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Resumo

A industria doentretenimento tem como grande objectivo promover momentos der laz
distraccdo as pessoas. O seu crescimento nos silNTs e as boas perspectivas para o futuro
tornam-no num sector atractivo e com elevado pakndm estudo recente revela que a
musica esta cada vez mais presente no publico portugeésgcando-se destivais de verao

e osconcertos

Uma analise ao sector permitiu concluir que exedpaco para mais uma entidade. O
investimento em capital fixo é reduzido pois a deafatia do investimento durante o ano é
destinado a fornecimentos e servigos externos. Mlmepo ano definiu-se um cenario
conservador com resultado liquido negativo, masegundo e terceiros anos o cenario é o
oposto com as vendas a atingirem os 15,5 milh6&sudess no ano 3.

Conclui-se que o projecto é viavel, apesar de wng@untura econémica desfavoravel, pois o
VAL apurado é de aproximadamente 141 mil Euros.n&etha-se portanto o investimento

numa zona com elevado potencial turistico, masquessita de algum dinamismo.
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Abstract

Theentertainment industry has the aim of promoting leisure. Its gitown recent years and
the prospects for the future make it an attractieetor and with high potential. A recent study
shows thatmusic is increasingly present in the Portuguese pulelépecially thesummer
festivalsandconcerts

An analysis of the sector concluded that ther@asr for another entity. Investment in fixed
capital is reduced because the large share of tniees over the years is for supplies and
services. In the first year set up a conservatoenario with negative net profit, but in the
second and third year the scenario is the oppusitesales reaching 15.5 million Euros in
year 3.

It's concluded that the project is viable, despiteunfavorable economic environment,

A because the NPV calculated is approximately héiigand Euros. It is advisable therefore

the investment in an area with high tourism po&nbut needs some momentum.

Key-words: entertainment, music, summer festivalsgconcerts
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1 Executive Summary

Dream West will sell a service, like entertainmant sport. The core business is the music
events and the non-core activities are the BTT haraand the TT Challenge. Dream West
mission is to create moments in special environmdviaking the company a benchmark in
the industry, recognized for its quality servicéiomally and internationally.

Entertainment consists of any activity which presda diversion or permits people to amuse
themselves in their leisure time. The Media andeBainment industry in Portugal is
expected to grow at an annual cumulative of 5.2eu@r reaching 4.7 billion Euros in 2014.
The Festivals and Concerts represent 2.10 peréehe dMedia and Entertainment sector and
they will grow 5.7 percent per annum until 2014 eTdonsumption of music is currently the
biggest ever and the growing importance of the edscmakes room for a business
opportunity.

West Alive will be the name of the summer festimah urban and will take place in Santa
Cruz over 3 days, mainly aimed at young people. preximity to Lisbon and being a
strategic location to connect to other urban centfereference helps to develop the event.
The proximity to the sea, the beautiful scenery #red environmentally friendly event are
competitive advantages.

The concerts will take place in Lisbon because rgelgoroportion of the population is
concentrated in the great Lisbon, soon has east®sa to the shows. The segment of this
type of events is people from 20 to 39 years wke fhusic.

The BTT Marathon and the TT Challenge allow the pany to differentiate itself from key
competitors. The number of BTT practitioners hageased in recent years, soon this event
have margin to grow. The motoring is one the faitelgports and the number of practitioners
increased in last years.

The investment in fixed assets in year zero is keigui06 thousand Euros and the investment
in working capital is equal to 17 thousand Euros.

In this business the Supplies and Services AcquigsiA) are very important because the
biggest investment of the company is in externalises, like artists, stages, lights, publicity
and other contracts. So, the investment in SSAshyear totalizes 12.5 million Euros and in
last year 13 million Euros.

The company will have 6 employees in first and sdcgears and 8 employees in third year.

Personnel costs have little weight in the costsctiire.

Xl
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The capital structure determined contains 75 pérequity and 25 percent debt. Thus, the
aim is a balanced and sustainable financial strectu

In third year the sales will totalize 15.5 milliduros, the operating costs totalize 13 million
Euros and the Net Income will be negative in fysar, but in third year will be positive in
1.8 million Euros.

Net Present Value (NPV) amounts to 141 thousand<uherefore the project is profitable
and allows for the recovery of the invested capitPV is more sensitive to variations on

prices, number of tickets sold and SSA.

Xl
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2 Introduction

Under the system of evaluation of the Master obRae, taught at the Instituto Superior das
Ciéncias do Trabalho e da Empresa, was drawn wprémport which aims to meet the
objectives for the Project / Thesis.

It will proceed to the study and drafting a bussgdan, including analysis of the
surrounding, product presentation, product anglgsikes forecasting, costing, investment and
optical analysis of economic and financial.

The entertainment sector is composed of interriteréising, television, press, radio, video
games, cinema, festivals, concerts, discs andsythat it is necessary taking into account the
economic instability of the country.

There are three players in the market Musica nca€zmr, Everything is New and Better
World, that represent more than 50 percent of tlagket. The goal of Dream West is 20
percent of the market. The core business of Musa&oracéo is the summer festivals, the
core business of Everything is New is concerts thiedcore business of Better World is the
biggest summer festival, Rock in Rio.

The core services of Dream West are music eveatsiner festival and concerts. The West
Alive will be the name of summer festival. The nmmore activities will be the BTT Marathon
and TT Challenge.

For a Green Worldis the slogan of the summer festival because ltireate goal is to create
environmentally friendly event, so as to conveyriessage that a better environment is good
for everyone.

The initial investment in fixed assets and workoapital is low because this is a service
business. In the other hand, it is necessary ambegtment in Supplies and Services Acquired
every year.

The economic evaluation is fundamental for sucaégbie business, soon it was necessary
some forecasts in terms of revenues and expenslitliree first year is negative in terms of
net income, but in second and third years the maime is positive, because the sales rise
more than expenditures.

Due the economic instability the treasury bondsr dlieee years is high, soon as investors
become more demanding. The high value of treasangl® has impact in discount rate and
obviously on the Net Present Value (NPV). The NBYhobre sensitive to variations on prices,

number of tickets sold and SSA.



3 Mediate Surrounding
3.1 Economic Context
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In nominal terms, the GDP of Portugal decline
the last 3 years. This situation reflected the ct$
of global economic crisis, which led to t
economic volatility of the major emitting countri
and a decrease in consumption, which jo the
restrictions on travel due to the prevention c
pandemic of influenza A(HIN1

The forecasts show the increase of the gel
index of conamer prices (inflation) in long terr
According to EC the inflation of Portugal (1.4%
2011) will increase below the EU 27 (1.7%
2011).

A government bond is lond issued by a natior
government denominated in the country's ¢
currency. The interests charged to investors fe
purchase of Portuguese debt at the enc
November 2010 have positioned themselves fa
and farther away from the German vyi
(benchmark interest in the euro area). With this.
"spread” in the face of German debt is swel

The fall in employment led to a sharp rise
unemploymerit The rising unemployment rate
2009 was 1.9%, reaching 9.5%Portugal, close to
the level existing in the euro ar

Rising unemployment was generalized, cove
almost all sectors of the population and the r
important sectors of the econol

The evolution of the GVAN Portugal was ver
heterogeneous in terms of subsectors, with s

falls in the sectors most sensitive to cycli
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fluctuations in the economy (industry and constamjtand a slight growth in the services
sector (Appendix 1 — Main Economic Indicators: Banco det@gal and Appendix 2 —

European Economic Forecast — Spring 2010)

3.2 Social-Cultural Context

The impacts of tourism are the consequence of glepinteraction between tourists and
host communities. The extent of the impact depemd®nly on quantity but also the type of
tourists who travel to this destination.

The tourists, considered as outsiders in the cstims, are also victims of robberies and
crimes perpetrated by the local community, who wstded these actions as a way to restore

balance.
Table | - Socio-Cultural Context
Positive impacts Negative impacts
Affirm cultural traditions Clash of cultures
Promotion of handicrafts Exploration of local customs and culture
Cultural, sports and entertainment events Adaptation to touristic culture
Reduction of emigration from rural locations to kuajties Crime
New jobs Prostitution, drugs, gambling, and vandalism

Development of new access, services and infrastreict

“The socio-cultural impacts are those that face ttheism development can lead to major
consequences for the target in particular with medga cultural behavior between the visitor
and resident to meet the challenges that emineneltrbehavior of local communities
regarding the preservation identity which belorgghe limit, acculturation resulting from the
ever so desired approach to those who visit théRetreira, L. 2009JAppendix 3 — Impacts

of Tourism in Tourist Destinations).

3.3 Technologic Context

The development of Technologies of Information (T9) crucial for a company to be
competitive. The biggest lever to transform theneeoy and human life is the interfet
Technological advances changes the relationshipdaet time and space.

Digital technologies profoundly transform the protion and consumption of culture and
entertainment goods and are challenging traditibnalness models.

Competitive advantage is granted to companies apgropriate technologies to the market of
interest, as it gives more speed to the internatgsses and allows managers to better

understanding of your environment.

%2 The Internet is a global system of interconnectsmputer networks that use the standard Internetoob
Suite (TCP/IP) to serve billions of users worldw{iiéikipedia).
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The development of Tl had impact in operation,&tree and strategy of all companies. The
companies can reduce the costs of communicatioropadation, increasing the interactivity,
efficiency, productivity and competitiveness.

The new TI should be well used, so the companiesldrexplore the benefits of new tool to
redesign processes, structures, strategies ofbdistm channels and systems of control and

management.

4 Sector Analysis

The core activity of Dream West Events is the music

Entertainment S0, it makes sense analyze the entertainment sector

Music Entertainment consists of any activity which pr@sc

diversion or permits people to amuse themselves in

Festivals and Concerts their leisure time. Thus this concept can encompass

such diverse areas as music, television, cinema, or

many other dimensions of leisure time occupation.

4.1 Global Media and Entertainment

Table Il - Internet, Advertising and Others Industries

Weight in 2010 2014 A According to the
Internet 914,499,420Euro 25.41% 1,291,701,027Euro 27.32% "
Advertising  895,869,256Euro  24.90% 805,860 256Eur0  18.09505  annual Global
Others 1,788,101,975Euro 49.69% 2,539,920,534Euro 53.73% Entertainment and
Total 3,598,470,650Euros 100.00% 4,727,490,816Euros  100.00%

Source: PricewaterhouseCoopers Media OUt'OOk:
2010-2014" from PricewaterhouseCoopers (PwC), tieglidand Entertainment industry in
Portugal is expected to grow at an annual cum@dBAGR - compound annual growth rate)
of 5.9 %, reaching 4.7 billion Euros in 2014. Thesar, the report estimates that the national
market would generate revenues exceeding 3.6 milioros, which shows a slight recovery

in the market compared to 2009.
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Table Ill - Entertainment Industries (Revenues)

2010 " u# In the case of advertising revenues, PwC provides a

Internet 914,499,420 Euro 25.41%

Advertising 895.869.256 Euro  24.90% Stagnation of the market in Portugal until 2014,
Television 500,000,000 Euro 13.89% : : o

SO reaching thi r reven f million Euras.
Press 400,000,000 Euro  11.12% eac 9 S year revenues o 896 0 uras. S
Radio 50,000,000 Euro  1.39%  according to PwC's forecasts assume for advertising
Video Games 184,000,000 Euro 5.11% . . o
Cinema 76,000,000 Euro  2.11% revenue in 2010 amounting to 896 million Euros
Festivals 54,519,500 Euros  1.52% b th ket will st t
Concerts 21,000,000 Euros  0.58% - SCAUSE e market will stagnate.
Discs 37,000,000 Euro  1.03%  According to PwC the market for Internet access
Others 465,582,475 Euro  12.94%
Total 3,598,470,650Euros 100.00% Should advance at the annual accumulated rate of

12.2%, reaching 1,292 million Euros in 2014.

The report also estimates that consumer spendidgead-users of television, video games,
newspapers, magazines, radio and cinema, amongs ofBecluding Internet access) to reach
2.540 million Euros within the next 5 years, grogvet a CAGR of 5.7%.

The festivals and concerts represent 2.10% of thdianand entertainment sector and they

will grow 5.7% per annum until 2014 according wRivC.
4.2 Television, Press and Radio

Table IV - TMT Predictions — Portugal 2009/2010

2007 2008 2009 The Television and Press have
Television 49% 51% 53% most weight that radio between
Press 46% 44% 42%
Radio 5% 50 50 2007 and 2009 because they
Television 460,600,000Euro 510,000,000Euro  492,900,000Euros are communication channels
Press 432,400,000Euro 440,000,000Euro  390,600,000Euros ) o
Radio 47,000,000Euro:  50,000,000Euro:  46,500,000Euros aré most effective. So, it is
TOTAL 940,000,000Euros  1,000,000,000Euro: 930,000,000Euros expected  that in 2010

Source: Deloitte

television  represents 500
million Euros, 400 million press and radio 50 nailii
According to Nintendo Ibérica in 2009 the Portuguesdeo games market had revenues
around 184 million EurofAppendix 4 — Portuguese Video Games).
According to Jornal de Noticias (J§ppendix 5 — Cinema in Portugalp the first half of
2010, Cinema had a profit about 38 million Euras, iSexpected that the Cinema generates a

76 million Euros in box office.



Dream West

4.3 The Festivals and Concerts

“The consumption of music is currently the biggest ever, what has changed is the traditional way of exploring this
business. Today the business is viewed in terms of assemblage of artists, events and other products. The

introduction of music in a context of life experience can increase the value of good, and in this context is that the
market will tend to evolve. The growing importance of the concerts, in terms of revenue and relevance of
advertisinag investment, so has shown.”  Deloitte TMT Predictions Portuaal 2009/201

Table V - The Value of the Festivals Industry

Festival Public — n° of people Average Prices Approximate ticket revenue

Delta Tejo 60,000 32.50 Euros 1,950,000.00 Euros
Marés Vivas 75,000 32.50 Euros 2,437,500.00 Euros
Optimus Alive 120,000 81.67 Euros 9,800,000.00 Euros
Paredes de Coura 80,000 60.00 Euros 4,800,000.00 Euros
Rock in Rio 329,000 58.00 Euros 19,082,000.00 Euros
Sumol Summer Fest 30,000 36.67 Euros 1,100,000.00 Euros
Super Bock Super Rock 75,000 60.00 Euros 4,500,000.00 Euros
Super Bock Surf Fest 30,000 35.00 Euros 1,050,000.00 Euros
SW Tmn 140,000 70.00 Euros 9,800,000.00 Euros
Total 939,000 54,519,500.00 Euros

Source: News and Companies that organize the #stiv

The industry of the biggest festivals in Portugehgrated 55 million Euros in box office
receipts in 2010.

Everything is New company organizes in averagedterts in Portugal. It is the company
that holds the largest number of major concerfartugal. But it is necessary to consider the
others companies that organize some great corngextRitmos&Blues with U2 in Coimbra.
So, in Portugal are held on average 50 major ctsi@tran average price of 35 Euros and
with 12 thousand people in average.

In conclusion, the industry of the biggest concegeserates in average 21 million Euros in
tickets.

5 Classification of Economic Activities (CEA)

Table VI - Classification of Economic Activities

Name Dream West

PIVELM R - Activities Arts, entertainment, sport and retien

Group 900 - Activities of theater, music, dance and otiwivities artistic and literary
CAE 90010 - Activities of the performing arts
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6 Market Structure

The organization of large events requires a Igirofessionalism and competence. According
with the search, in Portugal the large events areipally music events and there are some
companies with large experience in the market.

In Portugal the large events is somewhat fragmebésduse there are few competitors that
controls the market.

7 Competitors

7.1 Direct competitors

The direct competitors of Dream West Events muse llae following characteristics:
v Most of the events in the area of Lisbon;

v Core business: organizing major music events;
v’ Large experience in the market;

So, the Dream West Events will be competitor of Ma&is\o Coracédo, Everything is New and
Better World, because most events are held in ibboh area, all companies have much

experience in the market and the main businessasganize great shows.

Musica no Coracdo hosts performances by the gteates

o SW . ® names in Pop Rock, Electronic Music, through World
mn Music or even the opera. Musica no Coracao is

FESTIVAL SUDOESTE .

concerned to present a variety of artists, as
6 — SW tmn Logo

comprehensive as possible.

Musica no Coracdo seeks to further, to show to shibw quality of its services and

infrastructure. Examples are the Summer Festivgéaar after year, the precincts are

improved, are created more and better logisticactmmmodate the multitudes.

Musica no Coracdo encourages the best and biggetsidls, with special emphasis on the

major events of the summer, creating spaces faualiences and the different sounds.

Table VII - Musica no Coracdo Events

Festival Local Region N° days
SW Tmn Zambujeira do Mar Alentejo 5
Super Bock Super Rock Meco (Sesimbra) Setubal 3
Super Bock Surf Fest Sagres Algarve 2
Sumol Summer Fest Ericeira Mafra 2
Delta Tejo Alto da Ajuda Lisboa 3

® http://www.musicanocoracao.pt/index.php?p=Agenda
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The company is responsible for the most importambhraer festivals in Portugal, like S
Tmn, Super Bock Super Rock, Super Bock Surf Fest, $@mmmer Fest and Delta Tejo. ¢
it means that, these festivals are the main comapef Dream West festiva

The most prestigious festivals are Super Bock SRoek (SBSR) and SW Tmn because t
are held for many years. SW Tmn is the biggest faktim terms of number of day
Normally, a festival has a maximum of five days angiinimum of two days

To understand better the compan is necessary tevaluate the strengths and weakne
and to understand better the environment of the compi¢ is necessary evaluate t

opportunities and threats.
Table VIII - SWOT Analysis - MUsica no Coragac

The high number of summer festivals organized lay. Difficulty in hiring artists due to high load values and agetr
Super Bock Super Rock and SW Tmn. Cost of promotional events and high critical to snecess of thel
Behind the big names of the world music. Reduced margin due to higher costs with ar

Outings and publicized in advance. Excesses (an exaggerated use of alcohol and ¢

Offering a variety of musical genres and cultt Poor quality of infrastructure support.

Customized pricing arrangements (tickets for 1,32or 5 day The smalihumber of concerts organized by y

festival).

Coexistence in playful environment.

Ease and increased mobility within the coul Difficult economic situation Portuguese and Spa

Growing appreciation of the trip to the festivals @ symbolic Small size of the market.
milestone in the younger age segments.
Take advantage of brand Portugal as a touristrasiin Rising unemployment.
Need to improve infrastructure. Accessibility exists.
Need for various licenses and excesbureaucracy.

7 — Super Bock Super Rock
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Everything is New is performs various music perfances
throughout the year, mainly concerts. The core nass of
Everything is New is the individual concerts ana tiestivals
complement the business.

In 2009 the company organized 50 concerts, with esaifike

Muse, AC/DC or Lenny Kravitz. The company is also

responsible for organizing the Optimus Alive Feattim Passeio Maritimo de Algés (Oeiras)
for 3 days. In 2010 it was considered the best senfastival by critics. The day ticket is 50
Euros and the free pass costs 90 Euros. It meahshis festival has the most expensive free
pass and the most expensive free pass with cariegni®5 Euros. Optimus Alive 2010 was

a success because 120 thousand people passedttieugstival in three days

Table IX - Income Statement Everything is New Unit: Euros According to the company the
Year 2008 2009 .

Net profit (loss) for the period -518,572.49 921,460.73 number of events increased
COGSs* 57,749.93 222,085.21

SSA® 12.727.484.3¢ 14.190,551.44 DETWeen 2007 and 2008, but
Personnel Costs 193,108.02 276,396.79

Other Operational Costs 51833742 45216701 NOt between 2008 and 2009.
Other Losses 31,417.14 40,257.28 . .
Extraordinary expenses and losses 19,786.87 145,648.12 This company has an Important
Financial Costs 8,400.64 44,347.81 :

Goods Sales 25358871 59957200 '01€ In the market, because
Provision of Services 12,717,344.3¢ 15,516,657.81 - -
Other Operational Revenues 6000000  170.182.02 EVEry year great artists behind
Gains in group companies and associa 5645.08 0 Portuagal

Extraordinary income and gains 1133.71 6,502.36 gal.

*Costs of Goods Sold Source: Portal da Empresa . . .
*Sypplies and services acquired This company IS a Services

company, then the main source of revenue is theiponm of services and the main source of
expenditure is the supplies and services acqui&slA]. Between 2008 and 2009 the
company had a positive increase in provision ofvises. It means that, the company
increased the number of events or it increasetive of the tickets. The SSA increased,
between 2008 and 2009, more or less 1,5 millioro&u®ther important component is the
Goods Sales. This component represents the prodotdsby the company, like t-shirts,
sweatshirts or other products. In 2009 the GoodissSapresented about 600 thousand Euros.
The positive increase of Net Income shows a compatiygood perspectives of growth

To understand better the company, we have taiatathe strengths and weaknesses and to
understand better the environment of the companig idlso necessary to consider the

opportunities and threats.
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Table X - SWOT Analysis Everything is New

Strengths Weaknesses
The high number of concerts organized by year. i€iffy in hiring artists due to high load valueslagendas.
Organizes one of the best summer festivals (OptiAtive). Cost of promotional events and high critical to snecess of them.
Behind the big names of the world music. Reducedymalue to higher costs with artists.
Positive financial results in 2009 — the comparomgr The high price of Optimus Alive tickets (they at®ge average).

Outings and publicized in advance.
Offering a variety of musical genres and cultural.

Opportunities Threats
Ease and increased mobility within the country. fibufit economic situation Portuguese and Spanish.
Competition between municipalities with a view e tevents. Small size of the market.
Take advantage of brand Portugal as a touristragiin. Rising unemployment.

Need for various licenses and excessive bureaucracy

e A Better World Portugal is an advertising compagytertainment and
in s

/Iko’

communication. It is responsible for events likecR Rio, Christmas

Tree Millennium BCP and Optimus Open Air. In 201@res more or
less 329 thousand people in five days of Rock m Ri
e So, the company produces one of the biggest féstiweganizes one of

the biggest Christmas Tree in Europe and it hadatgest outdoor cinema in the world. It

means that, the company not only

Table XI - Income Statement Better World Unit: Euros

Better World _ 2008 2009 produces music events, but also
Net profit (loss) for the period 1,910,284.6¢ -700,462.05

COGS* 0.00 0.00 cultural events.

SSA** 19,565,430.3¢ 1,399,466.83

Personnel Costs 395,177.36 289,377.94 The Rock in Rio takes p|ace in
Other Operational Costs 2,870,888.02 86,199.08

Other Losses 668,470.67 72,511.31 two years. In 2008 the Rock in
Extraordinary expenses and losses 344,283.47 175,722.57

Financial Costs 769,809.08 -156,474.89 Rjio held and the results of the
Goods Sales 0.00 0.00

Provision of Services 25,203,912.9¢ 629,805.98 company were positive in 1.9
Other Operational Revenues 409,426.39  322,634.51

Reversal of depreciations and allowanc 0.00 17,053.61 million Euros, but in 2009 the
Other Gains 180,326.53 72,183.02

Extraordinary income and gains 730,677.73 124,663.67 Rock in Rio was not held and the
*Costs of Goods Sold Source: Portal da Empresa

**Supplies and services acquired

results were negative in 700
thousand Euros. It means that, the evolution ofpgaomg is very dependent of the event and
the company does not have a varied portfolio. éndther hand, an event sells more than most
companies of events because the brand Rock in &aruch strength in the market. So, in
year of Rock in Rio this company is very compettiv

To understand better the company, it is necessadyate the strengths and weaknesses and
to understand better the environment of the compamy also necessary to consider the

opportunities and threats.

10
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Table XII - SWOT Analysis Better World

The impact obrand Rock in Rio in the mark Difficulty in hiring artists due to high load vals@nd agende
Media coverage. Cost of promotional events and high critical to shecess of thel
Behind the big names of the world music. Reduced margin due to highmosts with artist
Outings and publicized in advance. The small number of events organized by \
Offering a variety of musical genres and cultt The dependence of Rock in Rio.
Opportunities Threats
Ease and increased mobility within the coul Difficult economic situation Portuguese and Spa
Growing appreciation of the trip to the festivatseasymbolic Small size of the market.
milestone in the younger age segments.
Take advantage of brand Portugal as a touristrdggin Excessive reliance on sponsors.
Strengthen the connection to the environment tt Need for various licenses and excessive bureau

7.2 Indirect competitors

The indirect competitors of Dream West Events rhave the following characteristi

v Organization of all type of events in the Wes
or
v Organization of major music events outside of Lisbwo;

Portoeventc is a national event producer. The core businedst®
AL company are the summer festivals, like Marés V
This company is noa direct competitor because most events are heldeirNorth and th
company does ndave the dimension of the direct cpetitors. But, it should be borne
mind that the company organizes some of the mqatlpofestivals in Portug:
The company is responsible for organizing the Mafiéas in Gaia (Porto) for 3 days. T
day ticket is 25 Euros and the free pass ccO Euros.
Throughout the year the company organizes some ssHavt the most striking is the festi

Baywatch.The company has not a diversified portfc

@ mm Ritmos is a producer of ever The company also produces shows
Jazz, Classical d Ethnic Musiclt means that the company's ci

business is the production of musical eve

It is responsible for Paredes de Coura summer festivadlit is a major competitor c
Portoeventos because their main market is n

This company is noa direct competitor because most events are heldeirNorth and th
company does ridhave the dimension of the direct competitors., Bushould be borne i
mind that the company organizes some of the mqatlpofestivals in Portugi



Dream West

The company is responsible for organizing the Regetk Coura in Minho for 4 days. T
day ticket is 40 Euros and the free pass costsurost
The company has not a diversified portfolio, b dompetitors should take into account

summer festival.

p— Promotorres is a municipal company of Torres Ve* which currently has tw
key missions: surveillance of municipal facilitisd event productiol
Throughout the year events are produced, such msv@h Saint Peter, Vintage Festival, F
Used Cars, New Talent, among others. The portfdfiitthe company is diversified becaus
organizes cultural events, music events and busieesnts. But thcompany has region

dimension, i.e., the company is just strong in \Mgsncipally in Torres Vedra

7.3 Perceptual Map
To understand better the competitors and your iposit is necessary the perceptual map.

two variables that compare the compus are the following:

= The weight of festival: > reveals the importance of the festivals in busiresthe
company.
= The weight of concert = reveals the importance of the festivals in busiredsthe

company.
‘g@ 5 The core business Everything is
(e (G MO 45 New is the concerts, but the or
4 festival organized by the compa
35 M%M has a lot of weight in the busine
3 hence the rating of 3.5 in festiva
(3 S e T T R 5 The situation of other competitc
2 is different because the cc
o Scalescore: | businessof both is the festival
1 thh:r:ega:é:high principally summer festival
05 2 Medium-low Musica no Coragcdo organizes
8 - Perceptual Map 0lo) 0 Without weight major part of the summer festiv

and the Better World organizes the biggest sumesivll every two years, hence the raf
of 5 in weight of festivals.

4 West County.

12



Dream West

So, in cae of festivals should be considered principalhgéhcompanies, Masica no Corag
Better World and Everything is New, to make forésder Dream West Events. In case
concerts should be considered the company EveryigifNew. The company will nolave a

competitor, but three major competit:

7.4 Festivals

A large part of the festivals take place in regidrLisbon. For
instance, Rock in Rio in Park of Belavista (Lisbo®)ptimus
Alive in Passeio Maritimale Algés (Oeiras) and Delta Tejo
Ajuda (Lisboa). Sumol Summer Fest take place
Ericeira/Mafra (40 km from Lisbon) and Super Bockp&r
Rock take place in Meco/Sesimbra/Setubal (Southistion)
The SW Tmn take place in Alentejo (Zambujeira dorM
Odemira) and Super Bock Surf Fest take place in Adg
(Sagres).

Marés Vivas Festival takgdace in Gaia (Porto) and Parel
de Coura take place in Paredes de Coura (Alto Mi

9- Lo;e{tion of Festivals (map) There are two types of festivals, urban and nommriRock ir
Rio, Delta Tejo and Marés Vivas are urban festivelredes de Coura, Sumol Summer |
Super Bock Super Rock, SW Tmn, Optimus Alive ange8uBock Surf Fest are non urk

festivals.
Table XIIl - Festivals Calendar
May 2010 July 2010
SEM DOM SEG TER QUA QUI SEX SAB SEM DOM SEG TER QUA QuUI SEX SAB
18 127 1 2
19 2 3 4 5 6 7 8 28 4 5 6 7
20 9 10 11 12 13 14 15 29 11 12 13 14
210 16 17 18 19 20[721 22 o8 10 20 21 22
22 23 24 25 26[027 28, 29| 31 25 26 27 28 29 30 31  Legend:
237780 31 PN sw Tmn
June 2010 August 2010 - Super Bock Super Rock
SEM DOM SEG TER QUA QUI SEX SAB SEM DOM SEG TER QUA QUI SEX SAB Rock in Rio
23 1 2 3 4 5 32 1 2 3/ 4 5 6 7 Paredes de Coura
24 6 7 8 9 10 11 12 338 o9 10 11 12 13 14 Super Bock Surf Fest
25 13 14 15 16 17 18 19 34 15 16 17 18 19 20 21 Sumol Summer Fest
26 20 21 22 23 24| 25 26| 3 22 23 24 25 26 27 28 -Optimus Alive
27 27 28 29 30 36 29 30 31 Marés Vivas

Delta Tejo
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The month of May is the weakest month in termsestivals, because in 2010 only Rock in

Rio was held this month. In 2011, probably, willtfe big festivals in this month because

Rock in Rio back in 2012.

July and August are the months with more festiagal$ June just had Sumol Summer Fest.

In terms of number of persons, Rock in Rio had na@sstance. The focus goes to the City of

Table XIV - Public of Festivals

Unit: N° of Persons

2010

60,000 and 65.5 thousand people on average per day.

Delta Tejo

Marés Vivas

Optimus Alive

Paredes de Coura
Rock in Rio

Sumol Summer Fest
Super Bock Super Rock
Super Bock Surf Fest
SW Tmn

Total Geral

and August.

75,000

Rock with 329 thousand people in five days

120000 The festival with minus people was Super

80,000

329000 Bock Surf Fest, with 30 thousand people in

30,000

75000 two days.

30,000

140000 SO, in 2010 were 939 thousand people in

939,000

Portuguese Summer Festivals between May

Rock in Rio was the most expensive day ticket apldDTejo, Marés Vivas and Super Bock

Table XV - Prices of Competition

Festival Day ticket Pass Pass with Car Camping
Delta Tejo 25 40 0
Marés Vivas 25 40 0
Optimus Alive 50 90 105
Paredes de Coura 40 70 70
Rock in Rio 58 0 0
Sumol Summer Fest 30 40 40
Super Bock Super Rock 40 70 70
Super Bock Surf Fest 25 40 40
SW Tmn 40 80 90
Average 37 59 69

expensive in Optimus Alive.

Surf Fest were the minus
expensive day ticket. Rock in Rio
is the festival with a big name in
the market and with the best
posters, i.e., investment is also
quite large. The pass and the pass

with car camping is most

So, in average a day ticket costs 37 Euros, aqueds 59 Euros and a pass with car camping

costs 69 Euros.

14



Dream West

7.5 Concerts
According with the data and perceptual map, thepzong Everything is New is the maj

competitor in terms of concerts. So, thalysis will manly fall on this compa.

verything is ) is Neyv

43 : 43
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2007 2008 2009 2010 <
Source: Everything is New Source: Everything is New

The number of concerts realized by the companyas®d between 2007 and 2010. In
years the company realizes in average 50 concertgear

The month of February, the period between April dnly and the period between Septen
and November are the periods where they performest of the concerts in recent years. -
beginning of the year, the month of August andehe of the year are t periods with fewer

concerts.

. According with the concerts organized by Everythisg
New, in average each people pays 35 Euros to as
concert. The company organizes a major part of

concerts in Lisbon. In Lisbon, theoncert take place

principally in Coliseu de Lisboa, Campo Pequeno

Pavilhao Atlantico.
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8 Relevant market
8.1 Summer Festival and Concerts

In 2009 the number of viewer’s nightly concertdight
1% music was 3.3 milliongAppendix 6 — Live Shows — INE).

The summer festival and the concerts of Dream \Aliest

inserted in light music, so, the relevant market3i3

27%

o million people.

The relevant market is concentrated is Lisbon and

Central ®Lisbon ~ North m®Alentejo ®Algarve

12 Light Music Central Zones.

8.2 BTT Marathon and TT Challenge

In 2009 the number of federated in sport was 5BRighnd practitioners and most people
have between 20 and 39 years. The weight of cyaBn§.49% of total federated and the
weight of motoring is 0.50%Appendix 7 — Number of federated in sport).

The range between 20 and 39 years is the moseadatiterms of sport. In 2009 Portugal had

more or less 10.6 million people and the totalhe tange between 20 and 39 years had 3
million people.

Normally the federated people does not participateamateur sports events. So, it is

considered the universe of 3 million people mirhes 523 thousand federated. Now, we talk
about 2.5 million people.

If the weight of cycling in federated is considerdlte relevant market of BTT Marathon is

the following:

(DRelevant Marketgyt marathon = 2- 5 million people x 1.49% =~ 37 thousand

If the weight of motoring in federated is considkrthe relevant market of TT Challenge is

the following:

(IDRelevant Marketrr chalienge = 2.5 million people X 0.50% ~ 12 thousand

The relevant market of BTT Marathon and TT Chalkeetmjalizes 49 thousand people.
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9 Segmentation
The company will be inserted on events marketjtowill specialize in music show

Table XVI - Segmentation

Criteria Objectives

i A - Aged 18 to 25 years who like mu:
Demographic . pringing the comparis young people. g y

B - People from 20 to 39 years who like mu
e Better communication with the differe

Type of segments; C —People from 20 to 39 years who like cycl

Client . ; .
Services appropriate to each segn D —People from 20 to 39 years who like motor

10 Porter Analysis

In order to evaluate the attractiveness of the strguof events, it was applied the model
Porter's five forcegAppendix &~ Porter Analysis).

10.1 The Attractiveness of Events Industry

A
Bargaining
Power of
Suppliers

¢

Thr'eat of
Substitute
Products

Threat of

New
Entrant:

Baréaining
Power of
Customers

13 — Porter Analysis

By applying the model of five competitive forces ofreo, it is concluded that the evel
industry is an industry with a medir-high level of attractiveness, which strengthens
business opportunity previously detec
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11 Services Mix
11.1 Questionnaire
The questionnaire and the results are Appendix 9 - Questionario Tese_ Projecto de

Mestrado).

11.2 Product

In this business the image of the events is vepomant and reflects the company's image.
The name Dream West intends to show a company t@blganize large events with top

professionals. Offering theream events, mainly in th#&v/est is the primary goal.

eam )/ vest

14 — Companyis Logo

The Dream West Events will sell a service and &icerisany act or performance that one
part can offer to another that is essentially intgitle and does not result in the ownership
of anything. Its production may or may not be ti¢al a physical produc{Kotler, 2000).

Table XVII - The Services

Service Type Event

= Summer Festival Non Urban
= Concerts

= BTT Marathon

= TT Challenge

Entertainment
Organize events
Sport
According with the respondents the entertainmendtsport are preferred and the market for
these two types of events is bigger. So, Dream W#lssell entertainment and sport events.
In terms of entertainment events the company wantsganize a summer festival non urban

and concerts. Organize a BTT marathon and a TTecig# is the sport goal.

GOAL = 99% of the

activity of the company

The base of this company will be the entertainm&his option makes sense because the
entertainment market is very large and it has pi@eto grow. The questionnaire reinforces

this position because 51 percent of respondentsrpeatertainment events.
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..::3”' Sport Evints - GOAL > 1% of the activity of the company
The purpose of non-core services is to make thgeogis broader portfolio, compared with

major competitors. The sports events are not pacbnsumer preference. Just 29 per cent

prefer sport events. These markets have more tinpibéential to grow.

The West is inserted in the Central Region and mpasses
12 municipalities, 2,221 km2 and 363,9305 inhalbgaim
2009. The ease of access to international airportssbon
and Porto, facilitate the connection of the Wesaltomajor
centers in Portugal and Europe. In last years tipeilation of

Oeste grew about 27 thousand people.

According with questionnaire, the respondents pref®an
festivals (more or less 60%), but the aim is taat¥ea summer festival non urban in West
because the main feature of the West is the proxiofithe sea and the beautiful scenery. The
climate in the western region is mild with a plegssummer and winter a little harsh. So, in
this point a view is possible to create a scenddoa green world” because exists contact
with nature. The proximity to Lisbon and stratelpication to connect to other urban centers
of reference is fundamental to develop the event.

Most festival lasts for three days and a large orign of respondents prefer festivals to 3

days, then the summer festival will take three days

Table XVIII - Number of Days and Location
Festival Duration Date Location ( )
Name days
West Alive 3 Third weekend of June (before Sumah8ier Fest) Shooting Range Santa Cruz

5Source: INE
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Summer Festival Brand

West,
Aliry)”

.

/
4

T

For & Gares Wonld!

15 - Summer Festival Logc

Slogan

For & Greess Wonkdl]

16 — Summer Festival Slogal

The ultimate goalis to create environmentally rfdly event, so asto convey the
message that a better environment is good for enery
Sponsors and Stages

Two major sponsors for two stages. Create a magestith a strong sponsor and
with great image in the domestic market.

This type of events has market and potential tevgsecause
it will follow the trend of growth in the entertamment
industry. In last years the number of big concartBortugal
increased a lot and 71 percent of the respondenily go to
concerts.

The company wants to organize concerts in Lisbaabse a

large proportion of the population is concentratethe great
Lisbon soon has easier access to the shows. Ranags in Pavilhdo Atlantico, Coliseu dos
Recreios or Campo Pequeno.
The major objective is to bring big names in in&ional music in Portugal and promote

national artists.
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According with the questionnaire the football ig fhreference

of the respondents, but It is a sport much developed
without much growth potential.

The second preference of the respondents is the BTT
Marathon. The number of practitioners has increasedcent
years, so the margin for growth and success oktkegents is
high. The goal is to create a big annual BTT Mayath

It is the third preference of the respondents &ednumber of
practitioners has increased in recent years. Theigdo create

a big annual TT Challenge.
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11.3 Prices

The strategy adopted to define the prices isRthee Competition, i.e., the prices of tickets

were defined based on competitors. It means thahe beginning the products will compete
with prices at or below the average for competitdrs help the definition of prices it was

used the answers of questionnaire.

Table XIX - Prices with VAT: Summer Festival Unit: Euros
Prices with VAT® Day Ticket Pass Pass Car Camping
Competitors (Average) 37 59 69
Dream West 1st Year Price: 36 57 62

In average a day ticket costs 37 Euros and the perstof respondents is willing to pay
between 26 and 40 Euros to attend a festival. G&UBos is acceptable for a daily ticket.

In average a pass costs 59 Euros and the mostfpagpondents is willing to pay 60 or more
Euros for all festival, so, 57 Euros is acceptdbtea pass because it is below the average of
competitors and it is below the limit of respondent

In average a pass with car camping costs 69 Eundshee most part of respondents is willing
to pay 70 or more Euros for all festival with camgi so, 62 Euros is acceptable for a pass
with car camping because it is below the averageoaipetitors and it is below the limit of
respondents.

All prices are below the competition, so, in théufe they have margin to grow until the
average of the competitors.

Price change over the life of the product

To set prices over the life of the product we hassumed an annual inflation rate of 2%.

(Il Day ticket,p3 = 29 X [1 + 2%] = 30

Table XX - Price change over the life

of product: Summer Festival Unit: Euros
Prices without VAT 1 2 3
Day Ticket 29 30 30
Pass 46 47 47
Pass Car Camping 50 51 52

® Value Added Tax (in Portugal IVA)
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With this strategy, the prices over the years gllincreasing. It was not considered a
decrease in prices, because then it could be sprdatbgatory image of the services, i.e., it is

intended that the summer festival will continug¢hia sector as a festival of reference.

In that case the price is an average because &rtaran have different prices, it depends on

the show room.
Table XXI - Prices with VAT:

Concerts Unit: Euros

Coliseu dos Recreios 35 Until 25Euros 7
Pavilhdo Atlantico 39 26Euros - 40Euros 17
Campo Pequeno 30 41Euros - 50Euros 6
Coliseu do Porto 34 >50Euros 5
Average 35

In average a ticket costs 35 Euros and the mosiopaespondents is willing to pay between
26 and 40 Euros for a concert, so, 36 Euros ispaabke for a ticket because itis equal to the
average of competitors and itis in the range ofpitederences of respondents.

The prices are equal to the average of the congetiso, in the future they have margin to
grow.

Price change over the life of the product
To set prices over the life of the product we hassumed an annual inflation rate of 2%.

Table XXII - Price change over the life of product:
Concerts

Unit: Euros
Prices without VAT 1 2 3
Concert Ticket 29 30 30

With  this strategy, the prices over the years béllincreasing. It  wasn’t considered a
decrease in prices, because then it could be sprdatbgatory image of the services, i.e., itis

intended that the concerts will continue in the@eas a concerts of reference.
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This event is a non-core service and the pricesmaeecord with some of the biggest BTT
marathon in Portugal.

= BTT challenge of Portugal-> takes place in December and it is organized by BTT
Club of Portugal. In 2010 1,300 people participated

= BTT Portalegre = one of the most famous marathon in Portugal, iesalace in
May and it is organized by Ases do Pedal. In 2080@ people participated.

= BTT 5 Cumes=> in five years this marathon increased a lot. Tgkase in October
and in 2010 more or less 2,000 people participated.

= Center Marathon - takes place in March and it has a limit of 1,006pe.

Table XXIII - Prices BTT Marathon: Competitors

Competition Price I’ Price 2 Jersey
BTT Challenge de Portuga 15 Euros 15 Euros 15 Euros
BTT Portalegre 40 Euros - Euros - Euros
BTT 5 Cumes 20 Euros 15 Euros 10 Euros
Center Marathon 20 Euros 15 Euros 10 Euros

The Portalegre marathon is a special case, sdhanbéginning we focus on other three
competitions to define de price. The BTT Portalegreanportant when Dream West define
the date of your marathon.

Table XXIV - Prices with VAT: BTT

Unit: Euros
Prices with VAT 1
Price 1 21
Price 2 15
Jersey 10

The prices are below to the average of the conmpetiso, in the future they have margin to

grow.

Price change over the life of the product

Table XXV - Price change over the life of product:BTT

Unit: Euros
Prices without VAT 1 2 3
Price 1 17 17 17
Price 2 12 13 13
Jersey 8 8 9

" Price 1 — normally price with lunch or other gifts
8 Price 2 — price without lunch or other gifts.
° Jersey — Cycling sweater.
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With this strategy, the prices over the years ballincreasing. It was not considered a
decrease in prices, because then it could be sprdatbgatory image of the services, i.e., it is

intended that the marathon will continue in the@eas a marathon of reference.

This event is a non-core service and the pricesiraraccord with some TT challenges

organized in West.

= Ponte do Rol TT-> It takes place in December and it is organized byd?miense
Club.

* Rota dos Vinhos do Oeste> It takes place in October and it is organized by
Montejunto Rally Club.

» Rotas dos Vinhos e do Vente> It takes place in December and it is organized by
Arneiros Club.

= Bombeiros do Sobral de Monte Agraco> It takes place in February and it is

organized by fire department of Sobral de Montea&gr

Table XXVI - Prices TT Challenge: Competitors Unit: Euros
Competition Driver  Co-pilot

Ponte do Rol TT 15 Euros 15 Euros
Rota dos Vinhos do Oeste 20 Euros 15 Euros
Rota dos Vinhos e do Vento 20 Euros 15 Euros
Bombeiros Sobral Monte Agraco 20 Euros 20 Euros

The prices are below to the average of the competiso, in the future they have margin to

grow.

Table XXVII - Prices with VAT: TT Unit: Euros

Prices with VAT 1
Driver 16
Co-pilot 16

Price change over the life of the product

Table XXVIII - Price change over the life of produd: TT Unit: Euros
Prices without VAT 1 2 3
Driver 13 14 14
Co-pilot 13 14 14

With this strategy, the prices over the years béllincreasing. It was not considered a
decrease in prices, because then it could be sprdatbgatory image of the services, i.e., it is
intended that the challenge will continue in thetgeas a challenge of reference.



Dream West

11.4 Distribution

The Dream West will produce the events, i.e., tagany is responsible for all organizati
The distribution of the tickets or the submissiaasfundamental for e success of the

company.

To access the festival people need tickets, so,st#ikng points are fundamental a

strategically important.

Dream West

ok

Consumer

bution Channels: Summer Festival and

The company will sell the tickets using four distriion channels, two Business to Consu
(B2C). Ticketline is a ticket online and is a B2C channel because acts cehalf of a

producer without buproducts or service

Fnac offers cultural and electronic products a is a B2C channel because acts on behas
a producer without buy products or services. Frrat Ecketline are drokers, eachbroker

has a commaon per each ticket and normally the commissiaresebetween 3r 5 percent.

The web page and sell tickets on enclosure ofdbtvial are own distribution channe
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Dream West

\WEI @A@E EN@L@@&UR@

Consumer

18 — Distribution Channels: BTT and TT

The inscription is done online or can also be donesnclosure of the event, but the online

inscription is considered valid after payment.

11.5 Promotion

The communication is directed to consumers directy, directed to the public.

Promotional Mix

Publicity Salesl'romotnon I'ubllc Relations Dlrect Marketing

19 — Promotional Mix

The publicity is above the line because it is diserelated with mass media, like television,

radio, internet, cinema, press and outd¢dggpendix 10 — Commercial Plan).

Publicity on...  Yes/No Observations

Television \ It has high audience, but it is very expensive.

Radio \ The repetition and speed of contact distributiart,ibhas low quality of creation.
Internet \ Greater capacity for growth and reduced costs.

Press \ The only way is to buy directly and often and sgenloyalty.

Outdoors \ Strong repetition of the message, but less accunacyeasuring the audience.
Cinema X Itis very expensive and with more limited audience.

Publicity on...  Yes/No Observations

Television \ It has high audience, but it is very expensive.

Radio \ The repetition and speed of contact distributiart,ibhas low quality of creation.
Internet \ Greater capacity for growth and reduced costs.

Press \ The only way is to buy directly and often and sg@nloyalty.

Outdoors \ Strong repetition of the message, but less accunacyeasuring the audience.
Cinema X It is very expensive.
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Publicity on...  Yes/No Observations

Television X It is very expensive and this is a 1-core activity.

Radio \ The repetition and speed of contact distributiod ituhas a low tehnical restrictions.
Internet \ Greater capacity for growth and reduced ¢

Press X The only way is to buy directly and often and sgremloyalty

Outdoors \ Strong repetition othe message.

Cinema X Very expensive

Publicity on...  Yes/No Observations

Television X It is very expensive and this is a I-core activity.

Radio \ The repetition and speed of contact distributiod ituhas a low tehnical restrictions.
Internet \ Greater capacity for growth and reduced ¢

Press X The only way is to buy directly and often and strenloyalty

Outdoors \ Strong repetition of the messz

Cinema X Very expensive

“The management function thaestablishes and maintains mutually beneficial ralaships betweel

an organization and publics on whom its success dailure depends

Cutlip, Center & Broom,19¢

It is necessary a Public Relations to establigationship between the press the

company.

Press conferenc
Pressreleas
Interviews
Press room onlir

¢ Direct Mail

Allows you to create
mailing lists and
maintain relationships
with customer:

The goal is to retajirewardand build relationships with consumers.

= Raffle a car valued at 15,000 E.

» Raffling off a bicycle valued at 500 Eur
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= Raffle a winch rated at 200 Euros.

To view the details see the Promotional Mix.

Table XXIX - Total Budget Promotional Mix Unit: Euros
Summer Festival Concerts BTT Marathon TT Challenge Total
Budget 800,000 400,000 10,000 10,000 1,220,000

*These prices haven’t VAT.

The total budget for advertising in the first yéatals 1.2 million Euros.
12 Strategic Plan

The strategic management is very important becise
the set of decisions and actions intended to ingptbe

long-run performance of an organism.

A structured approach to strategy can benefit all

Dream
West companies because reduces uncertainty, links lemg t
and short term, clarifies and unifies purpose amabkes
20 — Strategic Pyramid control.
12.1 Mission

Dream West mission is to create moments in spesisironments. Making the
company a benchmark in the industry, recognizedt$ogquality service nationally and

internationally.

12.2 Values

Dream West builds bridges between people and ylmls.i

Use the music, culture and sport to promote seogédfiare and help to create

a better world for us all (For a Green World!).

Our fundamental commitment is to create economicievdounded on

principles of ethics and sustainable development.

This is our guiding force, reflected in the conbns setting of targets that
stimulate and challenge our competencies.
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12.3 External analysis

Table XXX - Strategic Plan: External Analysis

Opportunities Threats

According to European Commission the inflatiodn terms of GDP Portugal will have the worst
of Portugal will increase below the EU 27. performance compared with European Union 27.
The services sector has the better Gross Vi The weight of tourism in GDP decreases in 2009.
Added (GVA).

Development of new access, services ankhe high level of 10 year yield.

infrastructure.

The number of internet users has increasec The crisis generating widespread losses in
recent years. services sector.

Affirm cultural traditions. Crime.

The concerts and festivals are forecast to grom The high level of unemployment.
5.7% per annum between 2010 and 2014.
The industry is attractive.

The global crisis causes instability and uncenjaisbd, any investment is risky. Portugal
has one of the worst performances in Europe ahastone of worst forecast for the
future, in terms of crime or unemployment for imste.

In the other hand, the services sector has a higlghtvin the economy. The events
industry is attractive because it is growing ang itnserted in the services sector. The
events industry in very important to boost the &t so, the growth forecasts for the

tourism reinforce a business opportunity.

12.4 Internal Analysis

The Dream West Events will be a service companyjrdangible resources will have
most weight than tangible resources. It makes sbasause the non-physical assets,
like reputation, knowledge or information, have morterest in service industry.

The quality of the service is fundamental to thecsss, so, the staff must develop your

skills in formations or workshops for instance.

Table XXXI - Strategic Plan: Internal Analysis

The Resource Base The Competence Base
Human resources Marketing
Financial resources Organization/production capacity

Intangibles — reputation, brand value and knowledge

12.5vValue Chain Analysis

Firm Infrastructure 2 Department of planning and management, accountiddinance department.

R ce Manag t 2 Recruitment, appraisal, remuneration and trainingligersonnel.

Technology Development - Construction and management of the site and othiéreochannels.

Margin

Procurement = Hiring artists and acquisition of all equipment dee for the events.

Inbound Logistics Operations Outbound Logistics Marketing and Sales Service
Receipt of equipment Assembling the Distribute productsin Promotion of all Delivery of tickets
needed for the events. infrastructure to run all outlets. events. and other products in

the event. the customer's home.

Produce tickets and
nor-core nroduct:
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12.6 Core objectives
= Summer festival will grow 4098 between 2012 and 2013;
= Concerts will grow 5.7% between 2013 and 2014,
» Entertainment represent 99% of the business;
» Build a uniqgue summer festival (relationship witle £nvironment);
= Each event, one moment;
» Have a broader portfolio that major competitorghwnusic, cultural and sports
events;

= Approximately 20% of Market Share

12.7 Strategy

The company's strategy is to create the best evatiishe best artists and conditions,

always with the problems of the environment in mind

1% Optimus Alive History
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13 Fixed Assets

This item is not very relevant in this businessaduse the investment in fixed assets is

very low.

13.1 Tangible Assets

Table XXXII - Tangible Assets  unit: Euros

Buildings and Other Constructions 5,000.00

Basic equipment 17,500.00
Transport equipment 30,750.00
Office equipment 45,000.00
Other tangible fixed assets 7,000.00

Total 105,250.00

These values are according with the balance sloddtse competitors. The value of
buildings and other constructions is related withrkg in office. The value of basic
equipment is related, for example, with furnitucgll phones, copiers, computers
programs and computers. The value of transporfpewgemt is related with two cars. The
value of office equipment is related with papemgepencils and all types of office
equipment. The other tangible fixed assets aregtample, ATM, complaints book or

intrusion detection system and fire.

13.2 Intangible Assets

The value of intangible assets is jatrt upexpenditures.

13.3 Summary of Investment

Table XXXIII - Summary of Investment Unit: Euros
0 1 2 3
Tangible Assets 105,250.0C 10,200.0C 10,404.0C
Constrizti:gir?s? and oer UL
Basic equipment 17,500.0C
Transport equipment 30,750.0C
Office equipment 45,000.0C 10,200.0C 10,404.0C 10,612.08
Other tangible fixed assets 7,000.0C - - -
Start up expenditures 500.00 - - -
Total Investment 105,750.0C 10,200.0C 10,404.0C 10,612.08

The company will invest every year in office equgmhdue to wear that will have over

the years.
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14 Supplies and Services Acquired (SSA)

In this business the SSA are very important becdhsebiggest investment of the
company is in external services. It is necessaigtsy stages, lights, publicity and other

contracts. The value of this component is in acaoce with the competitors.

In project development are considerate thirteenises, electricity, water, contracts,
accounting and finance, office equipment, houserarse, car insurance, publicity,

conservation, repair and maintenance, fuels, rentsynet plus phone and bathroom

furniture.
Table XXXIV - Supplies and Services Acquired Unit: Euros
SSA 1 2 3 Total
Electricity 499.23 509.21 519.40 1,527.84
Water 272.56 278.01 283.57 834.14
Contracts 11,220,000.00 11,444,400.0C 11,673,288.0C 34,337,688.00
Accounting and finance 6,120.00 6,242.40 6,367.25 18,729.65
Office Equipment 1,020.00 1,040.40 1,061.21 3,121.61
House insurance 306.00 312.12 318.36 936.48
Car insurance 816.00 832.32 848.97 2,497.29
Publicity 1,224,000.00 1,248,480.0C 1,273,449.6C 3,745,929.60
Conservation, repair and maintenanc 1,224.00 1,248.48 1,273.45 3,745.93
Fuels 482.66 492.32 502.16 1,477.14
Rents 6,120.00 6,242.40 6,367.25 18,729.65
Internet + Phone 714.00 728.28 742.85 2,185.13
Bathroom Furniture 510.00 520.20 530.60 1,560.80
Total 12,462,084 12,711,32€ 12,965,553

The contracts and publicity are the main items bgsedhe core activity of the company
is very dependent on them. The contracts mainlypr@® values necessary for artists
and values necessary for the full logistfcsf the show. All events should reach all
public, so the investment in publictfiis fundamental.

The electricity and water are related with theawfithe accounting is a fundamental and
mandatory service, the office equipménis, for instance, paper or pens, the house
insurance is related with the office, the car iasge is related with the cars of the
company, the conservation, repair and maintenareceetated with contracts with, for

instance, companies that offer printers, the faeklated with movements, the value of

' See the appendix of SSA in Dream West Financieligent.
2 Companies that lease equipment like stage equiptigiits, fences, security, tickets, feeding and
others.
13 The details are in the advertising plan.
4 Rapid wear.
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the rents is related with the office, the interr@tis phone is important for
communications.
15 Organizational Structure

At this point will be presented information abotetfunctional organization of the
company, i.e., how the resources will be organiredifferent functions, as well as

those specified for each function. It will be quaedl the number of employees needed

Director
General

Accounting and
Finance

Public Computer Procurement
Relations Technician Technician

22 — Organizational

for the entire operation.

The organizational structure consists of a diregtareral or manager, public relations, a
computer technician and a procurement techniciée. 8ccounting and finance service

is provided by an external company.

Director General
The manager controls the operation of the entirepamy and he is the manager that all

employees must report information.

Public Relations
This person is essential in the framework of thiggmt because this is the link between
customers and all events. He is responsible forntlaeketing of the company and

promotion of all events.

It is necessary a Public Relations to establisblaionship between the press and the

company.

= Press conferences
= Press-release
= |nterviews

= Press room online
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Computer technician
The internet is fundamental to disclose all evests, the computer technician is
responsible for construction and management ofifge He must control all channels

of communication online, like direct mail.

Procurement technician
He is responsible for hiring artists and acquisitaf all equipment needed for the
events. Your collaboration is fundamental becabsequality of the events depends on

the quality of the artists and full logistics.

15.1 Workers needed throughout the life of the Project

Table XXXV1 - Employees Unit: N° of people

(I
N
w

Public Relations
Computer Technician
Procurement Technician
Director General

Total

oRP WER P
oORr WR R
® Rk AR N

The number of employees increases between they&estand the third year. It makes
sense because it is expected that the activityeo€bmpany increases too.

In the beginning the company will have one pubdilations, one computer technician,
three procurement technician and one director gén&he number of procurement
technicians is bigger than the others becauseareyesponsible for the success of the
core business of the company. The quality of thewshand the offer in the shows
depends on the quality of your job. In the thircaryéhe number of public relations
increases because the activity of the company aseie and the relations between the

company, customers and artists must be ever close.

15.2 Personnel costs over the life of the project
Table XXXVI - Average Monthly Wages  Unit: Euros

1 2 3
Public Relations 1,025 1,051 1,077
Computer Technician 923 946 970
Procurement Technician 923 946 970
Director General 1,538 1,576 1,616

The director general has the biggest wage of tingpemy because he is responsible for

all success of the company and he reports to slimdl artistg&eeAppendix 25— Wages)
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Table XXXVII - Other Personnel Costs Unit: Euros
1 2 3
Meal Allowance 1,800 Euros 426 11,347 15,507
Contributions to social security 23.75% 20,798 21,317 28,662
Health insurance and industrial accider 500 500 500
Total Other Personnel Costs 24,310 35,749 47,255

The employees have other costs, like meal allowarmetributions to social security
and health insurance and industrial accident. Tlkalrallowance totalizes 150 Euros

per month for each employee.

Table XXXVIII - Withholding Taxes Unit:Euros
Withholding Taxes 1 2 3

IRS 20.00% 17,514 17,951 24,136
Contributions to social security 11.00% 9,633 9,873 13,275
Total 27,147 27,824 37,411

The company will have to pay withholding taxes,elik0% to IRS and 11% to

contributions to social security for each employee.

16 Working Capital

Table XXXIX - Working Capital Unit: Euros
0] 1 2 3
Needs
STATE - VAT 17,250 423,041 0 0
Safety reserve of cash 15,938 21,811 23,269
Total 17,250 438,979 21,811 23,269
Resources
Retrieved from credit providers SSA 217 222 226
STATE - VAT 0 0 35,022 48,776
STATE - IRS and SS 2,262 2,319 3,118
Total 0 2,480 37,563 52,120
Working Capital 17,250 436,499 -15,751 -28,851
AWorking Capital 17,250 419,249 -452,251 -13,099

The type of business does not has a significanteval working capital in year zero
because the biggest investment is in SSA. The imas# in fixed assets is residual.
The difference in working capital between first atidrd year is related with the

increase in revenues.
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17 Project Analysis — Economic Optics

17.1 Operating Income

Total Sales - €

16.000.000
15.000.000 15.512.807
14.000.000 14.540.951
13.000.000
12.000.000
11.000.000
10.000.000 10.625.095
9.000.000
8.000.000

1 2 3

23 — Total Sales

The evolution of sales reflects the changes in dehexpected over the period under

review.

17.2 Market Share Evolution

Market Share
35,00%
30,00% \
25.00% 23,76% /
20,00%
15.00% 17,18%
10,00% 13,31%
5,00% NS
0,00%
2012 2013 2014
Everything is New e Better World Musica no Coragéo
Others Dream West

24 — Market Share

The market share was calculated based on salesrgfetitors. The evolution of market
share depends on Rock in Rio, organized by Bett@ddVIt was assumed that Rock in
Rio is organized every two years, so the marketresttd Dream West and all

competitors depends on this event organized byeB®&torld.
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17.3 Operating Costs

Suppliers and Services Acquired - €
13.200.000
13.000.000 -
12.965.553
12.800.000 -
12.600.000 - 12.711.326
12.400.000 - 12.462.084
12.200.000 -
12.000.000
1 2 3
25— Operating Costs: SS/
Other Operating Costs - €
200.000
150.000 O_’_o-/o 165.349
100.000 109.294 o
50.000
C711 T SE 560 () 27.966
1 2 3
==0==Employees Benefit Expenses
==O== Depreciation of tangible fixed assets and intarmgétssets

26 — Other Operating Costs

Costs clearly reflect the regularity of the cycfeegploitation because there are no

major fluctuations over the life of the project.

38



Dream West

17.4 Breakdown of Operating Costs

Breakdown of Operating Income

1,26%\ 0,21%

B Suppliers and Services
Acquired

Employees Benefit
Expenses

Depreciation of tangible
fixed assets and
intangible assets

27 — Breakdown of Operating Costs

The cost structure stands out the SSA, which adsofmr 98.5% of total costs. The

company's results are very sensitive to changtd®iisSA.

17.5 Breakdown of SSA

For Supplies and Services Acquired, the costs wfraots represent the largest

proportion, precisely because the artists and eagip.

17.6 Breakdown of Personnel Costs

Breakdown of Personnel Costs

9,38%
/

Meal Allowance

I17,33%
Contributions to social
security
0.30% m Health insurance and industrial
' accident

® Annual Earnings

28 — Breakdown of Personnel Costs

Personnel  costs in salaries have the  greatest tyvéjowed

by social security

contributions. All workers are entitled to healtisurance and workplace accidents.
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17.7 Net Income

Net Income - €

2.500.000 -
2.000.000 -
1.500.000 -
1.000.000 - 1.680.822

500.000 -

1.837.781

(500.000) - 1 2 3
(1.000.000)
(1.500.000)
(2.000.000) (1.970.129)
(2.500.000) -

29 — Net Income
The net profits are significantly lower in the figgear of operation, mainly due to

reduced sales value.

The evolution of net income reflects the stabiéityd regularity of the  cycle of
exploration were not considered in this analysisextraordinary results. The positive
results become just the second year of operation.

17.8 Project Income Statement

Unit: €
Project Income Statement 1 2 K]

Income
Provision of Services 10,625,095 14,540,951 15,512,807

10,625,095 14,540,951 15,512,807

Expenses and Losses
Costs of Goods Sold - - -
Suppliers and Services Acquired 2,462,084 12,711,326 12,965,553

Employees Benefit Expenses 109,294 o7 165,349
Depreciation of tangible fixed assets and intalegitssets 23,846 ,EB6 27,966

Total 12,595,224 12,860,129 13,158,868
Operating Profit (loss) (1,970,129.23) 1,680,821.80 2,353,939.23
Profit (loss) Before Tax (1,970,129.23) 1,680,821.80 2,353,939.23
Tax 26.50% - - 547,127

Net Income ,970, 1,680,822 1,806,812
17.9 Operational Cash Flow

Operational Cash Flow

2.000.000
1.500.000 -
1.000.000 - 1.261.290
500.000 -

0
-500.000 -
-1.000.000 -
-1.500.000 -
-2.000.000 -

1.758.112

-1.424.199

30 — Operational Cash Flow
The operational cash flow is negative in the firgar and positive in the second and

third years. The evolution shows us the increagbebusiness.

40



Dream West

17.10Project Cash Flow

Unit: €
Project Cash Flows (0] 1 2 3
Financial Resources
Operational Cash Flow 0 -1,424,199 1,261,290 1,758,112
Fixed assets terminal value 48,657
Working Capital Terminal -13,099
Total 0 -1,424,199 1,261,290 1,793,669
Financial Needs
Working Capital 17,250 419,249 -452,251 ,099
Fixed assets (CAPEX) 105,750 10,200 10,404 10,612
Total 123,000 429,449  -441,847 -2,487
Project Cash Flow -123,000 -1,853,649 1,703,136 1,796,156

31 — Project Cash Flow

Cash Flow for the project in year zero is negative to investment made this year. In
the first year the cash flow is negative too beeaue sales are below the costs. In the
second and third year the business of the compdhinerease.

17.11Project Analysis during 3 Years

Table XLII - Project analysis during 3 years: assunptions

0 1 2 3
Treasury Bonds 3 years (rf)  9.00% 8.50% 8.00% 7.50%
Unlevered Betafiu) 0.31 0.31 0.31 0.31
Market Risk Premium (mr) 5.5% 5.5% 5.5% 5.5%
Discount Rate Unlevered (Ru 10.21% 9.71% 9.21%
Ru Index 1.102 1.209 1.320

Before the Net Present Value calculus is necedbaryariables to define the discount
rate. The rate of treasury bills maturing in thrgears was based newspapeidtrio
Econdmico”(Appendix 12 — OT 3 Yearg)he unlevered beta and market risk premium
was based on Damodaran web page
The high value of treasury bonds causes a highevalueturn on equity because the
crisis makes investors more demanding. The retaraquity is variable over the years
of the project mainly due to forecasts of Treadonds.
The discount rate unlevered was obtained usingGhpital Asset Pricing Model
(CAPM).

(IV)Ry =rf+ B, X mr
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Table XLIII - Net Present Value Unit: Euros
(0] 1 2 3 NPV

Project Cash Flow (123,000) (1,853,649) 1,703,136 1,796,15¢

Cumulated Project Cash Flow (123,000) (1,805,001) (639,818) 140,611

Discounted Cash Flow (123,000) (1,682,001) 1,165,182 780,428 140,611

The NPV is greater than zero, so projectis economicallyiable and aut
sustainablelt means that the proj¢ pays the capital at a rageu want and eventual
generates a surplus thalows the investor to recoup their investment.

18 Financial Engineering

Capital Structure The capital

structure determined contains 75% eqaityg 25% debt.
75% Equity

v apent | THUS, ifone wishes to enst balanced and
sustainable financial structure.

25%.

32 — Capital Structure

18.1 Debt
The value of debt is related with car leasing d3@rmonths(Appendix 11- Leasing
Auto).

Table XL - Annual Debt Service: Leasin Unit: Euros
ﬁgg;?]IgDebt Service 0 1 5 3
Initial Amount Outstandin 30,750 29,809 20,249 10,01¢
Interest 0 1,738 1,065 34t
VAT 174 2,088 2,088 1,91«
Income 941 11,298 11,298 10,36:
Amortization 767 7,471 8,144 8,10:
Final Amount Outstandir 29,809 20,249 10,016 0

18.2 Equity
The equity totalizes 92,250 Euros and it will balimed by partners. One of all partn
must be the director general of the company and plerson must have a lot

experience in the sector.
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19 Financial Plan

Table XLI - Financial Plan Unit: Euros
(0] 1 2 3

Needs

EBITDA (<0) - 1,946,284 - -

Investment in Fixed Asset 105,750 10,200 10,404 10,612

Interim Interest - - - -

Working Capital 17,250 419,249 i i
(Investment)

Loan Repayment ML/P - - - -

Loan Repayment C/P - 941 2,388,019 370,164
Car Leasing Repayment 941 9,560 10,233 10,016
Interest MLP - - - -
Car Leasing Interest - 1,738 1,065 345
Interest CP 5% - 47 119,401 18,508
Payments on account - - - -
EOEP (ISR) - - - -
Total Needs 123,941 2,388,019 2,529,122 409,646
Resources
EBITDA (>0) - - 1,706,707 2,381,906

Working Capital

(Divesture) - - 452,251 13,099

Shareholders Equity 92,250 - - -
Loan MLT - - - -
Car Leasing 30,750 - - -
Proceeds from treasury - - - -
Treasury Interest CP 1% - - - -
Total Resources 123,000 - 2,158,958 2,395,005
Annual Balance (941) (2,388,019) (370,164) 1,985,359
Initial Cash Position - - - -
Estimated Final Cash (941) (2,388,019) (370,164) 1,985,359
Safety Cash Requirement - - - -
Loan ST 941 2,388,019 370,164 -
Application ST - - - 1,985,359

Final Cash Position - - - -

In year zero, the financial needs are greater tbsources, therefore the company will
be forced to borrow short-term funding from banks.

In the first year the total needs are greater tle@ources too, so the company will be
forced to borrow in short-term 2.4 million Euros.

In the second year the business of the companyases and the total resources

increases too. The financial situation will be megeiilibrate in second and third years.
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20 Project Analysis — Financing Side Effects

Table XLIV - APV Unit: Euros
NPV 140,611
Leasing Effect (Car) 7,972

APV 154,274

The Leasing Effect calculated based on the intefe&tto Leasing, net of taxes and
upgraded R The projectis feasible, witha financing side feef worth 7,972
Euros and 154,274 Euros for APV.

21 Accounting Pro Forma Statements
21.1 Balance Sheet

The balance sheet is visible Appendix 13 There is a reduction in the value of fixed
assets due to depreciation. On the other handhibr
term investments that have significant growth. Tadue of the liabilities in first and

second years is related with loans and in thira yeeelated with IRC payable.

21.2 Income statement

The value of net income in first year is negatibbei in second and third years is
positive. The company will pay IRC just in thirdayebecause there are reporting losses

(Appendix 14 — Income Statement).

15 Net Present Value
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22 Indicators of Financial Health

Table XLV - Indicators of Financial Situation

0 1 2 3
Equity/Total Assets 0.75 -354 -3.24 0.73
Solvency (Equity/Total 300 -0.78 -0.76 2.68
Liabilities)
Current Ratio 164 018 0.05 3.57
Immediate liquidity 0.00 0.01 0.05 3.57

In first year the company is very dependent on d@elpital due to the negative equity
generated by the first year operating losses. Ird tiiear there is a sign that the
company stabilizes in terms of financial health.

It can be observed that the current ratio exhibdscillations along the life of the
project, presenting the first 2 years of the progegalue of current liabilities exceed
the assets, jeopardizing the ability to meet stesrh debt. In the third year the value of
the ratio is above 1 ensuring the compliments.

In the early years of the project the total of &gilons does not guarantee the total

short term debts, changing the trend from the tyéar of the project.
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23 Sensitivity Analysis

The original NPV is 141 thousand Euros. The NPVhizre sensitive to variations on
prices, number of tickets sold and supplies andicses acquired. The variation on
wages has not a significant impact on NPV.

For instance, if prices fall 10% the NPV will bermas 1,9 million Euros, but if prices
rise 10% the NPV will be 1,7 million Euros. If wagecrease 10% the NPV will be
129 thousand Euros.
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24 Conclusion

The biggest goal is to create a services compasgdban this business plan. Dream
West is the name of the company and its focusasrtasic event.

The company will offer a summer festival, concedsBTT Marathon and a TT
Challenge. The core services are the summer féstiebconcerts.

The economic climate is not favourable, but thekaof Media and Entertainment will
grow until 2014 according with PWC and the consuampbdf music and concerts has
grown in last years. So, it was possible to idgrdaibusiness opportunity. It is necessary
to take into account the competitors because theg h lot of experience in the market
and they are good services, principally summenfaistand concerts.

This type of business has not high operational mardout it is possible to create a
success business because the investment in fisedsas very low. It means that, the
investment in fixed assets is recovered quicklythHe other hand, it must be careful
with SSA and tickets sold because the companyris sensitive to these variables.

The forecasts are not very ambitious because necessary to take into account the
instability of the economy.

The business is viable, soon recommend the prigdmost investment in the west and
create more competition, benefiting consumers.
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Attachments

Appendix 1 — Main Economic Forecast Indicators: &ade Portugal

ORTUGAL — PRINCIPAIS INDICADORES ECONOMICOS, 2006-2009

Unidades 2006 2007 2008 2009
I Precos, salarios e custos unitarios de trabalho
Inflag&o (IHPC) tvm em % 3.0 24 27 -0.9
Bens tvm em % 3.2 2.2 24 -2.4
Servigos tvm em % 27 28 31 1.3
Inflagdo (IPC) tvm em % 3.1 25 26 -0.8
Deflator do PIB tvm em % 28 3.0 20 1.2
Deflator do consumo privado tvm em % 31 2.7 26 -1.8
Deflator das exportagbes de bens e servicos tvm em % 4.2 2.8 3.2 47
Deflator das importagbes de bens e servigos tvm em % 39 1.5 50 -87
Remuneragbes nominais por trabalhador, total da economia®' tvm em % 27 3.4 31 3.4
Remuneragbes nominais por trabalhador, setor privado®! tvm em % 31 3.9 3.3 3.3
Custos unitérios de trabalho, total da economia® tvm em % 1.4 1.5 3.5 35
Custos unitarios de trabalho, setor privado®! tvm em % . [ 1.7 3.8 3.6
IIl. Despesa, rendimento ¢ poupanga
Produto interno brute (PIB) twrem % 1.4 1.9 0.0 2.7
Procura interna total tvr em % 0.8 1.7 1.2 256
Consumo privado tvrem % 19 1.7 1.7 -0.8
Consumo publico twr em % -1.4 0.0 1.1 3.5
Formacgao bruta de capital fixo twr em % 0.7 31 -0.7 -11.1
Exportagbes de bens e servigos tvr em % 8.7 78 -05 -11.6
Importacoes de bens e servicos twr em % 52 6.1 27 92
Rendimento disponivel dos particulares (RD) twrem % 38 2.7 4.8 0.0
Rendimento disponivel dos particulares, excluindo transferéncias externas tvrem % 35 24 4.9 0.6
Taxa de poupanga interna em % do PIB 1.7 124 102 8.6
Setor privado'® em % do PIB 134 125 11.2 150
Particulares em % do RD 8.1 6.1 6.4 8.8
Particulares, excluindo transferéncias externas em % do RD 59 3.7 4.0 7.0
Empresas em % do PIB 7.7 8.2 6.7 8.6
Administracdes plblicas em % do PIB -1.7  -01 -1.0 -6.4
. Emprego e desemprego
Emprego total'® tvm em % 0.1 0.0 04 -2.5
Emprego por conta de outrem'® tvm em % 08 -03 09 1.7
Taxa de desemprego média anual em % 7.7 8.0 7.6 9.5
IV. Balanca de pagamentos (base de transacoes)
Balanga comente + Balanga de capital em % do PIB 91 -81 -104 -94
Balanga corrente em % do PIB -89 -94 -120 -10.3
Balanga de mercadorias em % do PIB -10.8 -10.8 -128 -10.5
Balanga de capital em % do PIB 0.8 13 1.6 0.8
V. Taxas de cambio
indice cambial efetivo nominalt tvm em % 0.2 0.8 1.2 0.5
Indice cambial efetivo real
Ajustado pelos custos unitarios de trabalho relativost tvm em % 0.2 0.1 14 1.3
Ajustado pelo indice de pregos no consumidor relativo tvm em % 0.8 1.0 0.5 -0.7
VI. Taxas de jurc
Taxa de juro Euribor a 3 meses em %, Dez. 3.7 4.8 33 0.7
Taxa de rendibilidade das OT a taxa fixa a 10 anos em %, Dez. 4.0 4.5 4.0 3.9
Taxas de juro sobre saldos de IFM®©
Empréstimos a particulares, habitacio em %, Dez. 4.8 55 59 2.0
Empréstimos a sociedades nio financeiras em %, Dez. 54 6.2 6.1 3.3
Depdésitos e equiparados até 2 anos em %, Dez. 27 3.6 4.0 1.7
Vil. indice de cotagdes de agdes (PSI-Geral) tvh 31-Dez. 333 183 497 40.0
VIll. Depositos e empréstimos bancarios ao setor residente®™
Depdsitos do setor privado nao financeiro tvh Dez. 4.2 57 106 21
Empréstimos®
Setor nao monetério, exceto Administragoes Plblicas tvh Dez. 86 107 7.7 2.2
Instituicoes financeiras ndo monetarias tvh Dez. 63 270 174 4.3
Sociedades n&o financeiras tvh Dez. 71 112 105 1.9
Particulares tvh Dez. 9.9 9.0 4.6 2.3
IX. Financas publicas
Saldo global das administragbes publicas! em % do PIB -39 -26 -28 -94
Saldo primério das administragoes plblicas em % do PIB -1.2 0.2 01 -6.6
Divida p dblica bruta consolidada Dez.,em % doPIB 64.7 636 663 76.8

Notas: (a) As remuneracdes por trabalhador por conta de outrem incluem: valores das tabelas salariais, beneficios complementares e contribuigbes patronais
para a Seguranga Social; excluem as contribuigtes socais das administragbes publicas. (b) Setor privado — conjunto da economia excluindo as administra-
GBes plblicas e os hospitais empresarializados. (¢) Poupanga agregada de todos os agentes econdmicos exceto as administragdes plblicas.(d) Dados das
Contas Macionais do INE. (e) Uma variacdo positiva representa uma apreciagdo em termos efetivos, uma varagao afiva representa uma depreciacio.
f) Custos unitarios de trabalho relativos no total da economia. Uma variagdo positiva significa uma subida dos custos relafivos dos produto res’foﬁug ueses.
[g) Calculadas como médias das taxas de juro sobre saldos de empréstimos e dep6sitos de IFM, denominados em euros face a residentes na Area do Euro,
para cada setor efou finalidade, em cada classe de prazo contratual, ponderadas pelos respetives mentantes em divida em final de més. (h) Saldes em fim
do més. (i) As taxas de variagdo anual sdo calculadas com base na relacdo entre saldos de empréstimos bancarios de fim de més, ajustados de operagbes
de titularzagao, e 1ransagges mensais, as quais s&o calculadas a parfir de saldos corrigidas de reclassificagdes, de abatimentos ao ativo & de reavaliagdes
cambiais e de prego. (j) De acordo com as regras do Procedimento dos Défices Excessivos.

tvm: Taxa de variagio média. tvr: Taxa de variagdo real. tvh: Taxa de variagio homologa.

Relatério Anual 2009 | Banco de Porsugal
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Appendix 2 — European Economic Forecast — Spririd 20

21. PORTUGAL

Modest recovery chead

Impact of the cirisis
response

in 2009 and policy

The Portuguese economy recorded a contraction of
2.7% m 2009. largely driven by a shrinking
domestic demand. The downturn is having
a significant impact on jobs and unemployment
has reached historical highs. Imbalances existing
before the crisis. notably the external deficit. have
remained sizeable. even if slightly reduced.
reflecting low domestic savings. low productivity
growth and eroded competitiveness. At the same
time. the current crisis is severely affecting public
finances. with the government deficit and the debt
reaching also record highs in recent decades.

The policy response to the crisis has consisted
mainly of the implementation of discretionary
measures to stimulate the economy, together with
the pursuit of some structural reform efforts. The
fiscal measures focused on public investment.
social protection and support to employment,
investment and exports by the private sector. At
the same time. while the direct impact of the
financial crisis on the Portuguess banking sector
has been contained and no credit crunch has been
observed. a series of measures were implemented
to strengthen financial stability.

Against this backdrop. the challenge is to improve
competitiveness
imbalances, which is a necessary condition for
a sustained reduction of the large external deficit

and narrow macroeconomic

as well as to put the Portuguese economy on
a footing of higher and steady long-term GDP
growth.

Back to slow growth path

The outlook features a modest recovery over the
forecast period. with GDP growing by ¥2% in 2010
and ¥:% in 2011. That is projected to be driven by
external trade as domestic demand is set to
essentially stagnate. mirroring weak consumption

and still shrinking investment.

Sluggish labour income with high unemployment
is expected to lead private consumption to stagnate
in 2011. In addition. as interest rates gradually rise
from cwrent lows. the burden of servicing the
relatively high level of household debt at floating
rates will dampen disposable income, especially in
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2011. At the same time. access to credit remains
tighter than before the crisis. Household saving
rate is expected to recede marginally from the
2009 level. yet to remain above the rates recorded
before the onset of the current crisis.

Investment is projected to continue to fall in 2010
and to broadly stagnate in 2011. Against still weak
demand prospects and dampened profitability.
opportunities for investment will be limited. In
addition. average credit conditions are likely to
continue to be stricter than before the crisis. As
aresult. the coming years are expected to be
characterised by the consolidation of corporate
balance sheets. This consolidation is set to lead to
a deleveraging process and to limit the room for
private investment.

Graph II.21.1:Portugal - Contributions to GDP

growth
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The cuwrrent outlook for domestic demand

represents a baseline scenario, which is subject to
a number of risks that are considered to be broadly
balanced. On the one hand. the record-low interest
rates could still relieve debt-service burdens for
both households and corporations well into 2010
and early 2011, Moreover. low inflation rates
could underpin real disposable income growth
more than assumed in the current outlook. On the
hand. subdued prospects
might lead to a further rise in household savings.
Given the large external borrowing needs of the
Portuguese economy and the implied interest
payments. stress on financial conditions would
limit the spending capacity of the Portuguese
private sector

other labour-market

The outlook for exports 1s very much determined
by the recovery of external demand. In this respect,
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Appendix 3 — Impacts of Tourism in Tourist Destioas

Impactos do turismo nos destinos turisticos

Resumo

O presente artigo apresenta os diferentes impactos
do turismo identificando os aspectos positivos e
negativos associados ao desenvolvimento do turismo
nos destinos turisticos. Os impactos do turismo sio
descritos de acordo com a perspectiva dos diferentes
Nos
diferentes impactos ambientais, econémicos e sdcio-

autores analisados na presente pesquisa.
culturais s3o identificados os respectivos impactos
positivos e negativos. Faz-se, ainda, referéncia a
casos de estudo que exemplificam os impactos do
turismo nos destinos: (1) as Ilhas Baleares, no que
diz respeito aos impactos ambientais, com uma
referéncia a Calvia; (2) Zanzibar relativamente aos
impactos econémicos; e (3) Lumbini e Lake Balaton
que surgem como casos de estudo exemplificativos
dos impactos sécios-culturais.

Luis Ferreira
Professor coordenador ISCET / CIIIC

Abstract

This article presents the tourism impacts at tourism
destinations: environmental, economic, and socio-
cultural impacts. The synthesis of the literature was
summarised in the theoretical opinion of different
authors. This article also presents the extension of
the tourism impacts: negative and positive impacts.
Finally, some case studies are presented and they can
be used by warnings to avoid the negative impacts of
tourism development and increased the probability
of potential positive changes in tourism destinations.

Ferreira, L. (2009), “O Impacto do Turismo nos [rext Turisticos”Revista Cientifica
do ISCET Percursos & Ideias - N° 1 - 22 Série
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Appendix 4 — Portuguese Video Games

MERCADO GLOBAL DE VIDEOJOGOS
HARDWARE E SOFTWARE 2009 vs 2008

~D EAA 1 1D
IR EVI ELIRC

2008

156,29 MM €

2009

CRESCIMENTO \ +27,53 MM €
2009 vs 2008 +17.6%

Fonte: Relatorio Sernanal GIK (Todos os valores sao uma extrapolacio para 100% dos dadus da GiK relativos a 85% do mercado)
Base: Venda de hardware e software ao consumidor em euros

Periodo 2008: 31-12-2007 a 28-12-2008 - Periodo 2009: 29-12-2008 a 27-12-2009

Appendix 5 — Cinema in Portugal
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* Jornal .. Noticias

Receitas de cinema subiram cinco milhdes de euros

As bilheteiras nacionais registaram, no primeiro

semestre deste ano, um aumento do lucro de quase =

cinco milhdes de euros face ao ano passado, Afalta de in_forma?ao .
facturando cerca de 38 milhdes de euros. Para isso pode preludlcal' a sua saude!

contribuiram os sucessos 3D "Avatar” e “Alice no Pais
das Maravilhas”.

Num ano que comecou sobressaltado pela crise
mundial, as receitas da exibicdo cinematografica em
Portugal registaram uma subida significativa. De
Janeiro a Junho deste ano, venderam-se mais 533 mil
bilhetes do que emigual periode do ano passado,
totalizando cerca de 38 milhdes de euros, mais cinco
milhdes de euros face ao valor registado em Junho de
2009, segundo dados divulgados pelo Instituto do
Cinema e Audiovisual.

Os filmes mais vistos pelos portugueses na primeira 5
metade de 2010 foram aqueles que estrearamem 3D, Patrocinio
0 que contribuiu, devido ao encarecimento dos bilhetes

inerente a tecnologia, para o aumento da receita bruta das exibices.

O maior sucesso de bilheteira foi "Avatar”, de James Cameron, que atingiu 4,5 milhdes de euros de
receita, sequido de “Alice no Pais das Maravilhas”, de Tim Burton, que rendeu 2,8 milhdes de euros. A
animacdo de Dean Deblois e Chris Sanders "Como Treinares o Teu Dragdo” completa o podio, tendo
levado 337 mil pessoas ao cinema e chegando assim aos dois milhdes de euros de receita.

Na producdo nacional, destaca-se o dominio de “A Bela e o Paparazzo”. Antonia-Pedro Vasconcelos e
Soraia Chaves repetem o sucesso de "Call Gid” (2007) e ficam perto de somar 100 mil espectadores,
com 434 mil euros de receita bruta. Estes numeros ganham relevo quando comparados com o segundo
filme portugués mais visto este ano. "Um Funeral a Chuva”, de Telmo Martins, conquistou dez vezes
menos publico do que a comédia de Antanio-Pedro Vasconcelos, com pouco mais de 9 mil
espectadores.

Os restantes trés filmes na tabela dos cinco maiores éxitos de bilheteira nacionais sao documentarios.
"Pare, escute e olhe”, de Jorge Pelicano, “Fantasia Lusitana”, de Jodo Canijo, e "Ruinas”, de Manuel
Mozos venderam, ao todo, 10 mil bilhetes.

Jodo Napoles, com Lusa

publicado a 2010-07-21 as 00:30

Para mais detalhes consulte:
http://www.jn.pt/Paginalnicial/Cultura/Interior.aspx?content_id=1622644

GRUPO CONTROLINVESTE
Copyright © - Todos os direitos reservados
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Appendix 6 — Live Shows - INE

ESPECTACULOS &0 YIVO - SESSDES. BILHETES YEMDDOE E OFERECIDOS, ESPECTADORES E RECEMAS, POF RECHD {MUTS 1} EMODALIDADES

paile. |
Sesshes Bilheses Espectadaoss
Venzidos Werecidos Live performances Ho. Of viewers (night)  Weight %
Ambito Geogrifico Em Em Em Em Em Ex Confinental Fortugal 6,758,196
w M il Dumas Sexsh seqsd Sessh B Sessd sessle Frucita Central 1,134,702 17 60%
Diursas Nocturmas Diurnas Mosurnas Diurss Nocturmas Lishon 2,610,098 3862
! Lures Murh 1 881436 27 5M%
Continents 10478 175H 1,580,705 2532358 1445718 4225838 32T AN 6,753,196 4,906,520 Alentejo 725565 10.78%
Ieatry 4588 TS 424 196 29353 282282 511,108 TOEATH. 1,040,265 10,350,116 Algrve 366015 5.42%

45,137 5702 15,48 20570 5085 1,045,530
4

Cunweris of light musc N OF viewers (mighl)  Weighl %

Heoais ge Lomns 157 0 1,500 433 |4 51505 30,24 55336 253 Cenmal 531,276 17 B
Dianga Chassics a7 185 18370 SZA00 11,760 M5 30130 73505 95473 Lizbon 1,251 690 362
Danga Moderma 367 = 18450 5,301 5L WS 475U 1EB 56 BE, 730 Mot 921130 20 5%
Foildore 430 u7 2508 5878 235567 235516 135455 247404 WAL Alentein el 10.74%
Wit [Wariedades) 351 g 4B BET 122 285 104 756 252,543 153553 3452 30T 28 AlgErve 181,138 L
Cireo 17 108 215659 17,824 5352 91,08 225098 108082 7182 Tkt 3,344 507
Tawomagquia 58 72 54000 115,348 [ 57 514 73308 183558 3,B55,50"
Mutidisciplinares n 4 5533 51,324 50,956 153,755 5551 25179 7
Outrars Modafidades 1,504 B3 630,845 =712 3T 2 ITB 1S 1517747 £4231 751517
Continente 10178 17 501 1580 705 2 532 358 1445 713 4225 838 3 027 424 & 758 138 1308 520
NUT I
Harte 2762 4724 353 054 776 803 501 761 | 054 £33 BES 725 1861 436 1 183 247

Alentejo G964 1725 45 485 127 976 199 724 597 BE9 245 219 T25855 2 268 DB
Algarve 35 §78 2534 58974 &1 200 267 041 B3T3 366 M5 1 640 48
Source: INE
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Appendix 7 — Number of Federated in Sport

Number of Federated

2005 2006 2007 2008 2009 Population 2009 Y - 2009
Futebol 131,835 133,380 138,900 142408 144 557 0-4 510.768 1.86%
Outras 101,191 99.229 100,924 95639 958,181 5-8 hhd fdd hHM%
Basquetebol 17,694 18,6890 34,026 36,320 40,250 10-14 o2 205 2.10%
Voleibol 27,740 29135 36 244 40,898 40,080 15-19 966,702 9.33%
Andcbol 20,760 20,524 32 267 33,802 37.662 20-; B 33 5.78%

Ténis 14175 13,865 17,786 18,971 25,550

Karate 14.070 13.886 14 583 14511 16,069

Golfe 15,852 13,668 14342 14,769 14 545 35-39 I 6%
Atletismo 10,760 11,460 11,954 13,576 14,500 40-44 780,348 7.34%
Columbaofilia 17,777 15,293 14,602 13,967 13,31 45-49 776878 7.30%
Jude 11 HBR 11,381 11 783 12313 11_6R9 50-54 710,089 B.68%

Patinagem Q96 9412 10, 368 10,402 10,/65 55-59 661584 6.22%
MNatagdo 7284 7,938 8,276 9,259 10127 60-64 604 994 5.69%
Giclismo 4210 4566 5260 6079 7854 6563 517874 4.87%
Ginastica 13,535 9473 14,701 5,613 6,482 70-74 182 671 41.63%
Rugby 2543 2.745 3.410 4727 4 879 75-79 415374 3 60%
Tlro 5057 4744 4 583 3,774 3,833 80-84 279501 2 .63%
Pesca desportiva 3,757 3672 341 3,528 3,362 85+ 195,783 1.84%
Ténie de mesa 3875 1,113 3,145 3,142 3,205 Total 10,837,713

Vela 2 B84 2,836 3.043 2887 2868 Source: INE
Automobilismo 3100 2689 2602 2508 2540

Total 449543 443047 484702 489283 513,009

Source: INC
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Appendix 8 — Porter Analysis
1 Porter Analysis

1.1 Barriers to Entry

High barrier - 5
Expected retaliation 3 Average barrier -3

(SNIESE o225 [
In this industry if the number of events grows, the costs of production factors grow as well. For instance,
the revenues of Everything is New grow 22% between 2008 and 2009, but the costs with services grow as
well 11.5%. So, the economies of scale are a average barrier to entry because it's necessary pay
attention when a company want to grow.

To enter the market and attract customers, the company must be at least equal to competitors. It's
fundamental the product differentiation to create value and grow in the market. At a company event the
quality of service is critical to the success of an event and also the company. It means that, the product
differentiation is based on quality of the service. In this market, if a company wants to show the best
posters or improved services during the events, it will make a greater financial effort. An average barrier to
entry means that to achieve differentiate and succeed in this industry it must have enough financial
capacity.

The major international artists are very expensive and the logistics of a big event is very complex and
expensive. So, the capital requirement is a high barrier to enter in this market.

For the public the type of the event is what matters and the company that organizes not matter much. The
switching costs are a very low barrier to entry in the market.

The internet sites, the specialized stores, the outdoors and all media are easily accessible. It means that,
the access to distribution channels are a low barrier to entry.

In political terms, it's necessary pay special attention to the copyrights because the core business is the
music. In general doesn’t exist government policies that difficult the business.

The summer is the period of the festivals and all years the companies want have the best summer festival.
In this point a view can have competition between them, so, in this industry can have retaliation, principally
in summer festivals.

In average the barriers to entry in the industry are very low.
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1.2 Rivalry

Numerous competitors or well-balanced
Slow grow of industry

High fixed costs

Lack of differentiation

Competitors divergent

High exit barriers

SINTESE (mwerage)

High rivalry- 5

i 0 ek GO ET

verage sy —3

Low rivalry - 1

M2
(=]
(]

The number of competitors is low, but well balanced. According to Porter's model must be assumed that
the rivalry is high.

The number of events has grown in last years, principally the music events. So, the sector is growing,
assuming an average rivalry.

The companies of this industry have low fixed costs because more costs are variable. The level of the
costs depends on activity level.

The competitors are divergent because they have different core business. For instance, the Mdsica no
Corag&o is specialized in festivals and Everything is New is specialized in concerts.

The exit barriers are low because there isn't specialized assets, exit fixed costs, strategic interrelations,
emotional barriers or governmental restrictions.

In average the barriers to entry in the industry are low.

1.3 Bargaining Power of Customers

Most of the audience is concentrated in the Greater Lisbon and surrounding regions, then the location of
events must be appropriate to shift most of the public.

The products that customers purchase the industry do not represent a significant fraction of its costs or
purchases. For this reason the power thereof is reduced.

The offer is similar, i.e., the products offered are standardized, then the power of customers is high.
Switching costs are low because customers will not have additional costs if they fail to attend a particular
event to pass to attend an event organized by a competitor.

The fact that customers often make lower profits leads to exert pressure on prices. In the events industry
is not normally pressured prices. Certain person goes to an event because he likes and is willing to pay to
attend, i.e., going to an event is essentially emotional.

Customers have a bargaining power (average value of 3) because customers have access to information
as market prices but do not have access to information from suppliers or the operation of the business
(margins applied for example).

In average the barriers to entry in the industry are average.
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14 Bargaining Power of Suppliers

Suppliers are concentrated T TTonommrmmrmmmmmT
Suppliers do not have to face sales to industry compefition from substitute products
The industry is not an important ciient” ~ ~ """ T T T
The product of suppliers is an important input for the business enterprises of the industry 5
The supplier's products are differenfiated 7T

There are high costs of change 1

SINTESE (average) &7

For this type of industry there are several vendors, the choice of vendor depends largely on the theme of

" eigh strength - 5
| Auerage strengm -3

Low strength - 1

the event. For example, the music industry presents many artists in various genres of music, just for the
customer offering allows greater range of negotiation.

Sector providers, as a rule have a very wide array of clients which makes our industry very important, so
the force tends to be low.

The supplier's products are the foundation of the business being as such in its most critical to the success
of the company.

In this business the core business is music, so there is some differentiation in the provision of musical
genres.

In this business the core business is music, so there is some differentiation in the provision of musical
genres. The offer is not wholly dependent on the supplier because within each genre there are several
choices of high level.

In average the barriers to entry in the industry are average.

1.5 Threat of Substitute Products
The major product / service substitute is watching the event on television because the person is to do the

same but does not pay to see.

In terms of price watch the event on television is better, but the performance and quality isn't the same

because watching a live event gives more status.

59



Appendix 9 — Questionario Tese_Projecto de Mestrado

QUESTIONARIO

1. Género
Masculino Feminino

2. |dade
<18 25 34 45 54 >65
18-24 35-44 55-64

3. Quetipo de eventos de que gosta mais?
Eniretenimenio Culturais Uesportivos

= ENTRETENIMENTO

4. Que tipo de eventos musicais conhece ou ja ouviu falar?
Festivais da milsica Outror
Concerlos

5. Costumalr afestivals de masica?
Sim Nao

* Se respondel NAU passar a pergunta 19.

6. Que tipo de festival prefere?
Urbano Nao Urbano

T. A que festivais de musica costumair ou ja foi?
SW Tmn Optimus Alive
Super Bock Super Rock Marés Vivas
Super Dock Surf Mest Delta Tejo
Sumol Summer Fest Festivais de Jazz
Paredes de Coura Festivais de Muasica Etnica
Rock in Rio Qutra:

8. Nasuaopiniao, quantos dias deve durar um festival?
2 4
3 5

9. Quando vai a um festival que tipo de bilhete compra?
Bilhete diario
Pass

Pass com car camping

10. Quanto esta disposto a pagar pelo bilhete diario de um festival?

Alg 226 51€-60&
26€ - 40€ >60€
41€ - B0

11. Quanto esta disposto a pagar pelo bilhete pass de um festival?
Ate 40¢ H1€ - 6lE
41€ - 50€ >60&

12. Quanto esta disposto a pagar pelo bilhete pass com car camping de um festival?
60€ - 70€ >70&

13. Costuma assistir a concertos?
Sim N&o
14. Em média, quanto esta disposto a pagar para assistir a um concerto?
Até 25¢ 41€ - 50e
26€ - 40& >h0€
15. Dos artistas/bandas internacionais que conhece, indique trés que gostaria de ver em Portugal?
= GULTURAL
16. Que tipo de eventos culturais conhece ou ja ouviu falar?
Feiras do artesanato Feiras rurais
Festivais das vindimas Qutro:
Feiras Gasfrondmicas
17. Gostumair ou ja foi a algum evento cultural?
Sim Nao
18. Os eventos culturais reforcam a identidade de uma determinada comunidade?

Concordo totalments
Concordo em grande parte
Concordo ou discordo parcialmente

Discordo em grande parte
Discordo totalmente

= DESPORTIVO

19.

20.

21,

Que tipo de eventos desportivos conhece ou ja ouviu falar?

Torneios de futebol Hipismo

Torneios de golf Desafios/passeios TT
Torneios de tenis Campeonatos de ondas/mar
Maratonas/passeios de BTT Qutro:

Costuma participar em eventos desportivos?
Sim Nao

* Se respondeu NAQ tzrmina aqui o seu questionaiio.

Em qual(ais) dos seguintes eventos desportives participa ou ja participou?

Torneios de futebol Hipismo

Torneios de golf Desafins/passeios TT
Torneios de tenis Campeonatos de ondas/mar
Maratonas/passeios de BTT Qutro:
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ENTRETENIMENTO

Esta sec¢io tem como grande abjectivo avaliar o perfil do cansumidorno que respeita a concertos ¢ festivais de

49 responses musica

Summarysee com !Iete responses

Que tipo de eventos musicais caonhece ou ja ouviu falar?

Concertas 41 87%
Concertos | Fostivais de musica 34 72%
Género ta - Other 3 6%
Festivais de mudsica
Feminino Masculino 20 41%
Feminino 29 5% Other Paaple may select more than
I one checkbox so percentages
o] 8 16 24 32 40 48 mayadd up to more than 100%.
Costuma ir a festivais de musica?
Nao [25] —— Sim 24 49%
Nauw 25 51%
Idade
<18 2 4%,
<18 18-24 27 55%
a o —Sim [24]
18-24 2524 7 14%
35-44 5 10%
25347 45-54 8 16%
95.44 | 55-64 0 0%
>65 0 0%
4554 ENTRETENIMENTO - Festivais de Verao
55-64
=651
0 5 10 15 20 25 30 Que tipo de festivals prefere?
—— N80 Urbanos [9] Urbanos 14 29%
N&o Urbanos 9 8%
De que tipo de eventos gosta mais?
Enlizlenimento 25 51%
Cukural [1( Seepeatv {4 Cultural 10 20% Urbangs [1
Desporivo 14 29%
A que festivais de musica costuma ir ou ja foi?
Entratenimente SWTmn 4 17%
Supecr Bock Super Rock 7 20%
Super Bock Surf Fest 2 8%
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SW Tmn

Super Back Super ...

Super Bock Surf Fest -

Sumol Summer Fest

Paredes de Coura

Rock in Rio

Marés Vivas .
Delta Tejo -

Festivais de Jazz .

Festivais de Muasi...

Other

(=]
w
(=]
w-
b
n
i
w

Na sua opinido, quantos dias deve durar um festival?

45—

—514]

3 [10]—

Quando vai a um festival que tipo de bilhete compra?
Pass [9]

—— Pass com car cam|

Bilhete diario [12]

Sumol Summer Fest 8 33%
Parzdes de Coura 4 17%
Rock in Rio 16 63%
Optimus Alive 9 38%
Marés Vivas 1 4%
Delta Tejo 2 8%
Festivais de Jazz 2 8%
Festivais de Musica Etnica 2 8%
Other 5 21%

People may select more than one
checkbox, so percentages mayadd up
to more than 100%.

2 5 10%
3 10 20%
4 5 10%
5 4 8%
Bilhete diario 12 24%
Pass 9 18%

Pass com car camping 3 6%

Quanto esta disposto a pagar pelo bilhete diario de um festival?

Dream West

70€ [1]

62

Até 25€ 2 4%
Até 25€- 26€ - 40€ 6 12%
26€ - 40€- 41€ - 50€ 3 6%
51€ - 60€ 1 2%
41€ - 50€ >B0€ 1] 0%
51€ - 60€
>60€
0 1 2 3 4 5 6
FESTIVAIS DE VERAO - Pass
Quanto esta disposto a pagar pelo bilhete pass de um festival?
Ate 40€ 2 4%
——>60€ [3]
41€ - 50€ 2 4%
51€ . 6DE [2] —4 51€ - 6D€ 2 4%
>60€ 3 6%
Ale 4DE [2]
41€ - 50€ [2]
FESTIVAIS DE VERAQ - Pass com Car Camping
Quanto esta disposto a pagar pelo bilhete pass com car camping de um festival?
60€ - 7T0€ 1 2%
>T0E [2]——
>70€ 2 4%



Costuma assistir a concertos?
Sim 35 71%

Nao 14 29%

———Nao [14]

Sim [3

Em meédia, quanto esta disposto a pagar para assistir a um concerto?

——41€ - 50€ (8] Ate 25€ 7 14%
26€ - 40€ 17 35%

— >50€ [5] 41€ - 50€ 6 12%

>50€ 5 10%

26€ - 40€ [17]—%

Dos artistas/bandas internacionais que conhece, indique trés que gostaria de ver em Portugal?
Leona Lewis, Michael Buble, Mariah Carey Ivete Sangalo, Daniela Mercury, Jennifer Lopez

Caetano veloso Maria Bethania Anoushka shankar
U2, AC DC, Madona
Red Hot Chili Peppers, Morgan Heritage, Blind Guardian

Perry Tina Turner
MGMT
Hot, Incubus, greenday

U2 Jason Mraz Nicole Garcia
U2, DJ Tiesto

arcade fire, coldplay, the national

Eminem
Shakira
Hot Chili Peppers

u2, eminem, rihana Coldplay, Train, The Script shakira jonh mayer,u2

Mariah Carey, Whitney Houston, David Guetta Ivete Sangalo, Beyoncé, Mariah Carey,

Bon Jovi

Bruno Mars Katy
The Sounds, The Stone Roses,

Brunc Mars , Usher,
U2, Sting, Red

CULTURAL

Esta seccédo tem como grande objectivo avaliar o perfil do consumidor no gque respeita a eventos de natureza
cultural.

Que tipo de eventos culturais conhece ou ja ouviu falar?
Feiras do artesanato 43  88%

Feiras das vindimas 34 ©69%
Feiras gastrondmicas 42 B86%
Feiras rurais 33 67%

Other 5 10%

Feiras do artesanato
People may select more than one

checkhox, so peresnlages may
add up to more than 100%

Feiras das vindimas

Feiras gaslrondrnicas

Feiras rurais
Other
0 s 18 27 3 45
Costuma ir ou ja foi a algum evento cultural?
Sim 43 B80%
N&o 6 12%

—Nso [6]

Sim [43]—

Qs eventos culturais reforgam a identidade de uma determinada comunidade?

. Concorco totalments 30
concarco toiamerte | o corco o arsndo parto 18
Concordo em grand... _ Concorco au discordo parcialments 1
| Dizcordo em grande parte 0
Concordo ou disco... | Discordo fotalmene 0
Discorde em grand...|
Discordo totaimente |
0 [ 12 18 24 30
DESPORTIVQO
Esta secgdo tem zomo grande cbjective avaliar o pertil co consumidor no qus respeita a eventos ds natureza
desportiva.
Que tipo de eventos desportives conhece ou ja ouviu falar?
Torneios de futebol 45 96%

63

61%
37%
2%
0%
0%
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L Tomneios de golf

Torneios de futebol Tomeios de ténis

Maratonas/passeios de BTT
Torneios de golf P
L Hipismo
Torneios de ténis Campeonatos de ondas/mar
Desafios/passeios TT

Maratonas/passeio...
Hipismo

Campeonatos de on...

more than 100%.
Desafios/passeios TT

Other W

o
©
=
@®
e
~
w
-
~
o

Costuma participar em eventos desportivos?

27
30
38
27
34
35

People may selectmore than one
checkbox, so percentages may add up to

57%
64%
81%
57%
72%
T4%
13%

——Nao [21] Sim 28 57%
N&o 21 43%
Sim {28]
DESPORTIVO
Em qual(ais) dos seguintes eventos desportives participa ou ja participou?
Torneios de futebol 24 89%
Torneios de futebol | Toreios de golf 1 4%
Torneios de gc’”I Tomeios de ténis 4 15%
Maratonas/passeios de BTT 12 44%
Torneios de ténis | Hipismo 2 7%
Maratonas/passeio... | Campeonatos de ondas/mar 4 15%
Desafios/passeios TT 9 33%
Hipismo .
Other 3 11%
Campeonatos de on... |
People may selectmore than one
Desafios/passeios TT | checkbox, so percentages may add up to
more than 100%
Other |
0 5 10 15 20 25
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Appendix 10 —

Commercial Plan

Commercial Plan Summer Festival

Rexond

Radio Camercial Nativnal)
Cinade 7M (Hafiznal)

JDeca

Inserton Formal Mzasue Location
Satwday ane Surday Page (ater cenfrd) 25.7om x 33.6cm Oddicolor
Saurday and Sumday  Page (ater centra)  35.7cm x 306cm Oddicolae

Mowaytobmday  1Zosdpage MTiaTmm  Udd

MosdayioFiday 12064 page #T1165mm Odd

Mondhiy Pae 2201280 mm  Odd

Sunclay Bk cover B.50m x I Jem Back cover

_ Inzerton Furmal Measue Location

13 imes 20 s=eards hia Jpmioépm

10 dmes 2 szcords nia & pm to T pm
Inserton Format Mzazwe Location

10 20 seconds R Afemeoon

i 20 seconds ] Afer midnigt

o RN _bomal M Locsiim

Al jear Forum'ebg nia Biz

Wednesiay o Friday Wigeo Ad 300x230pe  Home Page

Al jear Persinal page nia Facebcok
serton ] Mz Locaton

1stwesk of may 2squzre mter nia Uttian Hetwork

Festval poster
Fesival poster
Festvail Hoster
Festval Prter
Festival Prter
Festival poster

Presentaion of the festial
Prezentaion of the festial

Action
Prezsentaion of the festial
Prezentaion of the festival

Explan al sbout fesval
Frasentatin of he festiva

Festival Poster

Target
Al eonsumess
Customers wh enjoy sports
Lirban cotsumers
Litkan covsurrers
Consumers very ineresed i misic
Al eonsumers

o Tomet
Al eonsumess
Youh

Target
Youh
Al consumers

Taget

Intemet consumers
Intemet consumers

Al consumers

Dream West

[ W1
| n R [ : i
Dbjective Pice (zach| Budgat (1 2 3 4 5 | HEIEIE 1516 17 BFEIEFA B 2 25 % 27 33 34 3§ 36 37
Maks known 11,00.00€ 20M.00€
Make known 900.00€ 180M0.0CE
Wake kriosn {LRuE e
Make knosn BE000VE #SM0CE
Make knosn 250000€ 2HO0CE
imprive percegtion 700.00€ 7 10.00E
| 2012
Feb Ay g i
Dk Pice fzach} Buget  KHENEIEEEN: 7 ¢ ¢ 1516 17 EEIPEA 2 2 25 26 77 NREHT
Arouse inferes! 2imE U AT500E
Arouse inferes! ME 13800.00€
| 012
&) A an Ay
Dbijective % (Goal) Budgat 1 2 3 4 5 | R : = 2 2 FEFEF B EEEI
Imgruve percegtion % 1238,18.3€
mprive percestion B7% 256,306,671 €
e Poofoas oot |
Improve peroeption 00E n0ce
imgrove percegtion B.0E 180,000 E
Improve parcegtion 1.0€ 000E
[
Feb
Jgave Fre (campagn) Euget [
Maks known 69,8200 € 990.00€
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PRES: Insestion Format Meazue Location Acton Target DOhjective Price {each] Budget Nurrher of fimes
Diestaic Weekly Premium window 485 Covar Concert Postar LIrban consumess Malke kriown 400000 € 400.000.00 € 25
Matro Viizskly 17Z pod page 127 x 145 mm_ Oddl Concert Postar LIFban consumens Make known 45200 E 102 050,00 & 23
Tolal M2 35000 €
Insestion Fomat Measure Location Acton Target Dhyactive Prige {each) Busdget Number of times
Radio Comercial (Mational) 95 times 20 saconds na 3 pm fo 6 pm Presentaion of the concert Al consumers Arouse inbenest A2300€ HET500E 5
Cidade FM [Matioral) 0 tmes 2 zaconds nia Bpm o 7 pm Presentation of the concert. Youth Arouss imherest AADE 135000 E 45
Total 4573300
ELE Inceetion Format Measum Location Acton Tamget Dhactive % [Godl) Budact
Televizion After mickight Presentation of the concert Al consumers improve percaplic 90,0000 £
JNTEF Insertion Fommat Negsue Location Acton Target Dhiective Frice {each] Budaet
Bliz All year Forumikiog na Biiz Euplain all sbout concerts Music lovess Imrove percegtion 0.00€ i
(it sites Explain all deout concens 452300 E
Facebook All year Personal pags nia Facshock Explain all doout concens Intermet consumers DORE
Insestion Format Wegsue Location Aciion Target Dkjective Price Budgst | Mumier of faces
JCDecau st week of may 2 smuare mesrs nia Urkan Network Concert Posher Al consumers Makz krown B0.00€ 16.000.00 € 200
Total 18.000.00 €}
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T Irseshon Foemat Maazurs Location Auction Target ljecinve B
Fryes Al conzumers Wake krowm TOW.O0E
Posters Al consumers Make krown 2IHME
Tolal 3.250.00 €
Irsertion Foemat Measure Location Aacion Target Dljesciive Prce (each) B Humiser of imes
Radio Fresentation of the comcel Al consumers HArouse mierest 150.00 € b.750.00 € 25
Total B 750.00 €
Insestion Foemat Wzazure Location Aichion Target Objeciive Price (each) Budast
Macebook All year Mersonal page n'a I"acekaok Caplnin oll socat OTT Marathon  Irrbemet corsumera Improve percemtion 0.00€ Q.00 €
Goal 1st Year 10,000.00 €
Total Budgtet 10,000.00 €
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Insedion Format Waasurs Location Acfion Target Clbjeciive Budgst
Fiyess Al consumers Make: kpown 1.000.00 €
Pusters Al consumers Make kriown 2250.00€
Total 150 M€
Insedion Format Waasurs Location Acfion Target Clbjeciive Pric (each) Budgst Mumiber of imes
Radio Presentation of the conced  All consumers Arise mterest 150.00€ f.750.00€ 45
Total B r30.ME
Insestion Foemat Wzazure Location Action Target Objecive Prce (each) Budget
Facshook All year Parsgnal pags n'a Facebook Explain all about 5T Marathon  Intemet consumers J
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Goal 1st Year 10,000.00 €

Total Budgtet  10,000.00 €
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Appendix 11 — Leasing Auto

07-02-2011 Leasing Automavel

Leasing Automével Empresas - Taxa Fixa

Resumo

Id. simulacéo 0955b117-f3a7-480d-9%e-fd8e345219d3

Nome André Miranda

E-mail -

Data Simulagédo 07-02-2011 Telefone 917346592
NIF -

Regido Continente Estado veiculo Novo

Preca do Veiculo 30.750,00 EUR Prazo 36 meses
Entrada Inicial 0,00 EUR

Pagamento Final 5,00 EUR

Leasing Taxa Fixa

Preco de Venda do Veiculo: E] [:] EUR

Entrada Inicial: E]D EUR

Prazo: E] [:] meses

Pagamento Final: Elj EUR

Valor da Renda: E] [:] EUR

Montante Pretendido: 30.750,00 EUR Primeiro Pagamento 930,69 EUR

TAN 6,000 % Entrada Inicial 930,69 EUR

TAEG 7,039 % Restantes Pagamentos 941,59 EUR
Renda Mensal Antecipada 930,69 EUR
Comissdo de Gestdo Mensal 8,92 EUR
Portes 1,98 EUR

Pagamento Final 5,00 EUR
Tem interesse em ser contactado pelo BES para obter mais informacoes? (2)

Hora Contacto I:l Cliente BES? N© Contribuinte |:|

Distrito |AVERD v|
Localidade [AGUEDA |
Balcdo de proximidade AGUEDA

(2) Ap escolher "Sim" declaro pretender ser contactado para receber mais informacdes sobre o Crédito Individual BES

| Leasing Taxa Vari;’well | Imprimr |

bes-sec.bes.pt/simulacoes/.../mcp.aspx 1/2
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Appendix 12 — OT 3 Years
09-04-2011 Juro a 5 anos nos 10% | Diario Econa...
Divida

Juro a 5 anos nos 10%

Mafalda Aguilar
05/04/11 09:00

As 'yields' nacionais atingiram hoje novos
maximos historicos, no dia em que a Moody's
cortou o 'rating’ do Pais.

Os investidores estdo hoje, novamente, a cobrar juros
recorde para comprar divida ptblica portuguesa no
mercado secundario, depois de a Moody's ter
reduzido o 'rating' da Reptblica em um nivel, para
‘Baal’, juntando-se a Fitch e a Standard & Poor's.

A agéncia disse esperar que o Governo que sair das
eleicbes de 5 de Junho recorra ao Fundo Europeu de
Estabilizacdo Financeira (FEEF) "por uma questao de
urgéncia”.

E neste cenario que a 'yield' sobre Obrigacoes do Tesouro (OT) nacionais a 5 anos estava nesta altura a negociar
nos 10,070%, um novo maximo de sempre e um valor mais elevado do que aquele a que negociavam os juros
da Grécia um més antes de o pais ter sido intervencionado (6,10%).

No mesmo sentido, também o juro a 10 anos continua a bater recordes no mercado secundario, ao negociar nos
8,632%. Um més antes de pedir resgate, os juros sohre obrigacdes do Tesouro irlandesas na mesma
maturidade negociavam nos 7,656%.

Juro a 3 anos rompe barreira dos 9,5%

Olhando para as OT a 2 e 3 anos o cenario também é de maximos historicos, nos 8,861% e 9,507%,
respectivamente.

A escalada dos juros de Portugal indica que os investidores apostam cada vez mais que o Pais vai recorrer a
ajuda externa, um cenario gue voltou ontem a ser rejeitado pelo primeiro-ministro, José Socrates.

Amanha o Pais volta ao mercado, sem compradores garantidos, pela primeira vez desde que José Socrates
anunciou a sua decisdo. O Instituto de Gestdo da Tesouraria e do Crédito Publico (IGCP) pretende colocar 750 a
mil milhdes de divida de curto-prazo, a seis e 12 meses. A avaliar pelos juros a que estas linhas estdo hoje a
negociar, Portugal devera pagar cerca de 4,8% a seis meses e pouco mais de 6% pela maturidade a um ano.
Sera a divida de curto-prazo mais cara de sempre.

economico.sapo.pt/.../115162.html 1/1
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Appendix 13 — Balance Sheet

NET FIXED ASSET 0
Tangible Assets 105,250
Buildings and Other Constructions
Basic equipment 17,500
Transport equipment 30,750

Tools and utensils 0

Office equipment 45,000
Other tangible fixed assets 7,000
Intagible Fixed Assets 500
Start up expenditures 500

Total Fixed Assets

5,000

Unit:

1 2
91,771 76,456
4,900 4,800
12,009 6,517
23,063 15,375
0 0
46,200 45,564
5,600 4,200
333 167
333 167

Dream West

CURRENT ASSETS
Inventories 0
Medium and long term debtors 0
Short term debtors 17,250
State and other public sector institutions 17,250
VAT 17,250
IRC Receivable 0
Held for trade securities 0
Bank deposits and cash 0
Accruals and deferrels 0

Total Current Assets 17,250

423,041
423,041
423,041

O O O O o o o

21,811
0 0
438,979 21,811

123,000

Total Assets

EQUITY

Equity 92,250
Reserves:
Legal reserves
Statutory reserves
Contractual reserves
Other reserves
Retained earnings
Net profit (loss) for the period
Advanced dividends

O O O OO o oo

531,083 98,434

-411,559

1,825,351
0

1,506,042

Total Equity
LIABILITY

Provisions 0
Medium and long term creditors: 20,249
Bank loans 20,249
Leasing Auto 20,249
Short term creditors: 10,501
Bank loans 10,501
Leasing Auto 9,560
Loans 941
Retrieved from credit providers SSA 0
State and other public sector institutions 0
VAT 0
IRS and SS 0
IRC Payable 0
Other creditors 0
Accruals and deferrels 0

30,750
123,000

Total Liabilities
and Liabilities

Total Equi

71

92,250 92,250

0 0

0 0

0 0

0 0

0 0

o -
-1,971,915 1,560,356
0 0
-1,879,665 -319,309
0 0
10,016 0
10,016 0
10,016 0
2,400,732 417,743
2,398,252 380,181
10,233 10,016
2,388,019 370,164
217 222
2,262 37,341

0 35,022

2,262 2,319

0 0

0 0

o O o

0
561,854
0

0

0

226
561,628
48,776
3,118
509,735
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Appendix 14 — Income Statement

Project Income Statement

Income

Provision of Services - 10,625,095 14,540,951 15,512,807
Total - 10,625,095 14,540,951 15,512,807

Expenses and Losses

Costs of Goods Sold - -

Suppliers and Services Acquired - 12,462,084 12,711,326 12,965,553

Employees Benefit Expenses - 109,294 122917 165,349

Depreciation of tangible fixed assets and intangible assets - 23,846 25,886 27,966

12,595,224 12,860,129 13,158,868

Operating Profit (loss) . (1,970,129.23) 1,680,821.80 2,353,939.23

Financial Income - -

Fincnacial Costs - 1,785 120,466 18,853
Financial Results - (1,785.28) (120,466.28) (18,853.25)
Profit (loss) Before Tax - (1,971,914.51) 1,560,355.53 2,335,085.98
Impostos 26.50% - - - 509,735
Net Income (1,971,915) 1,560,356 1,825,351
Reportable Losses 1 2 3
Reportable Losses Increase - 1,971,915
Abatement Possible - - 1,560,356 2,335,086
Reportable Use of Losses - 1,560,356 411,559
Reportable loss - - 1,971,915 411,559 1,971,915
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