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During a given year, silver demand is driven by industrial 
applications (including electrical components such photovoltaics 
and electronic devices) and consumer demand (which we define 
as investment in bars, coins and medals, jewelry and silverware). 
Together, these two segments represent over 95% of demand over 
the last decade1. This month’s article digs into these important 
demand sources and finds while the majorities of global consumer 
spending and value from manufacturing generally occurs in more 
wealthy western countries including the U.S., Canada and Europe, 
silver demand is weighted toward Asian countries (China, India, 
Japan and others). 
Consumer Spending on Silver

Household spending is 
the amount of spending made 
by residential households to 
meet daily needs, such as food, 
clothing, housing (rent), energy, 
transport, durable goods (cars, 
appliances), health costs, leisure 
and other services. Table 1 
displays the top 10 countries 
for household spending. Nearly 
$50 trillion dollars spent by 
consumers globally in 2019 
(~5% lower in 2020 with slightly 
over $47T)2. Consumers in 
the U.S. dominated spending 
with nearly $14.5T in collective 
spending, followed by Chinese 
whose spending totaled ~$5.6T. 
Indian consumers ranked 6th in 
total spending in 2019, with the 
Canadian total rounding out the 
top 10 countries with slightly over 
$1T in spending.
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1  Silver demand data is based on World Silver Surveys, published by the Silver Institute. We have limited our analysis to 2011 and onward to align 
with the Silver Institute reporting of data collected by Metals Focus. Prior year’s data was collected and reported by GFMS.

2  This analysis is based on 2019 data so as not to include the impact from the Covid-19 Pandemic.

Table 1: Global Consumer Spending (Top Countries)

Source: World Bank National Accounts Data, Capitalight Research
2019 Household Consumption Expenditure 

(the amount of money in consumers’ hands to spend)
• Household spending is the amount of spending made by residential households to meet everyday needs, such as food, clothing, housing 

(rent), energy, transport, durable goods (cars, durable goods), health costs, leisure and other services.
• Nearly $50 trillion dollars spent by consumers globally in 2019 (~5% lower in 2020 with slightly over $47T).  
• Consumers in the U.S. dominated spending with nearly $14.5T in collective spending, followed by Chinese whose spending totaled ~$5.6T. 

Indian consumers ranked 6th in total spending in 2019, with the Canadian total rounding out the top 10 countries with slightly over $1T in 
spending.

• Consumers in these top 10 countries collectively accounted for 68% of all global spending.

Country 2019 Household Consumption 
Spending ($B)

Cumulative Percent of 
World Total (%)

United States $14,429 29%

China 5,605 41%

Japan 2,804 46%

Germany 2,018 50%

United Kingdom 1,850 54%

India 1,736 58%

France 1,463 61%

Brazil 1,216 63%

Italy 1,203 66%

Canada 1,006 68%

  World $49,315
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Figure 1 provides a geographic breakdown for global 
household spending. As shown, 56% of total spending occurs 
in the U.S., Canada and Europe, totaling nearly $28T in 2019. 
Collectively, Chinese, Indian and Other Asian household spending 
represents 27% of the total (~$14.5T or equivalent to U.S. 
consumer spending). Of note on Figure 1 are the relatively low 
levels of consumer spending in China (which constitutes 10% of 
the global total) and India (with 3%). The relatively low level in 
China may be surprising given that the country’s gross domestic 
product (GDP) is second only to the U.S. This analysis only uses 
the personal consumption component of GDP as this measures 
the amount of money in consumers’ hands to spend. China and 
India’s economies have and continue to be heavily influenced by 
investment with personal consumption only contributing ~55% 
of GDP as compared to 75 to 85% for the world’s developed 
economies.

North America  
(30%)

Europe  (26%)

India  (3%)

China  (10%)

Other Asia  
(14%)

Others  (16%)

Household Consumption Expenditure 
(the amount of money in consumers’ hands to spend)

• As shown in Figure 1, household spending is dominated by consumers in North 
America and in Europe (over 56% of the global total in 2019).  

• By comparison, only 13% of global consumer spending occurs in China and India with 
$5.6 and $1.7T, respectively.

•

Globally, consumers spent nearly 
$50T in 2019

China, India 
& Asia = 
~27%
of total

Source: World Bank National Accounts Data, Capitalight Research

Figure 1: Global Consumer Spending Centered in the West

China and India’s 
economies have 
and continue to be 
heavily influenced by 
investment with personal 
consumption only 
contributing ~55% of 
GDP as compared to 75 
to 85% for the world’s 
developed economies.
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In contrast, Figure 2 displays the regional breakdown for 
silver consumer demand with the aforementioned Western 
countries collectively accounting for only a third (33%). India, 
whose consumers’ collectively account for only 3% percent of 
global spending, use these relatively paltry funds to buy ~37% of 
global silver physical bars, coins, medals, jewelry and silverware. 
Consumers in India, China and Other Asian countries constitute 54% 
of global consumer silver demand. In total, global consumers spent 
~7.8B on silver in 2019.

Figure 3 displays the percentage of consumer spending 
allocated to silver for India, China, the U.S. and globally. While 
consumer spending on silver is relatively low (less than 1% of a 
typical consumer’s overall spending over a given year), the average 
Indian consumer allocates relatively more of their spending on silver 
compared to those in China and the U.S. As shown in the figure, 

North America  
(16%)

Europe  (17%)

India  (37%)

China  (7%)

Other Asia  
(10%)

Other  (12%)

Consumer Silver Demand
(Silver Physical Investment, Jewelry and Silverware Demand)

• Based on 2019 data (prior to Covid) provided by the Silver Institute, total demand is dominated by industrial demand (~52% of the 
total), consumer demand (~45% which includes physical investment in bars, medals and coins) and photography (3%).

• Figure 2 provides a breakdown of consumer silver demand (which includes the investment in physical silver bars, coin and medals,
jewelry and silverware).  As shown, ~44% of consumer silver demand occurs in India and China, with ~33% coming from the more 
wealthy western countries including the U.S., Canada and Europe.

• Note, the large share of consumer demand for India.  During 2019, India had ~167M ounces in consumer silver demand, primarily
driven by jewelry.  Indian demand for silver was over one-third of the global total for silver jewelry.  In contrast, the majority of silver 
demand in the U.S., Canada and Europe is for physical investment in silver bars and/or coins.

China, India 
& Asia = 
~54%
of total

Globally, consumers spent over 
$7.8B on silver in 2019

Figure 2: Global Consumer Silver Demand Centered in the East

Source: Silver Institute, Capitalight Research

Consumers in India, 
China and Other 
Asian countries 
constitute 54% of 
global consumer silver 
demand.
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consumer spending on silver has generally declined over the last 
decade for consumers in these key demand countries. For example, 
the average household in India allocated ~0.3% of their annual 
spending on silver in 20113. 
This declined to ~0.1% of total 
spending in 2019. While less 
severe, declines are also shown 
to occur in China, the U.S. and 
globally.
Manufacturing and Industrial 
Silver Demand

Manufacturing value add 
for a given country is the total 
value of revenue received from 
manufacturing activity less 
related input costs. In other 
words, this is the difference 
in value between what a 
company sells its products 
relative to the costs to produce 
them. Manufacturing value 
add is another component 
of a country’s overall gross 
domestic product (GDP). Table 2 
displays the top 10 countries for 
manufacturing value add.
3  To note, Indian consumer purchases of silver climbed from ~90M ounces in 2011 to ~166M in 2019 (an increase of ~85%). The analysis in Figure 3, 

however, analyzes the dollar value of spending on silver. For India the actual value households spent on silver declined from nearly $3.2B in 2011 to 
~$2.7B in 2019. The decline in silver prices over this period offset the actual increase in the number of ounces.

Figure 3: Trends with Consumer Spending & Silver Purchases 

Consumer Silver Spending Demand Trends
(Silver Physical Investment, Jewelry and Silverware Demand)

• As shown in Figure 3, the percentage of household spending on silver bars, coins and medals, jewelry and 
silverware has generally declined over the last decade for consumers in key demand countries.  For example, 
the average household in India allocated ~0.3% of their annual spending for silver in 2011. This declined to 
~0.1% of total spending in 20191.  Chinese households allocated relatively more than those in the U.S. towards 
silver in 2011.  As shown, these have declined to similar levels as those in the U.S. and globally.

• 1To note, Indian consumer purchases of silver climbed from ~90M ounces in 2011 to ~166M in 2019 (an increase 
of ~85%).  The analysis in Figure 3, however, analyzes the dollar value of spending on silver.  For India the 
actual value households spent on silver declined from nearly $3.2B in 2011 to ~$2.7B in 2019.  The decline in 
silver prices over this period offset the actual increase in the number of ounces.

0.0%

0.1%

0.2%

0.3%

0.4%

2011 2013 2015 2017 2019

%
 o

f H
ou

se
ho

ld
 S

pe
nd

in
g 

fo
r S

ilv
er

 
Je

w
el

y,
 B

ar
s 

&
 C

oi
ns

 &
 S

ilv
er

w
ar

e

India China U.S.   World
Source: Silver Institute, World Bank, Capitalight Research

Table 2: Global Manufacturing Value Added (Top Countries)

Source: World Bank, Capitalight Research

Manufacturing Value Add
(the amount of money generated by the manufacturing sector)

• Manufacturing value add for a given country is the total value of revenue received from manufacturing activity less related input costs.  This is the 
difference in value between what a manufacturing company sells its products relative to the costs to produce them.  Manufacturing value add is a 
component of a country’s overall gross domestic product (GDP).

• ~$14 trillion dollars were generated by manufacturing companies globally in 2019 (~3% lower in 2020 with ~$13.5T).  
• Manufacturing firms in China dominated in total value add with over $3.8T, followed by U.S. firms with ~$2.4T and followed by Japanese with over 

$1T

• Manufacturer’s in these top 10 countries collectively accounted for 70% of all value added in 2019.

Country 2019 Manufacturing Value 
Add ($B)

Cumulative Percent of 
World Total (%)

China $3,823 27%

United States 2,342 44%

Japan 1,046 52%

Germany 756 57%

S. Korea 417 60%

India 383 63%

Italy 299 65%

France 273 67%

United Kingdom 256 69%

Indonesia 221 70%

  World $13,949

While consumer 
spending on silver is 
relatively low (less 
than 1% of a typical 
consumer’s overall 
spending over a given 
year), the average 
Indian consumer 
allocates relatively 
more of their spending 
on silver compared 
to those in China and 
the U.S.
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As displayed on Table 2, ~$14T were generated by 
manufacturing companies globally in 2019 (~3% lower in 2020 with 
~$13.5T). Not surprisingly, manufacturing firms in China dominated 
in total value add with over $3.8T, followed by U.S. firms with 
~$2.4T and followed by Japanese with over $1T4. Manufacturers in 
these top 10 countries collectively accounted for 70% of all value 
added in 2019.

Figure 4 provides a geographic breakdown for global 
manufacturing value added. As shown, 43% of total spending 
occurs in the U.S., Canada and Europe, totalling nearly $3.4T in 
2019. Collectively, Chinese, Japanese, Indian and Other Asian 
manufacturers generated 46% of total manufacturing value (or 
nearly $4.7T). 

North America  
(25%)

Europe  (16%)

India  (7%)

China  (24%)

Japan  (19%)

Other Asia  (6%)

Other  (3%)

North America  
(19%)

Europe  (24%)

India  (3%)

China  (26%)

Japan  (8%)

Other Asia  (9%)
Others  (12%)

Manufacturing Value Add & Industrial Silver Demand
• As shown previously, the relationship between aggregate consumer spending and the consumer demand for silver, provides a distinction with 

demand being dominated by consumers with relatively low spending power with China and India consumers collectively having nearly 45% of 
total consumer demand.  A similar, but not to the same degree, relationship occurs with silver industrial demand.  With silver industrial demand, 
Asian countries (including China, Japan, India and others) account for ~46% of global manufacturing value add.  These firms account for well 
over half (~56%) of the world total for industrial silver demand.

Globally, manufacturers 
generated ~$14T in value in 2019

2019 Manufacturing Value Added
(% of Total)

2019 Silver Industrial Demand
(% of Total)

China, 
Japan & 
Asia = 
~46%
of total

China, 
Japan & 
Asia = 
~56%
of total

Globally, manufacturers spent 
~$8.3B in silver in 2019

Figure 4: 2019 Manufacturing Value Added (% of Total)

Source: World Bank National Accounts Data, Capitalight Research

4  As an interesting side observation, while the much noted “…hollowing out of the U.S. manufacturing sector…” rings true when examining employment 
(with the U.S. losing over 5M jobs in the sector since the late 1990s), the value generated by U.S. manufacturing has actually increased from less 
than $1.5T to over $2.3T over the same period.

43% of total spending 
occurs in the U.S., 
Canada and Europe, 
totalling nearly $3.4T 
in 2019. Collectively, 
Chinese, Japanese, 
Indian and Other 
Asian manufacturers 
generated 46% of total 
manufacturing value 
(or nearly $4.7T).
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Figure 5 displays the regional breakdown for silver industrial 
demand. A similar, but not to the same degree as silver consumer 
demand, relationship occurs with industrial demand for the metal. 
Asian countries (including China, Japan, India and others) account 
for ~46% of global manufacturing value add (Figure 4). These firms 
account for well over half (~56%) of the world total for industrial 
silver demand (Figure 5).

While not to the same degree as with consumer demand, 
industrial demand for silver is dominated by Asian manufacturing 
firms (56% of the global total: Figure 5) who generate only 46% of 
manufacturing value (Figure 4).  

In summary, consumer and industrial sources contribute over 
95% of annual silver demand (other sources include negligible 
photography and hedging). While the majority of consumer 
spending and manufacturing value occurs outside of Asia, the 
majority of global silver demand occurs in these countries (over 

North America  
(25%)

Europe  (16%)

India  (7%)

China  (24%)

Japan  (19%)

Other Asia  (6%)

Other  (3%)

North America  
(19%)

Europe  (24%)

India  (3%)

China  (26%)

Japan  (8%)

Other Asia  (9%)
Others  (12%)

Manufacturing Value Add & Industrial Silver Demand
• As shown previously, the relationship between aggregate consumer spending and the consumer demand for silver, provides a distinction with 

demand being dominated by consumers with relatively low spending power with China and India consumers collectively having nearly 45% of 
total consumer demand.  A similar, but not to the same degree, relationship occurs with silver industrial demand.  With silver industrial demand, 
Asian countries (including China, Japan, India and others) account for ~46% of global manufacturing value add.  These firms account for well 
over half (~56%) of the world total for industrial silver demand.

Globally, manufacturers 
generated ~$14T in value in 2019

2019 Manufacturing Value Added
(% of Total)

2019 Silver Industrial Demand
(% of Total)

China, 
Japan & 
Asia = 
~46%
of total

China, 
Japan & 
Asia = 
~56%
of total

Globally, manufacturers spent 
~$8.3B in silver in 2019

Figure 5: 2019 Silver Industrial Demand (% of Total)

Source: Silver Institute, Capitalight Research

While the majority of 
consumer spending 
and manufacturing 
value occurs outside 
of Asia, the majority of 
global silver demand 
occurs in these 
countries (over 50% 
of the total occurs in 
China, India, Japan 
and other Asian 
countries, with only 
40% collectively 
coming from the U.S., 
Canada and Europe).
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50% of the total occurs in China, India, Japan and other Asian 
countries, with only 40% collectively coming from the U.S., Canada 
and Europe).  

An important contributor to Asia continuing to dominate silver 
demand will be photovoltaics. According to the International Energy 
Agency, Chinese firms manufacture nearly two-thirds of all solar 
panels. In 2022, it is anticipated that over 225 GW of solar capacity 
will be added globally (an increase of nearly 25% from 2021 
additions)5. This in turn will require ~3M solar panels and we expect 
~140 – ~150M ounces of silver demand6. 

On the consumer demand for silver, based on population, 
labor and education trends, household spending in China and 
India are expected to increase by 4 and 5% annually through 2032, 
respectively. This added consumer wealth could be beneficial to 
silver jewelry and in particular, investment in bars and coins. The 
benefit will continue despite demonstrated silver spend per income 
unit falling.

5  Bloomberg New Energy Finance, “Solar – 10 Predictions for 2022”, Jan. 2022.
6  This assumes: 1) 3.125M solar panels per 1 GW (per “How Much Power is 1 Gigawatt?, U.S. Dept of Energy, August, 2019); 2) ~111 milligrams of 

silver per solar cell (per S&P, Solar-driven silver demand set to dim as sector innovates, September, 2020), with 60 solar cells in a 300MW panel).  
Note, with continued innovation the silver intensity per solar cell may decline in the future.
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Disclaimer
The views expressed in the research report regarding any particular company, security, industry or commodity price are the 

independent and personal opinions of the research analysts and their associates. Views expressed herein should not be considered 
as a recommendation to buy or sell nor should they be relied upon as investment advice. Past performance is not a predictor of future 
results. Individual investment results may vary, and all investing involves risk of loss. You are responsible for your own investment 
decisions. Information contained in this report is current as of the date of publication and has been obtained from third party sources 
believed to be reliable. Capitalight Research Inc., and its affiliates, do not make any representations regarding the accuracy, 
completeness or reliability of any information contained herein and does not accept any responsibility or liability for any loss or damage 
caused by a reader’s reliance on any information contained herein.  Research analysts and their associates are prohibited from trading 
against their investment opinion, if any has been expressed. The compensation of the research analyst and their associates are not 
linked directly or indirectly to their opinions or to the performance of any particular company or security. Capitalight Research Inc. has 
not provided any consulting, advisory, investment banking or paid-for research services to any of the companies named in this research 
report.  The research analyst or associate do not own shares of the companies named in this research report.  Capitalight Research 
Inc. maintains a Restricted List of securities with pending research reports. Any employees, including their spouses and dependents, 
that are aware of pending research reports are restricted from trading securities on the Restricted List until the research report has 
been fully disseminated. This research report is copyright and may not be reproduced, in whole or in part, without the written consent of 
Capitalight Research Inc.

Anti-Spam
You are receiving this material from Capitalight Research Inc. located at 130 King St West, Suite 1940, Toronto, Ontario M5X 2A2. 

Capitalight Research Inc. respects your time and your privacy. If you no longer wish us to retain and use your personal information 
for the purposes of distributing newsletters, reports or other commercial electronic messages, please let us know via email. For more 
information on our Privacy Policy please visit our website at www.CapitalightResearch.com.
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