

 – Joint new client developments 
(e.g. developing market governments)

•	Leverage Chinese partnerships abroad for 
accessing Chinese market itself

•	Leverage Chinese funding for divestment, 
fundraising, etc.

•	Outbound financing/private equity fund 
(e.g. joint AIIB, Silk Road Fund, etc.)

•	Better trade with markets with improved 
infrastructure (Europe eastward)

Technology 
expert/

licensing

Engineering 
services 
export

Equipment 
export

Outbound 
financing

Outbound 
capital 

projects and 
infrastructure

Transportation/
logistics

Construction/
labour  
export

Belt and Road


