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Rappel méthodologique

The SNJV report
provides a
representative picture
of the sector. It is
concerned with the
production activity of
its nationals, their
economic and
financial health, and
employment. The
survey of 1200 verified
and qualified
companies (excluding
associations,
specialized public
support systems, and
educational
establishments) took

place between May 3
and June 30, 2021. The
questionnaire was
distributed by SNJV
with the support of
regional video game
associations. The
questionnaire was
self-administered
online. The rate of
participation reached
17%.

In this report,
whenever
"companies" are
mentioned, reference
is made to all
respondents to the

survey, regardless of
their primary activity
(publishing,
development).
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PRODUCTION AND THE ECONOMIC FABRIC PRODUCTION AND THE ECONOMIC FABRIC

Percentage of video game Distribution of video game companies by region*
companies by region
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Production activities dominate the sector Consolidating the economic fabric

PRIMARY ACTIVITY AMONGST COMPANIES WHICH RESPONDED

An increasingly substantial network of businesses focused on production activities

55.8%
° (o
Bl Developers Sr]:gr(;r:ﬁg: figgfs 46.1 %
I Publishers/Distributors old as of 2021 of companies were

older than 5 years old
in 2019

Presently, 2/3 of video game
companies in France are e

development studios DEVELOPMENT STUDIOS BY
YEARS IN EXISTENCE

This is the result of a cultural

heritage that encourages creation. - Less than 2 vears
Equally, it is the result of the work of v

schools and universities in the
territory, which cultivate talent within 28.2% Between 2 and § years
the industry. It is ultimately the direct

outhme of a veritable boom in 34.4% Between 5 and 10 years

creation.

21.4% More than 10 years




PRODUCTION AND THE ECONOMIC FABRIC

The majority of studios are focused on the
production of independent video games

TYPES OF GAMES -
e
DEVELOPPED BY

STUDIOS Casual

AA
Serious Games 799,

AAA 16.3%
Hyper-Casual

PC remains the preferred platform for studios

48.4% 48.4%

o,
. o

Tablets Home consoles Other Portable

Smartphones platforms consoles

(including Nintendo Switch)

PRODUCTION AND THE ECONOMIC FABRIC

A growing production of video games

PRODUCTION

in 2021
+16% compared to 2020

92% ..o

original creations

up from 75% in 2020
And 75 0 titles

wilbe ON the market in2021

that is 55% of the production undertaken

967% 2.3

of studios developing a games on average
game this year are developed per
developing at least 1 studio in 2021
new IP-

* intellectual property
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Industry trends More and more studios are looking to publishers

VIRTUAL REALITY & 53%

Nearly 1in10 development Nearly 15% of development of development studios
studios are working on a VR studios are working on an AR resorteclln%gl publlsh§ 9 O/
game project game project versus o
in 2020
120 VR GAMES .- 60 AR GAMES are
currently in development in currently in development in (o)
France in 2021 France in 2021 47 /o

of development studios
marketed their games

ESPORTS themselves..s 60 %

in 2020

12.5% -

studios have at least 1
competitive game in
their catalogue

A SIGNIFICANT INCREASE A shift in favor of
publishers : a little

over half of all

development studios
state they do not
market their games

themselves, but
rather rely on
publishers to market
their games

a%

of studios integrate
blockchain in the
development of their
games
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A digital distribution

GAME DISTRIBUTION PLATFORMS IN 2021

Steam reinforces
its domination

Epic Games confirms its
position as a front-end
competitor, and ltch.io makes
a place for itself in the PC
distribution landscape.

gp &
[5-2)
Nintendo eShop

consolidates its position

With the success of the Switch,
the Nintendo eShop has
become an attractive option to
the point of supplanting the
PSN for French studios.

PORTABLE
CONSOLES

E TABLETS/SMARTPHON

~, —
N Amazon still
challenging Apple
and Google

Google Play now more
appealing than Apple's App
Store as a mobile game
platform.

)
(2)
(8) Ouya shop, Leap Motion, Play Market, U Play
(4)

GOG, Gamesplanet,
Epic Game Store
22.3% ltch.io
511.7:% INBIOWSERgC Mes”
Mac App Store
8.7% Dedicated site

AU Physical media (CD, DVD, Blu-Ray)
A A Other®

Google Stadia

I 1.9% Facebook

Nintendo eShop

Microsoft Store

24.6% Playstation Store

12.6% Physical media
S-d% Game Pass

I 1.7% Other®

Nintendo eShop

Physical media

M11% Other
0% Playstation Network

93.5% Apple Store

100% Google Play Store

12.9% Amazon App Store

(4)
9.7% Other*

(1) Flash and in-browser games (Kongregate, BigFish Games, Miniclip...)
Cloud gaming, VR stores, B2B distribution, Windows Store

4) Phone service providers, Amazon Appstore, Microsoft Store, Facebook Messenger

Steam

Gamersgate, Humble Bundle...

PRODUCTION AND THE ECONOMIC FABRIC

411%
SHARE OF )
PRODUCTION AID o
USED BY i 225
DEVELOPMENT 201%  18.9%18.9%
STUDIOS
42% 4.3%
e
FAJV Regional CIluVv CIR European
aid funds aid funds

(Creative Europe)

N 2021 EE 2019

BUSINESS
MODELS
ADOPTED BY
DEVELOPMENT
STUDIOS

In-game
ads

Premium is down compared to
2019 (where nearly 60% of studios
preferred it) in favor of freemium,

which has gained 10 points in 2

yeadrs. Premium nevertheless
makes up 41.5% of the catalog of
French studios versus the 20.4%
of freemium.

Premium Freemium
service

s = 3.3%

Paid upon Paid upon Episodic  Other(1)
purchase, no purchase with purchases
additional additional
content content

Self-funding still makes up almost half of the production

budgets committed by studios: o)
nevertheless in decline (50%) 4801 /O

BREAKDOWN OF

FINANCING METHODS o . .
FORDEVELOPMENT | o 7 18.5% Publishers
STUDIO BUDGETS 48 1% — Regional aid

Self-financing . Bank loans

"""""" Other

5.9% FAJUV

: s C|~.JV
T 0.6% Crowdfunding

R 0.4% European aid

" MEDIA Program, CIR

Subscription

17
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CHAPTER 2

Employment

Stabilization of long-lasting, skilled
employment

AVERAGE TOTAL STUDIO BREAKDOWN OF WORKFORCE ACCORDING
WORKFORCE SINCE 2014 TO JOB CATEGORY

41% Technology
272 208 °

304
26.7 i
257 26 Design
22
I Management

2014 2015 2016 2017 2018 2019 2021

Editing & 21.5% Visuals
Support

BREAKDOWN OF STUDIOS BY FTE (FULL-TIME
EQUIVALENT EMPLOYMENT) BRACKET

40.0% Between1and 5 FTE

Between 11 and
30 FTE

More than 30 FTE 13.0%
29.0% Between 6 and 10 FTE




EMPLOYM

Gender diversity in the industry

Strong growth in the proportion of women in the industry
[ ]

SRR R RS versus
22% 1585000 SIET-TA
women L0200 But only
in development +3 points

1%

women in company

management in
2020

e

Dynamic job creation that
continues to endure

Within development
studios

||||||||||||

permanent
contracts

B permd™ritempdrpprenticeship

s D80 . 800

new jObs were created by the end of 2020

oruhid 80 - 650

were involved in game development

CHAPTER 3

Companies
and their
Economic and
Financial
Situations

21
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Company revenue experiencing growth :
A larger volume of studios outperforming

BREAKDOWN OF STUDIOS BY REVENUE

61.7% Less than €300k
18.1% Between €300k and €1M
Between €1M and €5M
Between €5M and €10M
More than €10M

20%

+ 5 points

€M

revenues in excess of

BUT THE COMPANIES' FRAGILE SITUATION PERSISTS

46.2% 46.2%
42.3%

36.5%
29.0% 29.0%

At a deficit

247% 24.7%

II 21-2%

At equilibrium

At a surplus

HN 2018 W 2019 2020

Studios are feeling the impact of the health crisis,
resulting in 36.5% of them saying they are running at a
deficit in 2020 - a rate which has not been reached
since 2014.

FINANCIAL
SOURCES OF THE
COMPANIES
INTERVIEWED

A continually strong
interest in the private
funding of growth

Fundraising
8%
(o)
raised funds in 2020

28%

intend to do so in 2021

Various financial sources behind
company growth

80.0% Private equity

58.1% Holdings
371% Bank loans

21.9% National aid (BPI, PCE, ACCRE..)
113.3% Young innovative company

1.4% Capital investment

Regional aid

Other

I XA Video game participatory advance funds (IFCIC)

iy Crowdfunding

Banks are more
involved with
development studios

Bank loans

37%

borrowed loans
+14 points since 2019

51% 12%

are approved are approved
with ease with difficulty
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CHAPTER 4

The Impact of
Covid-19 on
the Industry

THE IMPACT OF COVID-19 ON THE INDUS

Un impact financier globalement négatif

THE EFFECTS OF THE HEALTH CRISIS ON
COMPANY REVENUES
Les entreprises ayant connu un impact
positif ont vu leur CA croitre en
moyenne de

Negotivz impact 1 7%

Les entreprises ayant connu un impact
négatif ont vu leur CA décroitre en
moyenne de

38.0% ‘. o
o 39%
Positive impact

Un avis mitigé sur les aides mises en place
520/ des entreprises pensent que les aides et
O dispositifs de soutien proposés par le
gouvernement étaient adaptés

LES DISPOSITIFS D’AIDES PLEBISCITES PAR LES ENTREPRISES DU SECTEUR

50,9% Prét de trésorerie garanti par I'Etat

40,0% Délais de paiement d'échéances
fiscales et/ou sociales
32,7% Chémage partiel

Fondé de solidarité

Rééchelénnement des crédits bancaires
Ajide Giu pciement des loyers

1,8% Méaiotejur du crédif:




Des conséquences variées sur lI'industrie

IMPACTS DE LA COVID SUR LA PRODUCTION

jeu(x) vidéo

26,7%

Ralentissement Mise en
dela stand by de
production discussions

avec des

editeurs

96,5%

des entreprises
pensent que la crise
aura un impact sur
leur activité en 2021

Report de
sortie d'un

ou Annulation de
plusieurs commandes de

prestations de

services Annulation

d'un projet
de

production

20,7%

Pas d'impact

IMPACTS DE LA COVID SUR
L’'ORGANISATION DU TRAVAIL

Besoin plus
important d'écoute
de la part des

salariés

Difficultés de
recrutement

Pas
d'impact
52,6% 45,7% 36,2% 20,7% 121%
Baisse de Investissement Autre
la productivité complémentaire

pour I'équipement
en télétravail

NATURE DES IMPACTS DE LA COVID
SUR L’ACTIVITE DE 2021

18,2% 15%
Croissance Accélération
de l'activité de I'activité

Ralentissement
de l'activité

» Baisse du moral

« Développement du télétravail

« Difficulté de management des équipes a
distance

« Rallongement du processus décisionnel
« Difficultés de recrutement

« Baisse de la productivité

21,2%
Autre

Outlook

27
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OUTLOOK

Un optimisme renforcé malgré le contexte
de crise sanitaire

8 9 O/ sont «trés confiant(e)s» et «plutdt confiant(e)s»
O vis-a-vis de leur entreprise

+6 points
60,0%

28,7%
Trés confiant(e)s Pas confiant(e)s du tout

9 4 O/ sont «tres optimistes» et «plutdt optimistes»
O vis-a-vis du secteur vidéoludique francais

+9 points
64,3%

30,4%
Tres optimistes Trés pessimistes

LA SITUATION DES ENTREPRISES DANS L’ANNEE A VENIR VA...

nettement légerement : . légerement
s'‘améliorer s'améliorer se maintenir se détériorer
|
33,9% 27,8% 06% [}

0,9%
nettement
se détériorer

LA VISIBILITE FINANCIERE DES
ENTREPRISES RESTE FAIBLE SUR LE

LA SITUATION DU CHIFFRE
D’AFFAIRES AU 12 PROCHAINS MOIS

DES ENTREPRISES VA... MOYEN TERME
6,0%
16 - 18 mois
1-3 mois
22% SE MAINTENIR
12% 'ZIORER 77777777
4 - 6 mois
37,3%
10 -15mois
7 - 9 mois

OUTLOOK

France remains the more attractive option
for French studios

think that France is an
appealing country to
grow their businesses

83%

+4,6 points compared to 2019

THE 10 COUNTRIES DEEMED THE MOST APPEALING BY FRENCH COMPANIES

47% United States

45% France
26% China
20% Canada
% Japan
Germany
England
Brazil
6% Russia

20%

26%

29
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Created in 2008, following on from the
Association of Multimedia Works Producers
(APOM), the French Video Game Trade
Association (SNJV) represents companies and
professionals throughout France's video game
industry. It works for the promotion, growth, and
competitiveness within the industry, as well as
for the appeal of the territory. The SNJV's
objective is to enable video game production
companies established in France to accelerate
their development and sharpen their
competitive edge amongst strong international

competition.
[ ]

Contact

contact@snjv.org 46, rue Saint-Lazare

75009 PARIS
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