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Editorial

The entire sector is revealing its dynamic 
energy. To understand the phases of 
console generation renewal, the cycles 
between the different video game markets 
must be examined: consoles, games and 
accessories. The transition begins initially 
and naturally with strong growth in home 
consoles leading to growth in games then 
accessories, which in turn progress in line 
with the rising number of home consoles. 
The gaming community's desire for new 
generation consoles is an extremely 
positive signal for the development of 
the 8th generation games market, for all of 
Europe.

You will also find information that we have 
never published before. We focused on 
French purchasing behaviour for video 
games by retail method compared with 
cultural goods and also according to 
European gamer profiles.

At a time when the new cycle of 8th 

generation consoles is en route, gaming 
can boast a central position in French 
households. Today, the new consoles are 
genuine entertainment platforms providing 
access to games, music and videos. 
The perspectives are very positive, 
confirming the successful transition from 
7th to 8th generation and announcing a 
bright future for consoles.

See you in October for the next edition of 
Essential Video Game News which will be 
published for Paris Games Week.

David Neichel,  
Chairman of SELL

In February 2014, SELL introduced a new 
tool covering the entire industry and 
published three times a year: Essential 
Video Game News. Its aim is to help 
explain the particularities of the market, 
how it operates and its development 
at a time when retail and consumption 
methods are rapidly evolving. 

For this 2nd edition to coincide with the IDEF 
professional trade fair (Interactive & Digital 
Entertainment Festival) organised by SELL, 
Essential Video Game News is evaluating 
the French and European markets as they 
stood at the end of May 2014. 
2013 was marked by the arrival of new 
home consoles which received an 
extraordinary warm welcome from gamers, 
an historic moment for the industry. 
This year again, great numbers of home 
consoles were purchased in France 
and throughout Europe and exciting 
innovations are keenly expected from the 
games. 

Editorial
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Understanding the 
video game market: 
essential data
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Essential dataEssential data

15 years in the making

GrOWTH IN NUMBEr 
OF PLAYErS

CHANGE IN AGE

MALE / FEMALE DISTrIBUTION

Sources: GfK / rEC+ November 2013

1999 
21 years 

old

1999 
90% M
10% F

2013 

50%
population

of the

1999 

20%
population

of the

2013 
38 years 

old 2013 
51% M
49% F

The video game console market operates in cycles.  
Each generation of consoles has enabled industry turnover to double. 

A growing market
Gaming console cycles 
(Hardware + physical software)

Sources: GfK (Hardware + physical software) / Panel data at end 2013

3th generation
4th generation

5th generation
6th generation

7th generation
8th generation
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handheld 
consoles

17,065,000
home  

consoles

15,113,000

Essential dataEssential data

2013 market report

Source: GfK / Panel data at end 2013

Source: SELL

Source: GfK / Panel data at end 2013

A market enjoying regrowth

Turnover
France

billion euros 
(estimation)

2.7  

GAMING: 2nd 
biggest 
leisure 

industry in 
France

FraNcE IS IN ThE Top 3  
EuropEaN markETS with the 
United Kingdom and Germany

Hardware  
+ Software  

+ acceSSorieS  
+ online  
+ Mobile

Consoles in France 
7th and 8th generations at end 2013

percentage 
 of French households  

with consoles

50%

Profiles of French gamers
Who is playing?

29
Million 
gaMerS

Source: GameTrack / IPSOS / Q4 2013

BrEAKDOWN BY AGE GrOUP

M / F BrEAKDOWN

United KingdoM gerMany Spain

1 out of every 
2 gamers is  

female 

6-10 year-oldS
6% 

6-10 year-oldS
6% 

45-64 year-oldS
9% 

55% 53% 55% 45% 47% 45% 

11-14 year-oldS
5% 

15-24 year-oldS
12% 

35-44 year-oldS
8% 

25-34 year-oldS
10% 

M F

45-64 year-oldS
12% 

11-14 year-oldS
5% 

15-24 year-oldS
10% 

25-34 year-oldS
9% 

35-44 year-oldS
8% 
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Essential data

Profiles of French gamers
What are they playing?

pHySical 
gaMeS

online 

Sources: Gametrack / IPSOS / French Gamer Profile Q3 2013

of 11-64 year-olds play

or 25 million 
gamers

55%

33%

27%

 of 11-64 year-olds or 
15 million  
gamers play

 of 11-64 year-olds or 
12 million  
gamers play

Mobile 
pHone appS 

13%
 of 11-64 year-olds or 

6 million 
gamers play

The French 
video game 
market

Chapter 2
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the French video game marketthe French video game market

Close-up on market segments: Hardware
8th generation consoles: a fast transition

A large established base 
of 8th generation consoles

The 8th generation of home consoles 
(Wii U, Xbox One and PS4) witnessed a very fast 
launch with +14% in value compared to the 7th 
generation (Xbox, PS3, Wii) over the first two 
quarters of sales. 

Source: GfK / Panel data at end May 2014

+56%
Or

in value
million euros

207  
generated between 

January and may 2014  
Total Hardware

173
million 

on home
consoles

4.1m
consoles

3.1m
handheld
consoles

1m
home

consoles

+14%
in value
(317 M€)34

million 
on handheld

consoles

82% 67%

8Th GENEraTIoN coNSoLES 
(homE + haNDhELD) rEprESENTED  

82% of conSole tUrnover at end 
May 2014

rEprESENTING a tHree-fold increaSe in  
tUrnover oVEr ThIS pErIoD 

8Th GENEraTIoN homE coNSoLES 
(XboX oNE, pS4 aND WII u) aLrEaDy 

rEprESENTED 67% of MarKet tUrnover 
at end May 2014

rEprESENTING an eleven-fold increaSe in  
tUrnover oVEr ThIS pErIoD

Source: GfK / Panel data end May 2014 vs January-May 2013
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racing

the French video game marketthe French video game market

Close-up: market segments  
console software

Top 5 console gaming genres

A dynamic cycle!

Software sales for the 3 leading 8th generation consoles (3DS - March 2011, PS 
Vita - February 2012 and Wii U - November 2012) have enjoyed strong growth 
since the beginning of 2014. 

Source: GfK / Panel data at end May 2014 

+112%
in value

+144%
in volume

+12%
in value

+14%
in volume

+6%
in value

+12%
in volume

million euros
331  

console software  
turnover

(physical + virtual)

239 m€
on physical console 

software
(-7% in value)

92 m€
on virtual

console equipment
(+10% in value)

84

32

31

26

22

-3%
Or

in value

dUe to 
cycle renewal

Source: GfK / Panel data end May 2014 vs January-May 2013

wii U 3dS pS vita

action/adventUre

SportS

fpS
(FirST PerSON SHOOTer)

rpg/adventUre
(rOle-PlayiNg gaMe)

In mIllIon euros
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the French video game marketthe French video game market

Close-up: market segments  
pC software

million euros
134 

physical  
+ virtual

(estimation)

-5%
Or

in value

Source: GfK / Panel data end May 2014 vs January-May 2013

-4%
in value

soFtware market report
(CONSOLE + PC AND PHYSICAL + VIrTUAL) 

Accessories

-6%
Or

in value

million euros
98

generated between 
January and may 2014 

Top 4 console accessory segments

Source: GfK / Panel data end May 2014 vs January-May 2013

29

22

17

14

controllerS

prepaid cardS

aUdio acceSSorieS

gaMing toyS

In mIllIon euros

turnover
for prepaid cards

22  
million euros

+27%
in value

+20%
in volume

22 m€
on physical software

(-33% in value)

112 m€
on virtual

(+4% in value)
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the French video game market

Close up: market segments 

0

200,000

400,000

600,000

800,000

1,000,000

CONSOLE/MULTI-PLAYEr ACCESSOrIES

CONSOLE SOFTWArE

CONSOLES

The cycle has three stages:
1. Firstly, the growth of gaming hardware in households.
2. Next, consumers with home consoles buy games, which promotes the software market.
3. Finally, the accessory market grows as home console numbers increase.

The arrival of a new generation of consoles creates a cycle between the different 
video game markets (hardware, software, accessories).

launch  
year year 1 year 2 year 3

AnAlysIs oF THe 7TH  
GenerATIon CyCle 

(In volume)

Source: GfK forecast at end 2014

Forecast for 2014

+7%
turnover

+42%
turnover

at end 2014, witH or witHoUt 
virtUal (HarDWare  

+ SOFTWare + acceSSOrieS  
+ ONliNe + MObile)

Hardware SegMent at end 2014 
THiS iNDicaTeS THe STrONg 

POTeNTial OF SOFTWare

A year of great potential 

Forecast at end 2014

50%

SHare of 8tH 
generation

Software SaleS

SHare of 8tH 
generation

Hardware SaleS

SHare of 8tH 
generation

HoMe Hardware SaleS

85%
in volume

89%
in value

76%
in volume

86%
in value

the French video game market

Source: GfK 
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the European video game market

The console ecosystem enjoys  
strong growth in Europe
at the beginning of the year

Source: GfK / Panel data end May 2014 vs January-May 2013

+67.4%  
increase in turnover 

for hardware

+20.4%  
increase in overall 

turnover

france United
KingdoM

gerMany Spain belgiUM netHerlandS

The European 
video game 
market

Chapter 3
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the European video game marketthe European video game market

A successful transition 8th generation consoles are growing in numbers throughout europe

Console hardware + physical console software
(end may 2014 vs January-may 2013)

IN VALUE (CONSOLE HArDWArE / PHYSICAL 
CONSOLE SOFTWArE)

IN VOLUME (CONSOLE HArDWArE / 
PHYSICAL CONSOLE SOFTWArE)

Source: GfK / Panel data end May 2014 vs January-May 2013Source: GfK / Panel data end May 2014 vs January-May 2013

gerMany

Software 6.92 M -24.1%

Hardware 0.62 M -0.7%

Total 7.54 M -22.6%

gerMany

Software 256 M€ -15.9%

Hardware 192 M€ 46.1%

Total 448 M€ 2.7%

Spain

Software 3.21 M -6.3%

Hardware 0.39 M 1.3%

Total 3.61 M -5.5%

Spain

Software 117 M€ -07%

Hardware 97 M€ 22.7%

Total 215 M€ 8.7%

United KingdoM

Software 8.64 M -0.1%

Hardware 0.89 M 59.8%

Total 9.54 M 3.5%

United KingdoM

Software 310 M€ 20.5%

Hardware 294 M€ 180%

Total 604 M€ 66.8%

belgiUM

Software 1.07 M -19.6%

Hardware 0.12 M -0.1%

Total 1.19 M -17.9%

belgiUM

Software 39 M€ -11.8%

Hardware 34 M€ 34.2%

Total 73 M€ 4.7%

italy

Software 2.88 M -12.4%

Hardware 0.32 M -8%

Total 3.20 M -12%

italy

Software 106 M€ -5.4%

Hardware 80 M€ 29.6%

Total 186 M€ 7%

netHerlandS

Software 1.06 M -14.5%

Hardware 0.15 M 1.4%

Total 1.17 M -13.1%

netHerlandS

Software 39 M€ -6.6%

Hardware 32 M€ 37.6%

Total 72 M€ 9.3%

france

Software 5.95 M -15.5%

Hardware 0.69 M 11.6%

Total 6.64 M -13.3%

france

Software 239 M€ -7%

Hardware 207 M€ 55.8%

Total 446 M€ 14%

total in volUMe

Software 29.75 M -12.8%

Hardware 3.17 M 13.6%

Total 32.93 M -10.8%

total in valUe

Software 1,109 M€ -2.7%

Hardware 938 M€ 67.4%

Total 2,047 M€ 20.4%

9.54 m
3.5%

Volume

3.61 m
-5.5%

Volume

6.64 m
-13.3%

Volume

3.20 m
-12%

Volume

7.54 m
-22.6%

Volume

1.19 m
-17.9%

Volume

1.17 m
-13.1%

Volume

604 m€
66.9%

Value

215 m€
8.7%

Value

446 m€
14%

Value

189 m€
7%

Value

448 m€
2.7%

Value

73 m€
4.7%

Value

72 m€
9.3%

Value
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Purchasing
cultural goods

(volume)

frencH popUlation cUltUral goodS

cUltUral goodS

video gaMeS

video gaMeS

Purchasing
video games

(volume)

Source: Consumer panel aged 15 and older, GfK France, 2nd half 2013Cultural goods excluding cinema, excluding film hire

Consumption  
and use
4 - 1 Purchasing 
behaviour

Chapter 4

Consumption and use

Purchasing behaviour

65%  
for oneSelf

35%  
for 

SoMeone  
elSe

54%46%48%

51% 61%

46%54%52%

49% 39%

57%  
for oneSelf

43%  
for 

SoMeone  
elSe

WOMEN

WOMEN

MEN

MEN

BreAkdoWn In % oF Buyers

BreAkdoWn In  
% oF spendInG
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intention to buy is more pronounced for video games  
than the average for cultural goods

Purchasing
cultural goods

(volume)

Purchasing
video games

(volume)

Source: Consumer panel 15 years and above, GfK France, 2nd half 2013 Source: Consumer panel 15 years and above, GfK France, 2nd half 2013Cultural goods excluding cinema, excluding film hire Cultural goods excluding cinema, excluding film hire

intentional product purchase: i specifically 
went to the shop or the website to buy that par-
ticular product.

intentional category purchase: i specifically 
went to the shop or the website to buy a category 
of product but i didn't know which one.

impulse purchase: i went to the shop or the 
website with no specific intention.

Consumption and useConsumption and use Consumption and use

15-29 YEAr-OLDS 30-39 YEAr-OLDS 40-49 YEAr-OLDS 50 AND ABOVE

video gaMeS

video gaMeS

cUltUral goodS

cUltUral goodS

frencH popUlation

BreAkdoWn In % oF spendInG

15-29 YEAr-OLDS 30-39 YEAr-OLDS 40-49 YEAr-OLDS 50 AND ABOVE

BreAkdoWn In % oF Buyers

46% 42%
20%

38%
16%

24%

20%

40%

18%
18%

26%

22%

22%

36%

18%16%

16% 16%

24%22%

29%  
iMpUlSe 
pUrcHaSe

15%  
iMpUlSe bUy

48%  
intentional

prodUct
pUrcHaSe

58%  
intentional

prodUct
pUrcHaSe

23%  
intentional category
pUrcHaSe

27%  
intentional 
category 
pUrcHaSe
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online
purchases

online
purchases

Consumption and use Consumption and use

Disparities in behaviour 
depending on the retail channel
more intentional purchases on the Internet

physical game consumer targets 
are similar in stores and on the Internet

Source: Consumer panel 15 years and above, GfK France, 2nd half 2013 Source: Consumer panel 15 years and above, GfK France, 2nd half 2013

15%  
iMpUlSe pUrcHaSe

10%  
iMpUlSe pUrcHaSe

72%  
intentional 

prodUct 
pUrcHaSe

56%  
intentional 

prodUct 
pUrcHaSe

13%  
intentional 
category
pUrcHaSe

34%  
intentional 
category
pUrcHaSe

BreAkdoWn In % oF 
volume purCHAsed

(onlIne And oFFlIne 
purCHAses For A ToTAl oF 

pHysICAl ITems)

15-29 YEAr-OLDS10-14 YEAr-OLDS 30-39 YEAr-OLDS 40-49 YEAr-OLDS 50 AND ABOVE

BreAkdoWn In % oF Buyers

BreAkdoWn In % oF spendInG

frencH popUlation total video gaMeS

total video gaMeS

online pUrcHaSeS

online pUrcHaSeS

offline pUrcHaSeS

offline pUrcHaSeS

total pHySical video
gaMeS

total pHySical video
gaMeS

7%

42%

17%

16%

13% 14% 15% 13%

15%

16%

18%

18%

19% 20% 17% 22%

20%

19%

19%

19%

16% 17% 18% 16%

19%

19%

30%

32%

33% 31% 34% 29%

29%

29%

16%

15%

18% 18% 16% 20%

18%

17%

15%

15%

21%
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Consumption and use Consumption and use

However, on the Internet, men are 
clearly more present

Source: Consumer panel 15 years and above, GfK France, 2nd half 2013 Source: Consumer panel 15 years and above, GfK France, 2nd half 2013

BreAkdoWn In % oF Buyers

BreAkdoWn In % oF spendInG

frencH popUlation total video gaMeS

total video gaMeS

online pUrcHaSeS

online pUrcHaSeS

offline pUrcHaSeS

offline pUrcHaSeS

total pHySical video
gaMeS

word
of MoUtH

0

20

15

10

5

by cHance
in a Store

Specific gift
reqUeSt

tv
advertiSing

internet
advertiSing

total pHySical video
gaMeS

WOMEN

TOTAL PHYSICAL VIDEO GAMES

MEN

ONLINE PUrCHASES

OFFLINE PUrCHASES

52% 45% 47%

42%

40% 37% 41%

49%

38%

48% 55% 53%

58%

60% 63% 59%

51%

62%

Origin of point of contact 
with the item
Top 5 sources of information about the item 
as a percentage of volumes purchased

pHysICAl vIdeo GAmes
21.1%

15.9%

14.3%

8.6%

15.3%

21.5%

18%

11.9%

11.3%

8.6%

20.8%

14.5%

15.9%

6.8%

19.8%
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Consumption and use

Purchasing motivation
Top 5 buyer motivations for physical video  
games as a percentage of volumes purchased

pHysICAl vIdeo GAmes

appearance
Style

fan of 
tHe gaMe/
pUbliSHer

price/
Special 
offer

word
of MoUtH

TOTAL PHYSICAL VIDEO GAMES

ONLINE PUrCHASES

OFFLINE PUrCHASES

0

10

20

Source: Consumer panel 15 and older, GfK France, 2nd half 2013

Consumption  
and use
4 - 2 Gaming behaviour

Chapter 4

28.3%

25.2%

15.1%

12.6%

11.5%

27.3%

26.1%

17.6%

10.4% 10.1%

29%

24.7%

13.4% 14.1%

12.5%

Specific gift
reqUeSt
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Gaming behaviour Gaming behaviour

Physical games: all games that require a CD or a cartridge
Mobile applications: games that are free or to-buy apps on smartphones or tablets
Online: multi-player modes, free or to-buy, downloaded games, games on social networks and the Internet

Breakdown of European gamers by 
platform (6 - 64 year-olds)

TABLETSHANDHELD CONSOLES

PC HOME CONSOLES SMArTPHONESFrANCE UNITED 
KINGDOM

GErMANY SPAIN

france  

44%

38%

29%

24%

31%

58% 29 M

6 
HrS

45% 22 M

9 
HrS

47%

29 M

7 
HrS41%

15 M

6 
HrS

19%

29%

22%

24%

21%

24%

19%

19%

10%

14%

13%

15%

9%

16%

9%

gerMany 

United KingdoM 

Spain 

Source: GameTrack / IPSOS / Q4 2013

Gaming behaviour
profiles of european gamers

% of gaMerS
(6-64 YEAr-OLDS)

france United  
KingdoM

gerMany Spain

nUMber of gaMerS
(6-64 YEAr-OLDS)

tiMe Spent gaMing 
per weeK (11-64 YEAr-OLDS)

15%
20%

15%
13%

36%

27% 26%

19%

31%

28%

21% 21%

Source: GameTrack / IPSOS / Q4 2013

WHAT Are THey plAyInG? (6-64 yeAr-olds)

PHYSICAL GAMES MOBILE GAMES ONLINE
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Gaming behaviourGaming behaviour

PEGI: Pan European Game Information
A responsible industry

WhaT Do ThE LabELS mEaN?
The PEGI labels appear on the front and 
back of the packaging, indicating one of 
the following age ratings: 3, 7, 12, 16 and 
18. They provide a reliable indication of 
the suitability of the game's content 
with regard to the protection of 
minors.  
The age rating does not take into 
account the difficulty of the game or 
the skills required to play it.

Simon LITTLE, managing Director pEGI Sa.

"The recent vote by the French National Assembly opens the path for 
government approval of the PEGI system and is fantastic news for our 
industry. 

Used today in over 31 countries, since 2003 the PEGI system has proven that it can meet 
consumer expectations and satisfy the industry's desire for responsibility represented by the 
600 video game companies that use it. Our system continues to develop and closely follow 
the evolution of video games and consumer gaming. These efforts have now been recognised 
through the French government's approval. This is a great encouragement for us to continue 
our work."

The pEGI age rating system (Pan-European Game 
Information) gives parents throughout Europe 
the opportunity to make enlightened decisions 
before purchasing a video game. 

Launched in spring 2003, it has replaced a 
certain number of national age ratings through a 
unique system that is now used in most European 
countries. The system enjoys the support of the 
leading console manufacturers, including Sony, 
Microsoft and Nintendo, and also interactive game 
publishers and developers throughout Europe. 

The age rating system was created by the ISFE - 
the Interactive Software Federation of Europe.

Breakdown of the European market
in value

PHYSICAL GAMES MOBILE GAMES ONLINE

Source: GameTrack / IPSOS / Q4 2013

Physical games: all games that require a CD or a cartridge
Mobile applications: games that are free or to-buy apps on smartphones or tablets
Online: multi-player modes, free or to-buy, downloaded games, games on social networks and the Internet

france

gerMany

United KingdoM

Spain

64%

65% 74%

62%

11%

10% 9%

18%

25%

25% 17%

20%
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The French 
video game 
industry

Chapter 5

Gaming behaviour

WWW.pEDaGoJEuX.Fr

PedaGoJeux.fr

oLIVIEr GérarD,
Coordinator of the PédaGoJeux Collective
 
The pédaGoJeux website guides 
parents and educators through the 
complex world of video gaming. Our 
objective is to pass on key information 
and promote best practices to help 
support children in their use of video 
games, with a particular focus on the 
importance of dialogue with the child 
about his or her gaming experience. 

Similarly to the time spent gaming, the 
choice of game according to age is a 
major concern for parents. PédaGoJeux 
strongly believes that PEGI ratings 
should be clearly understood by adults. 
They can then choose games adapted 
to the age and sensibilities of their 
children.  

In 2014, our site will evolve and we 
will increase our presence on social 
networks, multiplying meetings in the 
field with families, as we already do 
during Paris Games Week.

The website for information and raising 
awareness about video games
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the French video game industrythe French video game industry

Business models

PUBLIC

1

Design
+

Studio
+

publishing
+

Distribution

Design
+

Studio
+

aggregators

Design
+

Studio

publishing
+

Distribution

2 3

The 3 business models of video gaming
The French gaming industry

(13) Service providerS

(9)
(349)

(149)
(5)

(31)

(174)

(1,955)
(4)

(3) (147)

(112) Service providerS

(113) 
StUdioS

78% 
(2,893) 
StUdioS

92% 

9% 

(21)
29% 

12% 7% 
3% 

7% 

43% 

3% 

38% 
(2,390)
46% 5% 

4% 3% 

4% 

companies
145

companies
73

Workforce
3,127

SEcTor 
brEakDoWN  

oF deSign 
StUdioS

SEcTor 
brEakDoWN  

oF MarKeting
coMpanieS

Workforce
5,164

(19) prograMMe
pUbliSHerS

(122) prograMMe
pUbliSHerS13% 

4% 

• conSole ManUfactUrerS
• gaMeS pUbliSHerS

• coMponent ManUfactUrerS
• retailerS and wHoleSalerS

• agencieS
• SpecialiSed StoreS

 Source: Guide Du Jeu Vidéo, 3rd edition – David Téné, Pierre Gaultier – November 2013
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 alSace.
 companies: 0.
 staFF: 0.

 nord-paS-de-calaiS. 
 companies: 13. 
 staFF: 790. 

 brittany.
 companies: 5.
 staFF: 32.

 payS de loire.
 companies: 7.
 staFF: 68.

 poitoU-.
 cHarenteS.
 companies: 5.
 staFF: 37.

 aqUitaine.
 companies: 7.
 staFF: 216.

 Midi-pyrénéeS.
 companies: 3.
 staFF: 59.

 provence-alpeS-.
 côte d’azUr.
 companies: 7.
 staFF: 141.

 langUedoc-roUSSillon.
 companies: 7.
 staFF: 287.

 aUvergne.
 companies: 3.
 staFF: 72.

 bUrgUndy.
 companies: 1.
 staFF: 3.

 liMoUSin.
 companies: 0.
 staFF: 0. 

 centre.
 companies: 0.
 staFF: 0.

 baSSe-norMandie.
 companies: 0.
 staFF: 0.

 HaUte-norMandie.
 companies: 0.
 staFF: 0.  picardie.

 companies: 1
 staFF: 2

 cHaMpagne-.
 ardenne.
 companies: 1.
 staFF: 5.

 lorraine.
 companies: 0.
 staFF: 0.

 francHe-.
 coMté.
 companies: 0.
 staFF: 0.

 ile-de-france.
 companies: 129.
 staFF: 3,773. 

rHône-alpeS
 companies: 23.
 staFF: 527.

 corSica.
 companies: 0.
 staFF: 0.

Map

the French video game industry

 Source: Guide Du Jeu Vidéo, 3rd edition – David Téné, Pierre Gaultier – November 2013

*referenced in the Video Game Guide (excluding specialised stores, pressers, training companies and the media)

regional distribution of creative and  
marketing companies*
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Chapter 6
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sell stands for the syndicat des editeurs de 
logiciels de loisirs, or the union of video Game 
publishers. 

sEllsEll

The missions of SELL

created in 1995, SELL is France's 
national organisation representing 
video games publishers and software 
manufacturers. Today it has around 
thirty members representing over 95% 
of the sector's turnover, according to 
the GfK panel.

SELL promotes and defends the 
collective interests of interactive 
programme publishers in different 
domains where there products are 
used (on- and offline) and within the 
different professional economic or 
legal boundaries concerning them, 
contributing to the market's structuring 
(ratings, promotion of the profession, 
anti-piracy, press, etc.) and its 
recognition by all professionals, public 
authorities and consumers.

SELL expresses our industry's desire 
for responsibility: the pEGI rating 
system, and pédaGoJeux.fr, an 
informative tool for parents.

SELL aLSo orGaNISES EVENTS For our 
INDuSTry:

The European trade fair:  
IDEF – www.idefexpo.com

The general public exhibition:  
parIS GamES WEEk 
www.parisgamesweek.com 
(245,000 visitors in 2013)

professionals
research - Information

Public relations 
IDEF

public
PEGI - PEDAGOJEUX

Fighting piracy

public  
authorities

Government 
Institutions 

European Union

Gamers
Paris Games Week

Information - News - 
Prevention
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sEll

SourcES
Market: GfK / Panel data at end May 2014

Purchasing behaviour: GfK / Consumer Panel, 2nd half 2013

Source: Gametrack / IPSOS / European Summary Q4 2013

French video game industry data: Guide Du Jeu Vidéo, 3rd edition – 
David Téné et Pierre Gaultier – November 2013

Members of SELL

505 Games
Activision Blizzard

Bandai namco Games
Bethesda

Bigben Interactive
Capcom

disney Interactive
electronic Arts

Focus Home Interactive
Game one

Innelec multimedia
Just For Games

king
koch media
konami 
microsoft
nintendo
orange
sega
sony
square enix
Take-Two Interactive
ubisoft
Warner Bros Interactive
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WWW.SELL.Fr

Emmanuel martin
General Delegate

e.martin@sell.fr

Anne Sophie montadier
Communication and Press relations Manager

as.montadier@sell.fr


