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Dining with
a difference in Paris

The pleasures of 
fine food, good 

company and lavish 
hospitality that are 

synonymous with 
French restaurants 

continue to captivate 
foreign visitors, but 
there is nothing like 

a dash of novelty 
and imagination to 

create a unique dining 
experience. Whether 

you prefer discretion, 
creativity, glitz or 

seclusion, Paris is 
brimming with quirky 
and unconventional 
eateries. How about 

an unforgettable 
reception at the 

heart of the famous 
Maison Baccarat, a 
musical dinner with 

opera singers, an 
exceptional lunch 

where painting, 
sculpture and music 
can be savoured side 

by side, or a meal 
entirely in the dark? 

Whatever your fancy, 
Paris has plenty to 

whet your appetite! 
French gastronomy has found 
a new ingredient, offering 
diners a taste of the unusual. 
Several restaurants have chosen 
to combine originality with 
whimsy to offer innovative 
and unorthodox spreads. And 
who can argue that the finest 
food served up with intellectual 
stimulation is not the perfect 
recipe for a magical evening! 

The world renowned Maison 
Baccarat, a mythical name which 
chimes like crystal, is located 
within the exquisite hôtel de 
Marie-Laure de Noailles in Paris’ 
16th arrondissement and has 
called on the talents of designer 
Philippe Starck to remodel its 
rooms, including the famous 
Cristal Room, a hallmark of French 
excellence. Located on the first 
floor, the Cristal Room Baccarat 
restaurant offers delicacies 
by the world-class Michelin-
starred chef Guy Martin. The 
interior design is remarkable for 
its extravagance, decadence 
and trends: stylish baroque with 
rows of crystal chandeliers and 
candelabras; marble statues, 
gilded mirrors, wood, brick and 
panelling combine in perfect 
harmony. The cosy Salon Rose, 
with its private balcony, is 
spectacular and the hospitality 
exudes charm, appealing to a 
refined, international clientele. 

As its name suggests, the Parisian 
restaurant Dans le noir (In the 
dark) plunges its guests into total 
darkness. This original concept, 

which takes customers out of 
their comfort zone and reveals 
new sensations, requires visitors 
to eat in complete darkness so 
that they can concentrate on 
their senses of smell, taste, touch 
and hearing. In the dark, only 
the odd noise and whisper can 
be heard as the diners discover 
their surprise menu. These 
unconventional meals, served 
by partially sighted people, vary 
with the seasons and customers 
only learn what they have eaten 
upon leaving the ‘dark room’. 
With over 150,000 visitors since 
opening in 2004, Dans le noir has 
successfully recreated this unique 
sensory experience in London, 
Barcelona and Saint Petersburg. 

Upon entering the Bel Canto 
restaurant, diners are immersed 
in a gilded atmosphere with 
shades of saffron and fire. 
Every evening, a group of 
musicians, opera singers and 
pianists, whether professionals 
or students at the conservatoire, 
have two roles: to serve 
customers and to sing a selection 
of the greatest operatic arias. The 
Bel Canto is a unique restaurant 
where two worlds meet: opera 
singing and gastronomy. On the 
programme are Verdi, Puccini, 
Mozart, Offenbach and Satie. 
From table to table, while holding 
out a plate or serving a drink, 
the singers perform extracts of 
Carmen or the Magic Flute, as a 
duo, quartet or solo. The first Bel 
Canto opened in 2000 along the 
banks of the Seine near the Hôtel 
de Ville, followed by Neuilly in 
2004 and London in 2008. 

At the crossroads between 
fine arts and architecture, 
inventive gastronomy, and 
author and collector wines, 
the 1728 restaurant welcomes 
40,000 guests per year. In this 
extraordinary and sumptuous 
setting, between la Madeleine 
and l’Elysée, in a townhouse 
built in 1728 by Antoine Mazin 
(knight and architect of King 
Louis XV) which was home to 
the Marquis de la Fayette, the 
culinary arts can be sampled 
whilst admiring exquisite 
paintings, sculptures and music. 
The restaurant draws admirers 
for its rich historical significance, 
but also for its antique art, rare 
furniture, panelling and collection 
of ancient instruments. Patrons 
can purchase a piece of 18th 
century artwork while savouring 
a glass of Nuits-Saint-Georges 
Premier Cru. As regards cuisine, 
the gravlax-style beef fillet, 
traditionally-marinated foie 
gras and homemade stewed 
grapefruit with candied ginger 
epitomize the open and creative 
approach of the 1728 restaurant. 

Annik Bianchini

Maison Baccarat

France: World leader 
in luxury goods

According to a survey by Bain & Company, a 
global management consulting firm, growth 
in the world luxury sector increased by about 
10% in 2012. French companies, which account 
for a quarter of worldwide turnover, are 
the most dynamic in the sector.

Dans le noir 

The luxury goods sector is 
posting unprecedented economic 
dynamism with a worldwide 
turnover of around ¤210 billion 
in 2012, a quarter of which was 
generated by the French luxury 
goods industries. A comparative 
survey by the Paris-Ile-de-France 
Chamber of Commerce and 
Industry shows that, out of 270 
prestige brands, 130 are French.

France’s leading position is 
confirmed by an exceptional 
increase in sales in all luxury 
goods areas taken together, 
including leather goods, 
jewellery, clothing, accessories, 
and lifestyle industries. In 2012, 
the LVMH Group posted a 19% 
overall sales increase and a record 
turnover of ¤28.1 billion. Also 
in 2012, as another example 
emblematic of this success, the 
Hermès luxury group reported a 
historic ¤3.4 billion turnover, i.e. 
a 22.6% sales increase.

According to Mr Bernard Arnault, 
CEO of the French multi-brand 
luxury group LVMH, “It takes time 
and patience to develop a brand”. 
Luxury goods do not go out of 
fashion, hence their prestige and 
authenticity. The exceptional 
“made in France” know-how 
behind French luxury goods 
makes them rare and exclusive, 
with unmistakable artisan quality 
as their hallmark.

The French luxury goods industry 
currently enjoys vitality and 
international outreach owing 
to the legacy of its past, to its 
products as symbols of quality 
and to a coherent strategy suited 
to geo-economic realities.

To ensure competitiveness, 
luxury industry actors have 
opted for solidarity. An emblem 
of this synergy is the Comité 
Colbert association: as a platform 
for exchanges and proposals, it 
brings together 75 French firms 

and provides its members with 
development tools. The Comité 
Colbert actively helps to promote 
France’s image. On the one hand, 
French taste is embodied by a 
collective strategy. On the other, 
exchanges on best practices 
and policy among members 
help anticipate market trends. 
The Comité Colbert is also in 
a position to approach public 
authorities directly in France, 
Europe and the rest of the world. 
It therefore possesses significant 
negotiating power.

The ability of French luxury 
goods industries to adapt to 
global markets is another key 
to their success. Traditionally, 
the United States, Japan and 
Europe are the leading markets 
for French know-how. Yet new 
centres for the consumption of 
deluxe goods have emerged as a 
result of global economic shifts. 
China has become the second 
biggest consumer of luxury 
goods, behind the United States 
but ahead of Japan. The visionary 
strategy of French luxury firms 
has enabled them to capture new 
market shares worldwide. The 
Comité Colbert has published 
spectacular statistics: today, 
12% of the revenue of French 
luxury firms comes from the 
Chinese market. In 2012, despite 
existing tariff barriers, they 
posted a 15% increase in Brazil 
and a 20% increase in India.

The keys to the global economic 
success of French luxury goods 
industries may be summed up 
as follows: French firms like 
LVMH, the PPR Luxury Group, 
Hermès and Chanel have been 
able to exploit their comparative 
advantages in terms of prestige, 
know-how and quality, while 
implementing a conquering 
strategy in keeping with today’s 
geo-economic realities.
Chrystelle Baba

A bright 
future 

for 
France’s 
“green 

tourism” 
sector

France is the 
world’s leading 
tourist destination, 
and its tourism 
industry generates 
close to 900,000 
direct salaried 
jobs. To remain 
competitive, the 
country adapts 
to increasingly 
varied demand. 
One example is 
“green tourism”: 
Sustainable 
development is 
gradually gaining 
ground in French 
tourism strategies.  
A growing sector
Green tourism, or ecotourism, is 
focuses on activities that respect 
the environment. Laetitia Santos, 
editor-in-chief of the sites Babel 
Voyages and Voyages pour la 
planète, says that “France is very 
active in ecotourism, thanks to the 
great variety of its landscapes and 
its many labelled accommodation 
options and committed agencies. 
In recent years, the growth of the 
sector has been between 10 and 
20% annually.”  Green tourism 
attracts both foreign visitors and 
French travellers as, according to 
the World Tourism Organization 
(WTO), 56% are prepared to pay 
more for environmentally friendly 
holidays. The WTO also says that, 
of the 173 million annual stays in 
France, 50 million are in protected 
natural spaces (national parks 
and nature reserves). 

Eco-friendly transport

In concrete terms, “green 
holidays” start with transport. 
Tourist travel accounts for 6% 
of France’s greenhouse gas 
emissions, or 30 million tonnes 
of CO2 per year. The aim is 
therefore to prefer eco-friendly 
transport, such as cycle paths 
and greenways. The 800km La 
Loire à Vélo tour, for example, 
is one of the most remarkable 
cycle routes. It follows the valley 
of France’s longest river, whose 
banks are an inexhaustible mine 
of natural and architectural 
treasures. More than 800,000 
cyclists, a third from abroad, take 
the route each year.

Eco-friendly accommodation

Labels also exist for 
accommodation, such as the 
Hôtels au naturel eco-label and La 
Clé verte. To be eligible for these 
labels, hospitality establishments 
must notably meet criteria for 
optimal water usage and strict 
pollution limits. The Accueil paysan 
association attracts tourists who 
want to combine self-catering 
accommodation and farm visits. 
Hosts share their know-how and 
knowledge with holidaymakers, 
as well as seasonal local produce, 
because ecotourism is also a 
matter of food!

A great variety of offer

Thanks to the diversity of offer, 
“in ecotourism, everyone can 
find holidays to their taste”, 
says Laetitia Santos. Firstly 
there are national and regional 
parks. In 2012, visits to these 
sites led to 12 million stays 
in France, totalling 86 million 
nights. Tourists can also choose 
labelled sites, such as Pavillon 
bleu beaches, municipalities with 
the Station verte label, which 
promote nature tourism, and 
ski stations with a sustainable 
development charter. In recent 
years, sustainable development 
industry actors have also 
proposed an offer whose 
success is undeniable: donkey-
trekking, which is very popular 
amongst families with children. 
Green tourism is therefore an 
innovative sector, involving local 
stakeholders and promoting 
the sustainable economic 
development of their territories. 
This is an absolutely necessary 
commitment, as Laetitia Santos 
says: “in the current context, 
we need to find sustainable 
tourism solutions to preserve the 
territory. We have no choice!” 

Lucie de la Héronnière





Bread, cakes and pastries:
a shining example of French 

excellence!

France would not be France 
without its cheeses

Bread, cakes and 
pastries “made in 
France” are some 
of the country’s 
best exports and 

represent some of its 
most sought-after 

products. Their appeal 
extends to French 
manufacturers of 

baking equipment and 
ingredients, which are 
successfully targeting 

the top end of the 
market, as well as to 

training and skills 
transfer. 

For many foreigners, France is 
epitomised by gastronomy and 
its great chefs! Bread, cakes and 
pastries naturally benefit from the 
fascination with French culinary 
art and enjoy an image that 
reflects refinement, taste and 
quality. It’s a reputation matched 
only by expectations: French 
bakers and pastry-makers who 
are keen to conquer international 
markets can’t afford to make a 
mistake! Products need to live 
up to those expectations and be 
completely authentic. Let’s not 
forget that the only croissant 
that can really be described as 
“made in France” is one with 
a long history, dating back to 
1920, and made with butter! It 
is one of the essential products 
for attracting consumers outside 
France, along with crusty bread, 
French sticks, macaroons, éclairs 
and Paris-Brest. And to sell 
them, shops need to offer an 
equally high standard of service, 
reflecting the artisanal traditions 
that tourists identify with France 
and may have enjoyed when 
staying in the country. 

The Japanese and Saudis, for 
example, are especially keen 
on typically French bread. The 
same applies to North American 
consumers, as they increasingly 
switch to healthier, more 
authentic products. Brazil, and 

To illustrate the 
diversity of French 

gastronomy, 
President Charles 

de Gaulle referred 
to France as “the 

country of 300 
cheeses”. There are 

in fact over 1000 
different kinds of 

cheese in France. 
Plenty enough to 

discover a new taste 
every day of the 

year… 
It can be blue-veined or have 
a delicious nutty flavour, eaten 
melted or cold, as a main dish, 
on the traditional pre-dessert 
platter, or on bread... In France, 
cheese is eaten in every form. 
And for good reason: the country 
is one of the biggest producers 
of this product. In 2010, 
Unesco even listed the French 
gastronomic meal as part of 
the intangible cultural heritage 
of humanity, which highlights, 
among other things, French 
cheese.

France is particularly noted 
for the diversity of its cheese 
products, from comté through 
beaufort or fourme d’Ambert, 
not forgetting emmental and 
gruyère, to mention but the 
most well known. The last of 
these was even in the news at 
the beginning of this year. The 
production of French gruyère is 
henceforth protected within the 
entire European Union, thanks 
to the granting of Protected 
Geographical Indication (PGI) 
status in the Official Journal of 
the EU on 11 February this year. 
Unlike the Swiss cheese of the 
same name, French gruyère must 
have holes in it in order to be 
recognised as such. 

South America in general, are 
showing strong growth across the 
board in bread, cakes and pastries. 
Sometimes products have to 
be adapted for other countries: 
variants that reflect local tastes 
are another key to success. “A 
local product has more chance of 
attracting (local) customers and 
it’s less expensive!” according to 
baker Michel Neel, who makes 
maple-syrup bread in Canada 
and curry bread in India, though 
still with a French touch. The BCS 
group is achieving strong sales of 
very seeded specialist breads in 
Northern Europe. 

French outlets are proving 
highly successful in New Delhi 
and elsewhere as well. Michel 
Neel, who opened bakeries first 
in Gabon and then Moscow 
and Vancouver, and star pastry 
chef Pierre Hermé, who is 
idolised in Japan, are prestigious 
ambassadors. The Holder group 
has opened branches of its 
Paul and Ladurée outlets in 24 
countries. The Le Duff group 
has even invested in a factory 
in Dubai, prior to the opening of 
over 50 Brioche Dorée franchises 
throughout the region. Moreover, 
French bakers and pastry chefs 
are highly sought-after by stores 
and restaurants abroad: “We get 
over 150 vacancies posted by 
them every year, of which around 
50% are in the United States and 
Canada,” according to a delighted 
Jean-François Astier, Managing 
Director of the Institut national 
de la boulangerie-pâtisserie 
(INBP).

Bakery equipment manufacturers 
are also well represented. France 
is one of the world’s leading 
exporters in this segment, 
along with Italy and Germany. 
According to VMI, a specialist 
in kneading machines, which 
generates 60% of its turnover 
internationally, central European 
countries such as Romania, 
Poland and the Czech Republic 
offer enormous potential for 
manufacturers. Another market 
in full swing is Turkey, where 
French manufacturers are now 
playing the added-value card, 

Protected Geographical 
Indication concerns the cheese 
produced in the départements 
of the Doubs, Jura, Haute-
Saône, Savoie, Haute-Savoie, 
and the Territoire de Belfort. 
Over 42,000 wheels of French 
gruyère were produced in 2012. 

In total, 45 cheeses benefit from 
an AOC (Appellation d’Origine 
Contrôlée) and 38 from an AOP 
(Appellation d’Origine Protégée). 
Roquefort was the first to 
receive a designation of origin in 
1925, and it now has European 
recognition. A guarantee for 
preserving a cultural and 
gastronomic heritage. 

Other countries like it too

The French consume an average 
of 24 kg of cheese per inhabitant 
per year, and are therefore 
among the world’s biggest 
consumers. But French cheese 
is also enjoying great success as 
an export. According to Eurostat 
figures, 669,155 tonnes of 
cheese were exported in 2011, 
compared to 600,544 tonnes 
in 2007. Outside Europe, the 
United States, South Korea and 
Japan are particularly fond of 
fresh and soft white cheeses 
(238,665 tonnes), compared to 
soft cheeses (174,159 tonnes, 
of which 20,379 tonnes are 
camembert and 67,749 tonnes 
are brie) or cheese spreads 
(64,424 tonnes).

Surfing this wave, the French 
National Interprofessional Centre 
for the Dairy Economy (CNIEL) 
has conducted many publicity 
campaigns in countries such as 
Russia, China and Brazil. “Our 
target remains largely French 
expatriates in these countries, 
who particularly miss French 
cheese, but also people with a 
comfortable living standard who 
are conscious of French culture,” 
explains the CNIEL. 

la FRance

faced with local competition that 
is positioned more in the entry-
level segment. Russia and Asia are 
looking for reliability and are keen 
to embrace cutting-edge French 
technology, with controlled 
fermentation cabinets and 
freezer units. The manufacturer 
Mecatherm, meanwhile, is 
focusing on South America whilst 
maintaining strong performance 
in its traditional German, Spanish 
and Scandinavian markets, not 
to mention excellent business in 
North America.

At a time when concerns are 
being raised over food safety, 
French products’ reputation 
for rigour and quality in terms 
of ingredients makes all the 
difference. One example is the 
Lesaffre group, a world leader 
in yeasts, which operates on 
five continents with some 30 
production sites in Europe, 
Australia, China, the United 
States, Russia, Ukraine, Turkey, 
Argentina, India, Morocco, Jordan 
and Mexico.

Trade fairs play a major role 
in the success of the sector. 
Although professionals are well 
represented at foreign shows, 
French events such as Europain 
in Paris or Sirha in Lyon have 
also earned an international 
reputation. 

French bakers and pastry-makers 
are highly appreciated abroad 
and it is not only a question 
of image: they also represent 
know-how that comes from a 
long tradition and results from 
high-level training, which is a 
successful export in its own 
right. The Institut national de 
la boulangerie-pâtisserie also 
provides training and consultancy 
in bakery, pastry-making, 
chocolate-making and catering 
on an international scale. Trainers 
work in Europe, Canada, Algeria, 
Brazil, Korea, Japan, Lebanon, 
Morocco, Niger, Peru and Russia 
and will be running courses in Sao 
Paulo from the autumn of 2014. 

Sylvie Thomas 

Comté, in particular, is finding a 
market beyond France’s borders. 
The Interprofessional Committee 
on comté devotes a million 
euros out of its seven million 
euro budget to supporting sales 
abroad of France’s top cheese in 
terms of production. Between 
3,500 and 4,000 tonnes are 
exported to Germany, Belgium 
and Great Britain.

Campaigns take the form of 
tastings in cheese cafés in Japan 
for example; a form of publicity 
that produces excellent sales in 
that country. Also in Japan, small 
cheese shops have been set up 
in department stores, often run 
by cheese specialists trained in 
France and using a broad network 
of suppliers. 

From large groups to small-
scale cheese makers

The cheese-making sector 
in France is enormous. The 
industry consists of 30,000 
milk producers, 1400 cheese 
producers, 227 private 
processors and 154 exclusive 
agers, according to data from the 
CNIEL . 

The industry is present in at least 
80% of France’s territory, through 
around 70,000 dairy farms. It 
employs around 150,000 people 
full time, in large internationally 
known groups such as the world 
number two, Lactalis, or the 
second largest French cheese 
maker, Brongrain, famous for its 
Elle et Vire and Caprice des Dieux 
brands, as well as in the 1300 
small units across the country. 

Brie de Melun, bleu de Causses 
and Rocamadour will, among 
others, be in pride of place on 
World Cheese Day on 27 March. 
An opportunity for France to 
highlight the enormous wealth of 
its products, which is the envy of 
the world. 

Barbara Leblanc



The world is dancing to 
French music

France is second in 
the world for the 

production of
video games

The five Grammy 
Awards picked up 

by Daft Punk show 
how popular French 

electronic music 
is with foreign 

audiences.  
The Parisian electro band Daft 
Punk caused a stir by scooping 
five Grammy Awards this year, 
including Album of the Year for 
their latest release, Random 
Access Memories, which has 
sold over 2.7 million copies 
worldwide. And with their 
costumes and helmets, they do 
not go unnoticed. Since their 
initial success in 1996 with the 
single Da Funk, the two members 

French studios are 
recognized worldwide 

for their expertise 
in the video-game 
industry, where 
global sales are 

expected to rise from 
¤41.9 billion in 2011 to 

¤75 billion in 2015.
Assassin’s Creed, Raving Rabbids, 
Just Dance, Game of Thrones… 
These adventures, so familiar to 
fans of PlayStation, Xbox and 
other game consoles, were all 
created in France. France remains 
the second largest producer of 
video games in the world, after 
the United States. Success has 
been unfailing for the 300 French 
companies in this rapidly-growing 
sector, where global sales rose 
from ¤41.9 billion in 2011 to 
nearly ¤60 billion in 2012 and 
may reach the milestone figure 
of ¤75 billion next year.

Rayman Origins, the platform 
game developed by the giant 
Ubisoft, sold several million 
copies in the course of a few 
months, while Dishonored, 
a game designed by Arkane 
Studios in Lyon, had a following 
of more than 2 million players 
after six months. On mobile 
platforms, My Brute has racked 
up over 4 million downloads and 
the landmark game Criminal Case 
continues to attract a community 
of 10 million.

of Daft Punk, Thomas Bangalter 
and Guy-Manuel de Homem-
Christo have been one of France’s 
top musical exports. They have 
contributed to the “French touch” 
movement (a term invented by 
British journalists), which has 
seen French electronic music 
become a global reference point.  

The power of
the “French touch”

This musical trend has continued 
to grow ever since. As a result, 
revenue from French performances 
abroad rose by more than 28% 
in 2012 to reach ¤27 million. 
“French touch” is seen as France’s 
version of house music, a funk-
related genre which developed in 
the early 1980s in Chicago. 

French composers have taken 
inspiration from various sources 
and broadened their range. Daft 
Punk, for example, blend their 
electro, house and techno sound 
with elements of rock, groove 
and disco. 

Another example is the rock 
quartet Phoenix, from Versailles, 
whose latest album, Bankrupt 
! draws on a rich variety of 
influences (classical music, 
electronic music, pop rock) to 
create a new style of rock. And 
this seems to be a formula for 
success: in 2013, Bankrupt ! 
sold more than 200,000 copies, 
according to bureauexport, the 
organization responsible for 
promoting French musicians 
internationally. Other “French 

touch” artists include Air, Justice, 
Alan Braxe, Alex Gopher and 
Etienne de Crécy.

Many French musicians in other 
genres are also popular abroad. 
Leading the pack is the singer 
ZaZ, with her second album, 
Recto Verso, which has sold 
almost 350,000 copies, mainly 
in Germany, Turkey and Eastern 
Europe. Others include the band 
C2C Tetra, with their single Down 
the road?, who starred at the 
Coachella Festival in California; 
the cosmopolitan trio Aufgang, 
who have travelled the roads of 
Europe and North America; and 
Kavinsky, who has sold almost 
40,000 copies of his album 
OutRun.

DJs take centre stage

DJs are also enjoying their fair 
share of success abroad. The 
Parisian David Guetta, one of 
the world’s most famous DJs, 
is phenomenally popular.  Over 
the course of his career, he 

has sold over 3 million albums 
and 15 million singles, and 
received a large number of 
prizes, including several Grammy 
Awards. He is also a producer and 
often collaborates with world-
renowned artists such as Akon, 
the Black Eyed Peas and David 
Bowie. In 2013, his single Play 
Hard sold over 1.7 million copies 
and in 2012, there were three 
albums by David Guetta in the 
top 15 for highest international 
sales.

David Guetta is not the only 
French artist to have conquered 
the international clubbing 
scene. Others include Vendetta, 
who performs throughout the 
world, Joachim Garraud from 
Nantes, who has worked with 
Kylie Minogue, and Bob Sinclar, 
Martin Solveig and Laurent Wolf. 
In 2012, Bob Sinclar’s Love 
Generation became a smash hit. 
Some are even better known 
abroad than in France, like M83, 
whose Hurry up, we’re dreaming 

was the seventh bestselling 
French album abroad. 

As these artists pursue their 
glittering careers, the next 
generation already looks 
promising. Naturally, we are 
looking forward to a new album 
by the great David Guetta, but 
in 2014 it is also worth keeping 
an eye on Gesaffelstein – the 
“new prince of French techno”, 
according to music journalists 
– as well as the bands Christine 
& The Queens, Club Cheval 
and Shaka Ponk, the explosive 
electro-rock band who were 
awarded the 2014 Bourse Export 
grant, enabling them to promote 
their fourth album in Germany, 
Italy, the United Kingdom, etc. 
Now more than ever, our DJs are 
making the world sing. 

Sylvie Thomas

bureauexport:
www.french-music.org

According to figures published 
by SELL, the French union 
of entertainment software 
producers, France has 31 million 
regular players, more than any 
other country in Europe. In 2013, 
almost 8 in 10 French people had 
played a video game at least once 
in the previous twelve months.

A study by SNJV, the French 
national union for the video-
game industry, reminds us that 
“France is a pioneer in the field of 
video-game development. Ever 
since the 1980s, many games 
created in France have enjoyed 
international success. The French 
can even be credited with the 
invention of certain genres, 
such as survival horror.” The 
industry remains very dynamic, 
as 32% of its companies were 
founded within the past two 
years, but it also has a solid base, 
with more than a quarter of 
studios (27%) established over a 
decade ago. The sector is highly 
fragmented, however. While 
77% of companies have sales of 
more than ¤1 million, barely 8% 
reach the milestone figure of ¤10 
million.

Production teams can be found 
throughout France; major 
regional hubs include Île-de-
France, Rhône-Alpes, Nord-Pas-
de-Calais, Aquitaine, Languedoc-
Roussillon and Brittany. In 
addition, almost 80% of French 
products are exported. Another 
sign that the industry is thriving: 
more than 150 jobs are created 

each month, in 28 specific 
fields involved in the process of 
inventing the video games of the 
future (management, design, 
imagery, technology, support 
services, etc.). The highly 
dynamic clusters CapDigital and 
Imaginove have enabled the 
video-game sector to organize 
itself more effectively and build 
links with the rest of the digital 
industry.

France also offers prestigious 
courses which prepare students 
for a career in the video game 
industry and are internationally 
renowned for their quality, at 
universities such as ENJMIN, the 
national school of video games 
and digital interactive media 
in Angoulême, and Gobelins, 
a school of applied arts, print 
and digital media. Intellectual 
property is an important issue in 
this industry and French creators’ 
rights are protected by French 
law, as well as by the French 
National Institute of Industrial 
Property (INPI). France also 
benefits from the research tax 
credit, which helps to promote 
creativity in the field of video 
games. 

The French Ministry of Foreign 
Affairs has teamed up with 
CNC, the national centre for 
cinema and the moving image, 
and Le Game, an association of 
professionals from the industry, 
to conduct a study reviewing 
France’s position in terms of 
video game exports, and putting 

forward a joint strategy to 
improve the promotion of video 
games abroad. The Ministry is 
also part of the “French Tech” 
initiative, which seeks to boost 
France’s influence in the fields 
of start-up creation and high 
technology, and to encourage 
innovators to come and invest in 
France.

In order to market their products 
to an even wider audience, 
video game companies may 
soon establish a national online 
platform for French products, 
modelled on the industry’s 
leading distribution platform, 
Steam. The future certainly looks 
bright for “Made in France" video 
games…

Marco Rangi

The video game industry
in figures

¤60 billion spent on video 
games worldwide in 2012

¤2.7 billion of income 
generated in France 

300 companies in France

5000 direct jobs

10,000 indirect jobs 
(computing, music, 
localization, etc.)

80% of products exported

Source: SNJV



Remembrance Tourism in France

The atmospheric appeal of 
writers’ homes

Verdun, Omaha 
Beach, Péronne, Caen, 

Oradour are among 
the 155 remembrance 

sites throughout 
France. 

Most of these destinations were 
recently adapted for tourism. 
80% of them were opened in 
1980 with immediate success. 
According to a joint survey by 
Atout France, the French Tourism 
Development Agency, and 
the French Defence Ministry, 
almost 6.2 million people visited 
these sites in 2012, including 

Writers’ homes are 
rooted in the local 
areas that inspired 

their illustrious 
residents. Visiting 

them is an original 
way of discovering 

France and steeping 
yourself in French 

culture, and is 
attracting ever-

increasing numbers 
of people. Visits 

are enhanced by the 
expertise of a network 

of public and private 
property managers, 

under the umbrella of 
a national federation. 

It takes a lot of passion to 
preserve writers’ houses and 
keep them alive. The efforts of 
the local authorities, individuals 
and associations that own them 
are being rewarded by increasing 
public enthusiasm. More 
than 1.5 million visitors were 
recorded in 2011 and the figure 
is constantly increasing. “There 
is an emotional aspect to these 
places, the impression of being 
welcomed into a friend’s home, 
which makes them very different 
from traditional museums,” 
notes Sophie Vannieuwenhuyze, 
of the National Federation of 
Writers’ Homes and Literary 
Heritage. Based in Bourges, the 
organisation is responsible for 
combining and promoting these 
very dissimilar places.

It would be impossible, of course, 
to mention all of the 185 houses 
open to the public! Some are 
unmissable, however, such as the 
Hôtel de Rohan-Guéménée on 
Place des Vosges in the Marais 
district of Paris, which is full of 
photos and drawings and is where 
Victor Hugo wrote Lucrèce Borgia 
and a large part of Les Misérables. 
Still in Paris, in Honoré de Balzac’s 
house, you can imagine the 
novelist hunched over his desk 
day and night, writing the pages 
of La Comédie humaine (The 
Human Comedy) over endless 
cups of coffee. Atmospheres 
vary widely: from the house of 

45% of foreigners. 70% of 
foreign visitors come from five 
countries, as follows: the United 
Kingdom (17%), Germany 
(16.5%), Belgium (15.5%), 
the Netherlands (13.2%) and 
the United States (8.1%). A 
significant part of visitors who 
are keenly interested in history 
come from the four following 
French regions: the “Grand Est” 
(Big East) region accounts for 
24% of them, the Ile-de-France 
region for 18%, and the “Nord” 
(North) region for 15%.

A major increase in tourist numbers 
is expected in 2014 owing to the 
start of celebrations marking 

the sailor Pierre Loti, author of 
Pêcheur d’Islande (An Iceland 
Fisherman), in Rochefort on the 
Atlantic coast, which evokes by 
turns a Turkish salon and an Arab 
mosque, to the pink house in 
Illiers-Combray in central France, 
where Marcel Proust, the bard of 
A la Recherche du temps perdu 
(In Search of Lost Time), spent his 
childhood. La Vallée-aux-Loups, 
in Châtenay-Malabry near Paris, 
was a refuge for François-René 
de Chateaubriand and stands 
out for its remarkably evocative 
grounds, dotted with the cedars 
of Lebanon, Greek plane trees 
and wild Louisiana cypresses 
planted by the great Romantic 
author.

Writers were inspired not only 
by their homes but also by the 
landscapes and life around them. 
Balzac can also be found in his 
native region, at the Château de 
Saché in the Touraine, nestling 
in the Indre valley, where he set 
his novel Le Lys dans la vallée 
(The Lily of the Valley). From 
the François Mauriac Centre in 
Malagar near Bordeaux, you can 
admire the vines, cypresses and 
landscapes that inspired La Chair 
et le sang (Flesh and Blood)  and 
the famous Nœud de vipères 
(Viper’s Tangle). In George Sand’s 
house in Nohant (Centre), time 
has stood still. Visitors will feel 
perfectly at home in the midst of 
the copper cooking utensils in the 
kitchen, the marvellous garden 
and the familiar ghosts of Frédéric 
Chopin and Alfred de Musset. In 
this magical, mysterious region 
of woods and pools that inspired 
La Petite Fadette (Little Fadette) 
and La Mare au diable (The Devil’s 
pool), the moving memory of La 
Bonne Dame still survives from 
generation to generation. Visitors 
who love Provence, meanwhile, 
will adore Jean Giono’s house in 
Manosque and Alphonse Daudet’s 
Mill in Fontvieille.

The success so far has led to 
numerous other projects. The 
house in Besançon where Victor 
Hugo was born, for example, 
will open in September 2013. 
Other plans are in the pipeline, 
for example to save the house 
in Vichy where the journalist 
Albert Londres was born, or the 
childhood home of Antoine de 
Saint-Exupéry in the Ain region 

la FRance
the Centenary of the First World 
War and the 70th anniversary of 
the D-Day Normandy Landings. 
Visitors are also expected in great 
numbers during the next two 
years for the centenary of several 
First World War battles that are 
emblematic for countries of The 
Commonwealth, including the 
Battle of the Somme, the most 
deadly of the entire War with a 
majority of British and German 
casualties. 

Australians and New Zealanders, 
who particularly like to visit places 
steeped in memory to pay tribute 
to the heroism of their forebears, 
are also expected in great numbers 

(close to Switzerland).

The Historic Writers’ Houses 
Route takes in 12 locations in the 
Paris region. They include Jean-
Jacques Rousseau’s touching 
little house in Montmorency and 
Alexandre Dumas’ famous and 
charming Château de Monte-
Cristo, with its ornately sculpted 
facades, in Port-Marly. The route 
also takes in the residences of 
several famous foreigners living 
in France: Ivan Turgenev’s dacha 
in Bougival and the home of the 
symbolist Maurice Maeterlinck in 
Médan.

Writers’ homes often host 
events, exhibitions, concerts, 
conferences and workshops. 
Sometimes they also offer 
authors’ residencies, libraries and 
research centres. Jules Verne’s 
house in Amiens (Nord) organises 
guided tours in costume by 
characters from Around the 
World in Eighty Days or Twenty 
Thousand Leagues Under the 
Sea, family games, literary 
events and storytelling shows. 
Le Clos Arsène Lupin, home of 
the creator of the gentleman 
burglar in Etretat (Normandy) 
offers a tour in the form of a 
puzzle. La Maison des ailleurs, 
the apartment where Arthur 
Rimbaud was born in Charleville-
Mézières (East), on the same 
quay as the Musée Rimbaud, tells 
the story of the poet’s life. 

A European partnership between 
writers’ houses has been outlined 
at the instigation of Germany, but 
there is currently no real national 
network anywhere other than 
France. The National Federation 
of Writers’ Houses and Literary 
Heritage is highly sought-
after by other countries. The 
Rencontres de Bourges, which 
take place every two years, 
welcomed Latvians, Hungarians 
and Germans in November. The 
Federation also organises study 
days in the spring in a different 
region every year; there are plans 
to add the new Rencontres du 
Sud-Ouest in the south-west in 
2013. All provide opportunities 
to share experiences and a 
common passion.  

Sylvie Thomas 

Further information
www.litterature-lieux.com

on Anzac Day on 25 April 2015 in 
Villers-Bretonneux in the Somme 
where almost 60,000 lost their 
lives in the trenches. Canadians, 
for their part, are planning to 
visit France on 4 April 2017 to 
celebrate the Battle of Vimy Ridge 
in the Nord-Pas-de-Calais region, 
which took a particularly high toll 
on their soldiers. 

It was estimated in a number 
of UK newspapers that these 
numerous commemorations were 
likely to prompt three million more 
visitors from the United Kingdom 
and its former Dominions (South 
Africa, Australia, Canada and New 
Zealand) to visit France by 2018. 
The influx of tourists to the regions 
concerned is expected to generate 
big revenues and significantly 
boost the tourism industry.

“Visitors in remembrance can be 
divided into four categories,” says 
the Managing Director of Atout 
France. According to him, there 
are “the battle sites and ‘witness 
to war’ sites, like Omaha Beach, 
the martyred village of Oradour-
sur-Glane, and the Chemin des 
Dames. Commemorative sites, 
on the other hand, are places of 
remembrance and memory such 
as the Necropolis of Notre-Dame-
de-Lorette in the Nord-Pas-de-
Calais region, the Douaumont 
Ossuary in Verdun and the 
Hartmannswillerkopf Memorial 
in Alsace.” There are also sites 
that provide information, where 
history is presented from a 
specific standpoint, like the 
Caen Memorial Museum and the 
Museum of the Great War, Pays 
de Meaux. Pedagogical sites like 

the World Peace Centre in Verdun 
emphasize the will to draw the 
lessons of the past.

The rapid development of 
remembrance tourism has 
led the French government 
to release significant financial 
resources in collaboration with 
local governments, with a view 
to restoring existing sites and 
museums. By 2018, the French 
Ministry for Veterans and 
Remembrance will thus spend 
an additional ¤40 million to 
renovate military cemeteries and 
the tombs of soldiers who fell for 
France. 

Marco Rangi

FRENCH HIGHER EDUCATION
YOUR PASSPORT FOR A BRILLANT FUTURE
10 GOOD REASONS TO STUDY IN FRANCE…
1. 3rd hosting country for foreign students
2. An excellent higher education system internationally recognized 
3. A tradition of research, technological and scientific innovation of leading 
4. Law, Engineering schools, Humanities and Business :
 French specificities of high level
5. Tuition fees at France's leading universities are among the cheapest in the world
6. A country in the heart of Europe
 with high quality infrastructures in a protected environment
7. A prosperous life quality and a cultural dynamism
8. Easy access from Kuwait and centrally located in Europe 
9. Programs taught in English or French
10. Baguettes, croissant & pains au chocolat everyday !

IS FRANCE FOR YOU THEN? YES! 
So, don’t wait and book a meeting with Campus France Kuwait!
Campus France is an agency that operates under the aegis of the French ministries 
of Foreign Affairs and National Education to promote French higher education. 
Located in the premises of the Institut Français du Koweit in Jabriyah, Campus 
France Kuwait offers you a lot of services regarding your study plans:

• Give out and coordinate all answers given to foreign students interested in educa-
tion available in France, from seeking information to pre-registration at a university 
and obtaining a visa
• Analysis of study plans and personalized advice on an appropriate syllabus
• Assistance for Student visa application

CONTACT:
Campus France Kuwait Adviser - E-mail : campusfrance@institutfrancais-koweit.com 
Tel: +965 25 31 97 34 / Fax: +965 25 31 97 35  - Jabriyah, Block 12, St. 6, Villa 40

MORE INFORMATION :

www.institutfrancais-koweit.com
www.campusfrance.org/en
FOLLOW US :

 Institut francais du Koweit -  @IFKoweit -  if_koweit

KOWEIT



The French
tradition of
horse riding

France is famous 
for its tradition of 

equestrian sports 
offering to fans 

of horse riding a 
variety of sports 
easy to learn and 

practice. Horse riding 
is an old French 

tradition since 1960 
and many activities 

are organized in 
France to practice 

horse riding during 
holidays. Around 

2.3 million French 
riders (professional 

practice or casual 
riding) enjoy contact 

with nature!
In France, the national Studs are 
public institutions, all around the 
country, and one of the oldest is 
the “Haras du Pin” in Normandy, 
called the Versailles of horses.

In 2013, France was the world's 
leading organizer of equestrian 
competitions affiliated to the 
International Equestrian Federation 
(FEI), which attract 8 million 
French and with approximately 
15,000 shows and contests in all 
disciplines. Many French riders 
have reached the highest level 
in most recognized competitions 
including jumping in full equestrian 
endurance and disciplines.

France is also the world's top 
destination for equestrian 
tourism. From 2003 to 2013, 
the number of equestrian tourists 
has increased by 87% and the 
first horseback riding exhibition 
was launched in 1972.

Several equestrian events are 
held throughout the country 
as the "National Horse Day", a 
national event held every year 
for the public: equestrian centers 
open their doors, offering 
animations to discover the horses 
and activities related to it. 

The luxury brands have also 
a very important place in the 
equestrian world. 

In 2007, Rolex was the main 
sponsor of the World Cup circuit 
jumps and obstacles, then the 
brand was replaced by Longines 
from 2013.

One of the major events in France 
is the award sponsored by luxury 
brand Hermes International, 
which opened in 2010, "the Saut 
Hermès at the Grand Palais," a 
high range social event.

Karima Anbar. 

Le saut Hermès Grand Palais 
www.sauthermes.com 

International Equestrian 
Federation 
www.fei.org/ 

French horse riding 
federation 
www.ffe.com/ 



Since France is celebrating 
its National Day, what is 
the significance of this 
occasion?

The French National Day is called 
the 14th of July as we celebrate 
it in France precisely on that 
day since the 19th century.  It 
commemorates the storming 
of the Bastille on 14 July 1789, 
the symbolic day marking the 
beginning of a new era based 
on the abolition of privileges, on 
equality between citizens and 
freedom, as it is expressed in the 
motto of our Republic, “liberté, 
égalité, fraternité”. 

Nowadays, it is a celebration 
of the national union to which 
the French are very attached. 
Because Ramadan falls in July 
this year, we decided with the 
Kuwaiti authorities to celebrate 
it exceptionally on the 22nd of 
June. 

How do you assess the 
bilateral relations between 
France and Kuwait? A brief 
history. 

This year we are celebrating 50 
years of diplomatic relations 
between our two countries. In 
the summer of 1962, France 
recognised the establishment 
of a new Kuwaiti State, despite 
the tense regional context at 
that time. Two years later, in 
the spring of 1964, the first 
Ambassador was nominated 
here in Kuwait. Today I am the 
seventieth Ambassador of 
that lineage honoured to serve 
the good diplomatic relations 
between our two countries.  
Furthermore, my task was made 
easy here in Kuwait as a result of 
the close ties our two countries 
share, and the strong friendship 
and trust built from the very first 
days. No Kuwaiti is unaware that 
France sent its army in February 
1991 to liberate the country. 

How do you plan to 
strengthen the economic and 
political relations during 
your tenure?

Economic diplomacy is at the 
core of my action in Kuwait. I 
am working actively on a daily 

M. Christian NAKHLÉ
L’ambassadeur de France

au Koweït
basis to strengthen our economic 
and commercial relations. Last 
February we held the French-
Kuwaiti Economic joint committee 
in Paris, and on that occasion I 
had the pleasure of welcoming 
the Minister of Finance, Mr 
Anas Al Saleh, and the Director 
General of KIA, Mr Badr Al Saad, 
with whom my country and 
myself maintain a very friendly 
relationship. Our businesses 
are in the running for numerous 
future projects. I deeply trust our 
capacity to move forward, and 
to raise our economic relations 
to the level of excellence of our 
political relations. 

France is known for its 
culture, art and historical 
sites. Can you tell us about 
the number of Kuwaiti 
tourists and your plan to 
promote tourism?

In 2013 we issued more than 
40,000 visas mostly to Kuwaitis.  
Many people are unaware of this 
fact, but this figure is higher than 
the annual production of our 
Embassies in Riyadh or Beirut. 
Did you know it? This month 
of June would have also been 
exceptionally productive. We are 
going to beat the 2013 record. 
We estimate that 1/4 to 1/3 of 
Kuwaitis visit France at least once 
a year. Paris in particular is among 
the three cities most visited by 
the Kuwaitis every year. Follow us 
on Instagram @francekoweit and 
you will see the promotion we do 
of our touristic destinations. 

Can you please brief us about 
any investment and cultural 
agreements between the two 
countries?

We have just signed last February 
a series of agreements especially 
in the field of transport and 
agriculture. Other agreements 
are forthcoming. I greatly value 
the democratic teaching of the 
French language in Kuwaiti public 
schools, and would like to see 
it taught to Kuwaiti pupils from 
the earliest age. We are working 
hand in hand with the Kuwaiti 
authorities towards this goal, 
whilst respecting the programmes 
and education rules of the country.

Could you give us some 
details about Kuwaiti 
investment in France?

Kuwait is a sophisticated investor 
well-informed of investment 
opportunities in France. According 
to the annual barometer of Ernst 
& Young, France ranked 1st in 
Europe in 2012 in industrial 
establishments, and 3rd in global 
appeal, behind the United-
Kingdom and Germany. One of 
the principal investors in France 
was none other than the United 
States representing 30% of 
newly installed projects. Public 
and private funds are equally 
important, even though we 
must admit that we have growth 
margins. However, you can count 
on me for moving ahead rapidly.

What does France have to 
offer to Kuwait in various 
fields?

In slightly simpler terms, I would 
say that France is a country of 
engineers and doctors. French 
technology is among the most 
advanced in the world, ahead 
in sectors which sometimes are 
lacking in this region of the world. 
Beyond our luxury products – 
whose overwhelming hegemony 
on a global scale is recognised by 
everyone – today our industries 
can offer the technology needed 
by a country we consider a friend 
and ally such as Kuwait.

I would like to finish here on a 
more personal note. I arrived in 
Kuwait a little less than a year 
ago. Beyond the exceptionally 
warm hospitality I received in 
your country, I feel an enormous 
support and friendship in my 
daily contacts, in my work, and 
in my professional relationships. 
I wish from now on that those 
contacts I managed to build 
here in Kuwait, surrounded by 
the whole Embassy team, will 
serve to further consolidate our 
bilateral relationship at all levels.

www.ambafrance-kw.org

instagram.com/francekoweit
@francekoweit

twitter.com/francekoweit
@francekoweit

la FRance




