g*uo:“ﬁgo..0..0..0..0.ooloolooloolooloolooloolooloco I
—MAHEEAIVEI—FIVI—FTA AV M 2R HBZE &

Greetings on the Occasion of the Publication of the 2013 CESA Games White Paper
Shin Unozawa, Chairperson, Computer Entertainment Supplier's Association

rEEogg]b‘soHEEﬂiz....0.......l.....l.....l.......... 2
BRE|HI—I—FIESF—LRA TR - 7OF2—Y— YIJHD .39

30th Anniversary of the "Nobunaga's Ambition" Series
Kou Shibusawa, General Producer, Tecmo Koei Games Co., Ltd.

F=LZIREREICH)

~5— L0 MRBERIFIE] & [BHRICE D] BREMDABTICHATS < < =« oo cceee e 20
IUMEEAE IEER BIE Y« b - 7dEO

What is Gamenics?

— User-friendliness and the Fascination of Games to People in Other Fields —
Akihiro Saito, Professor, College of Image Arts and Sciences, Ritsumeikan University

XA RSAITDIHRZET 7 YV DBERD SIRDIEDTHD ¢ o e v v v eeceeccoccccssce 40
MRatttd #RE JOV I MEER Bk TIE R

Looking Back on the Days of Mega Drive from the Perspective of its Fans
Tadashi Takezaki, Department Manager, Customer Relationship Managementand Business Development Dept., President's Office, SEGA Corporation



B1E U—LU0EBE

Chapter 1. Guidance for Game Newcomers

1. REICHBIBIT—LIDEE o e o0 eoeoococcns

Definition of "Game" in This Publication

2. F'—LICFT 2ZEBMDEIL - SHEICDNT e o 0 o000 o e

Evolution and Differentiation of Game-Related Names

3. AEICBIFBR[AYSA VT —LIDESE o0 v 0 coeoeos

Definition of "Online Game" in This Publication

4_ f—hx—ﬂ—@%ﬁﬁﬁ*§m°"""""""'

Corporate Organization of Game Software Manufacturers

5_E—ijhb‘\‘ﬁiéivoc.o-oc-oc.o-oo-oc.

Production of Game Software

6.E—b@iﬁﬁ*§ﬁ°"""""""""""

Distribution System for Games

1. REAT—L (NI —2) OFBDMLHEd, ¢ ¢ ¢ o000 o ¢

Distribution system for household games (packages)
2. REAY—LHETOSY DO~ RiRFEOSY D O~ K@D HHd

Distribution system for the downloading of games for household game units

7. Y= u)bRy NI— 5 — O IR ARG « o o o o o o o

Market Structure of Social Network Games

8_E—Aosﬁmﬁﬁmmb\‘bococ.o.o-o-ococ.o.o

Expansion of the Use of Games

9. RERT—LFFRICEATDINT AN c e oo e ce

Quiz on the Household Game Industry

66

68

72

74

75

76

76

77

78

79

80




$28

SREOHE

Chapter 2. Outline of Survey

1_%HE@EE’\JB&GE&E.c.oo.c...c.oo.c...c.o

Purposes and Types of Researches

2_ T—Atﬂﬁ.ﬁi%*ﬁ*ﬁ%ﬁ;gjﬁgoco.ocooco.ocooco

Research on Shipments and Market Scale

3. BHRS—LYVIIL0I2FKIEERFHE ¢ o o c 000000000 e

TOKYO GAME SHOW 2012 Visitors Survey
4'20130ESA—,§;$5§%§]§§...........C......

201

3 CESA Research on the General Public

(£%) [BE] 2013 BEY — A1 —Y—37E

(Ref

erence) [Korea] 2013 Research on the Korean Game Users

5. HEMIR - TISHIRT — S DWETTiE e o o o 0o 0000000 v

Methods for Estimating Shipments and Market Scale

1.

2.

ﬁﬁ%ﬁ*ﬁ@}ﬁg‘fﬁ;ﬁoccoo..occco...occo..

Estimation of shipments

Hﬁ%*ﬁ*ﬁ?ﬁg*oco.c.oc.co.c.oc.co.c..c.

Estimation of the market scale

82

83

86

87

89

89

90



B3 RITARTAYIR/Hiel' Part 3. statistics

EB3E 2012FRERY —LLERIR - ERTHISRIRERE

Chapter 3. Summary of 2012 Household Game Shipments/Scale of Domestic Market

-I_%’Em&—htﬂﬁﬁgﬁ;ﬁ*ﬁocoocolo..0..0-0..0..0-0..0.0

Amount of Household Games Shipped

1.
2.
3.
4.

RERT — LBLERERRR (ERN+EHN) e o ccc e ce

Gross amount of household games shipped (domestic + overseas)

FERYT — LEFERI \— RO T 7 BEEa iR (ER+E5) ¢ o o 000000

Amount of hardware shipments by household game machine type (domestic + overseas)

KERYT — LERERIY T bD T 7 HEERERE (ER+EHN) e o0 0o

Amount of software shipments by household game machine type (domestic + overseas)

EPY - BRI — LIRS « ¢ oo e oo oo

Amount of household games shipped for both domestic and overseas markets

2_g’&m&—h@wﬁi%;ﬁ*ﬁ.....0-0..0..0-0..0..0-0..0.

Domestic Market for Household Games

3. KERS'—LESERAY DY 0— RIRGEY—ERICKD S —LT TV YECEEIL °

Trends in Game Contents Sales through Downloading from Online Sales Sites for Household Games

4_g’ﬁmf—b%ﬁrﬁgiﬂﬁoc00.co.lco.lco.lco.lco.l.o

Trend of Household Game Industry

1

2

.20]2&'}-?4‘/7‘%%%5&[0.0-ooo.coco-ooo.c.co-o-

Game titles rated in 2012

94

94

95

96

97

98

29

100

100

ﬁrgﬁﬁbﬁ—AFﬂ;ﬁ%Eocl...000.cl..ooo.ccl..ooo..clo101

Development costs for household games

VI




F4E XERY—LEAHERIR

Chapter 4. Domestic Market for Household Games

1. RERT —LHEERIENTIERIR » o o 0 00000000

Domestic Market by Household Game Machine Type

-ll}\—'\“'jl?—}—yji\'j]:?oco..occo..occo

Hardware and software

2_/\—l\“'jIT..............CCCCCC...
Hardware

8. yjl\ljlyoco.co.co.co.......c.oc

Software

FE5E RERY—LLERIER

Chapter 5. Shipments of Household Games

104

104

105

106

VI

1_@Wtﬂﬁo;ﬂ*ﬁoco...oc.co...occc...oo

Domestic Shipments

-llm}\—H'jI?Hjﬁ;ﬁl$§occcooo....occcco

Domestic hardware shipments

2. W‘/jh'jl?ﬁﬁ;ﬁ*;'"""""""'

Domestic software shipments

2_55%&?%‘0);%*;oc.oo.c.c.cooo.c.c.cooo

Overseas Shipments

-ll;‘@%/\—'\“'jl?ﬁﬁ%ﬁ*%oc.oc.co.c....oc

Overseas hardware shipments

2. ;%ﬂyjh'jl?ﬁﬁ;ﬁ*;'"""""""'

Overseas software shipments

108

108

110

112

112

114



E A8 CESAVY—55 )25 =% Part 4. CESA Marketing Data

B6E REARY—LI1I—Y—0OFm

Chapter 6. Trend of Household Game Users

1. RERT—LIN—ROIT7DERFIRTT » ¢ 0000 v 0o

Ownership of Hardware for Household Games

1.
2.

2_?‘Emf-hojlj{:{kiﬂl-cooooooooooolll--

RTE/N\—PFDI7  BEFERA/\—RDIIeeececececene

Hardware ownership/Hardware most frequently used

E%A%EE@}\_I\“TITI-oo.-oolcoolooolo

Hardware the respondents wish to purchase

Playing Household Games

1.

2
3.
4

VIR DITEEARG 00 0 e

FEET—LI )b oo oo

Favorite game genres

.bx—L\jl-//r}f\E\El-ooooolloooooolloooo

Frequency of game playing

bx—Ajl_//rH%FEﬁl'c.ooooooooooo..llll

Duration of game playing

Tendency of software purchases

120

120

121

122

122

123

124

126

\all




B78

—RRERED T — LT LA Hm

Chapter 7. Trend of Game Playing by the General Public

1. RERY— LSNMALEBERBALRE - - - < oo oo eo s

Population of Household Game Players and Potential Demand

1.
2.
3.
4.

2. ﬁ@ﬁﬁbﬁ—h/\— F'j]:?d){%ﬁl{ﬁiﬂ e o0 0000 000

ﬁr&ﬁﬁbﬂ—A%ﬂuqkiﬁocccooo.....occ.cooo...

Experience of playing household games

%Eﬁﬁﬁ—_&%ﬂu*u;ﬁg‘roc...o.c...o.c..oo.c

Estimated population of household game players

ﬁrﬁﬁﬁ&—h%tju%noco..cc..c.o.c.

Intention to play household games

%Eﬁﬁf—hgﬁgﬁ%ﬁocc....oooccc..

Categorization of customers of household games

Ownership of Hardware for Household Games

1. ERARENREED KULAREIE = = o oo v coooe oo

Hardware ownership rate and utilization rate by age

2. N\—=FRII7RIRENREERSIUBAREZER « ¢ ¢ o 00000 0o

Hardware ownership rate and utilization rate by machine type

3_gﬁm&—hapgﬂuﬁoﬁrﬂjoco..coo.co..co..co..

Trend of Non-active Players of Household Games

FKERT —L7ZUIEV - UIELKIEDTCEIFEH © ¢ ¢ ¢ oo 000 o o

1.
2.
3.

4.b"—bé%ﬁﬁo)*umqﬁiﬂoc.cooooc.cooooc.cooooc.co

Main reasons for not playing household games

REAYT —LEUEL - U<l EMIRE » o o o o o o o

Specific reasons for not playing household games

KEEFT — LB DR CHERERT — 72 UIEW) - URLIE o e 15 EH

Main reasons for not playing household games by categorization of customers

Usage of Games in All Categories

1.
2.

leA@rb”_L\Jéébuﬁococococooooooooc.c.c.c.c

Game participation rate

I[C%ljﬁﬁ?éf—bjfxy&jj——h e e 0606006060000 00000 00

Game platforms mostly used

128

128

129

130

131

132

132

133

134

134

135

136

137

137

138



BB8E VY-YvII-L/A¥=NI2Y9TVYMAIS—L/F V545 - LOBH

Chapter 8. Trends in Social Games, Smart-phone/Tablet PC Games and Online Games

'l_‘j—y-‘—;}bb"‘—h@%ﬂuqfiﬂocccoo.oocccoo.oocccoo.oooco']40

Playing of Social Games

1. SNS BEUY = v LS —LOFIFRIT « = o e oo e e e oeccecceee 140

Usage of SNS and playing social games

2. y_:/‘V)L/bL‘__L\@%jJD:IﬁERocooooooc-c.coooococ-c.coo141

Playing of social games

3_ y—:/v)bbr—AajijjJD%iD oc.c.c.oooc.c.c.o.oo.c.c.o142

Intention to play social games

2. AN — I‘jﬂ'y' gjl/‘y I\ﬁljb;_bmézjﬂuilﬁiﬂo e e 000000000000 00 ]43
Playing of Smart-phone/Tablet PC Games
1. AN—hT2Y  FTUw NAFS—LDOBHMRR « o o o o o 0o oo seas 143

Playing of smart-phone/tablet PC games

2. AX—RTFY  FTUY NAFF—LOSHELL =+ » ¢ ¢ o000 ooeees 144

Intention to play smart-phone/tablet PC games

3_Zya{yb“‘—ba)%z]uqk;ﬂocco.occo.oocoooocoooocco.o]45

Playing of Online Games

'|.Z’)E%)b&—Angﬂuﬁiﬁocooccooco.oco.oco.ocoocco145

Playing of online games

2_ z—yf/(\/br—A@%jjJD%iﬁ..'.'.'.'.'.'..'.'.'.'.'..146

Intention to play online games

4. V=9v)i—L/AI—T4Y - 5TVYNAB T =L/ F V54 05— LADEE- BB « « « 147
Trends in Distribution and Development of Social games, Smart-phone/Tablet PC Games and Online Games
1. V=99 —L/AR—=8T 5> - 5Ty MAFT =L/ TV 5A VT —LDECEEE « « « 147
Trends in distribution of social games, smart-phone/tablet PC games and online games
2. V=)W —L/AX—=rT#> - 9Ty NI T =L/ F V54 V0 —LDBRFEEE « » « 148

Trends in development of social games, smart-phone/tablet PC games and online games




Xl

% 5 EB 0‘—!;55‘@7—9‘? _ 775'—9 Part 5. Games Market Statistical Data

FOE BHADY—LHhiEOEM

Chapter 9. Trends of Overseas Game Markets

1,2012E0)5§ﬂﬁ2—bfﬁj‘%0)§brﬁl--ooo--cooo--cooo-

Trends of the Overseas Game Markets in 2012

].*@f—AFﬁ%@E}Jrﬁ]l-llooooooocoll..ooo

Trend of the United States game market

2‘ H{‘y@f—b\ﬁi%@;}]ﬁl-ooo.lcoooolc

Trend of German game market

XN{)OD&—AFE%@EBFEJ ® © 0o 0o 00 0 0 0 0 0 0

Trend of Spanish game market

. Z‘ayﬁ‘@ﬁ_ikﬁii’%a)éﬂrﬁ_‘"".""'.'

Trend of Dutch game market

Trend of Swiss game market

-th’X@bg_L\Fﬁi’;-jo)EbrE_]'"'........"

Trend of northern European game market

3
4
5. AAADT — LHGDEE © » o ¢ o o000 e oo
6
7

| [BE] 2012 EHRDY — LTHSHIEIE < < o« - -

[Reference] World game market scale in 2012

2. [BZ] 201 1F0:BHNY'— LTSOEE < « « ¢ o o o o

[Reference] Trends of the Overseas Game Markets in 2011

].ﬂfg‘wbr—hﬂii%@iﬂrﬁj----....-....

Trend of Canadian game market

2_%@T—Am%@éﬂﬁ--------------

Trend of Korean game market

8.ﬁ;’%@bg—L\r‘ﬁi;ﬂEj@EjJrﬁ_]--------------

Trend of Taiwanese game market

152

152

158

160

162

163

164

166

168

168

170

172



£108 EADY—LEEHISZOEmN

Chapter 10. Trend of Domestic Game Market

.I_g’ﬁmf—b@wpﬁ%o)arﬂ]occo...occo...oc

Trend of Domestic Sales of Household Games

].H%E&%%ojiﬁﬁyoco....occco....occc

Transition of monthly sales

2. Vv UBIERIBRFEAR ¢ o o e e e oo oo e e

Annual sales by genre

2. H'— LEPIMHEE - BBSADBIE - o = o o v 000 v oo

Trends of Game Specialized Magazines

3. FBAT7I1—AAY PERFOTIEHIRE < o o o 0 0 0 0 0o o

Commercial Amusement Industry Market

4_ Hﬂfgyjh'jljﬁﬂij%a)ﬁﬁoc.co...occco...o

Trend of Video Software Market

176

176

178

179

180

181

Xl




% 6 EB ?j%ﬁﬂ Part 6. Reference Materials‘

E11= EEEEE |

Chapter 11. Research Materials

]_EE]E%E$.c-.ooocc-..oocc-..oooc-..oooc-..ooo 186

Survey Specifications

'|.f_Aﬁﬁ.m%%ﬁ*ﬁiﬁmggﬁﬁoc.o-oo-ocooc.oc.o-oo-oco186

Research on shipments and market scale

2'ﬁﬁ_%.....l....l........l....l....l...l....202
References

£12E CESAY—L7—hA4TR

Chapter 12. CESA Game Archives

]. %E%&-Atﬂﬁ%@ﬁ}ﬁ%ﬁ(]996~20]2E) e e 0 0000000000000 204
Changes in the amount of household games shipped (1996-2012)

2. KERY — LENTISFRER (1996 ~20124F) ¢ e e o e oo oo oo oo oe 205
Changes in the domestic sales of household games (1996-2012)

3. }\_HTITEDI_EJQE%%(EOO]NEO]EQE) o000 0000000000000 206
Chronology of the hardware trends (2001-2012)

4. }\—IQIjI?gE-I-HjT—IDﬂoccccccccooooooooooooooooo 207
Accumulated number of hardware shipments

5. BRIV VTA MUENEEFER (2001~ 20124 ) o o e oo e o000 0o oo 208
Chronology tracing domestic trends of million-selling titles (2001-2012)

6. W@{‘%E|ijﬂjﬁ9/rl\)boc----....oooooooocccc-o 212
Past domestic million shipment titles

7. WRERS UL VWS A NUERAHEN) o o oo oo oeeooesoses 218
Past international million shipment titles (domestic + overseas)

8_ W@{%yu_jiujylﬂﬁ94|\)lj.................... 230
Past domestic million shipment series

9. HFEERYU—XIUF 2V HESY A I\JIJ(IWJr,@\L)' eeccecccceno e 233
Past international million shipment series (domestic + overseas)

]O. }*_*{tCESAI{E% 9/{ F)L/(EOO]NEO]EE). ® © © 6 0 0 0 0 0 0 0 0 0 0 0 236
Past CESA award-winning titles (2001-2012)

]].ﬁﬁODH\EH&_AFﬁE¥§%1$..llll................'.248

Maijor game-related organizations in the world

]21@%@%737 AE@ /r/\/|\ ﬁﬁﬂgﬂocooocoo-co.-co.-coo250

Major international game events and conferences

18. ¥—LIUIAG—BRDIHDFLHERRE (BAEN) < = ¢ oo 000 e oo 252

Major educational institutes to train game creators in Japan

]4. CESA@@@;}(QOO]NQO]SQE).............l...l.... 254

History of CESA (2001-2013)

]5 CESAO)%{T%%EQco.co.co.co.co.co.co.coocoocoo 256
CESA publications

Xl



