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Resumo 
 

A industria do entretenimento tem como grande objectivo promover momentos de lazer e 

distracção as pessoas. O seu crescimento nos últimos anos e as boas perspectivas para o futuro 

tornam-no num sector atractivo e com elevado potencial. Um estudo recente revela que a 

música está cada vez mais presente no público português, destacando-se os festivais de verão 

e os concertos. 

Uma análise ao sector permitiu concluir que existe espaço para mais uma entidade. O 

investimento em capital fixo é reduzido pois a grande fatia do investimento durante o ano é 

destinado a fornecimentos e serviços externos. No primeiro ano definiu-se um cenário 

conservador com resultado liquido negativo, mas no segundo e terceiros anos o cenário é o 

oposto com as vendas a atingirem os 15,5 milhões de Euros no ano 3. 

Conclui-se que o projecto é viável, apesar de uma conjuntura económica desfavorável, pois o 

VAL apurado é de aproximadamente 141 mil Euros. Aconselha-se portanto o investimento 

numa zona com elevado potencial turístico, mas que necessita de algum dinamismo. 
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Abstract 
 

 The entertainment industry has the aim of promoting leisure. Its growth in recent years and 

the prospects for the future make it an attractive sector and with high potential. A recent study 

shows that music is increasingly present in the Portuguese public, especially the summer 

festivals and concerts. 

An analysis of the sector concluded that there is room for another entity. Investment in fixed 

capital is reduced because the large share of investment over the years is for supplies and 

services. In the first year set up a conservative scenario with negative net profit, but in the 

second and third year the scenario is the opposite with sales reaching 15.5 million Euros in 

year 3. 

It’s concluded that the project is viable, despite an unfavorable economic environment, 

A because the NPV calculated is approximately 141 thousand Euros. It is advisable therefore 

the investment in an area with high tourism potential, but needs some momentum. 

 

Key-words: entertainment, music, summer festivals, concerts 
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1 Executive Summary 

Dream West will sell a service, like entertainment and sport. The core business is the music 

events and the non-core activities are the BTT Marathon and the TT Challenge. Dream West 

mission is to create moments in special environments. Making the company a benchmark in 

the industry, recognized for its quality service nationally and internationally. 

Entertainment consists of any activity which provides a diversion or permits people to amuse 

themselves in their leisure time. The Media and Entertainment industry in Portugal is 

expected to grow at an annual cumulative of 5.9 percent, reaching 4.7 billion Euros in 2014. 

The Festivals and Concerts represent 2.10 percent of the Media and Entertainment sector and 

they will grow 5.7 percent per annum until 2014. The consumption of music is currently the 

biggest ever and the growing importance of the concerts makes room for a business 

opportunity.  

West Alive will be the name of the summer festival non urban and will take place in Santa 

Cruz over 3 days, mainly aimed at young people. The proximity to Lisbon and being a 

strategic location to connect to other urban centres of reference helps to develop the event. 

The proximity to the sea, the beautiful scenery and the environmentally friendly event are 

competitive advantages. 

The concerts will take place in Lisbon because a large proportion of the population is 

concentrated in the great Lisbon, soon has easier access to the shows. The segment of this 

type of events is people from 20 to 39 years who like music.  

The BTT Marathon and the TT Challenge allow the company to differentiate itself from key 

competitors. The number of BTT practitioners has increased in recent years, soon this event 

have margin to grow. The motoring is one the favourite sports and the number of practitioners 

increased in last years.  

The investment in fixed assets in year zero is equal to 106 thousand Euros and the investment 

in working capital is equal to 17 thousand Euros.  

In this business the Supplies and Services Acquired (SSA) are very important because the 

biggest investment of the company is in external services, like artists, stages, lights, publicity 

and other contracts. So, the investment in SSA in first year totalizes 12.5 million Euros and in 

last year 13 million Euros. 

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

Personnel costs have little weight in the costs structure. 
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The capital structure determined contains 75 percent equity and 25 percent debt. Thus, the 

aim is a balanced and sustainable financial structure. 

In third year the sales will totalize 15.5 million Euros, the operating costs totalize 13 million 

Euros and the Net Income will be negative in first year, but in third year will be positive in 

1.8 million Euros.  

Net Present Value (NPV) amounts to 141 thousand Euros, therefore the project is profitable 

and allows for the recovery of the invested capital. NPV is more sensitive to variations on 

prices, number of tickets sold and SSA. 

  



Dream West 
 

1 

 

2 Introduction 

Under the system of evaluation of the Master of Finance, taught at the Instituto Superior das 

Ciências do Trabalho e da Empresa, was drawn up this report which aims to meet the 

objectives for the Project / Thesis. 

It will proceed to the study and drafting a business plan, including analysis of the 

surrounding, product presentation, product analysis, sales forecasting, costing, investment and 

optical analysis of economic and financial. 

The entertainment sector is composed of internet, advertising, television, press, radio, video 

games, cinema, festivals, concerts, discs and others, but it is necessary taking into account the 

economic instability of the country.  

There are three players in the market Música no Coração, Everything is New and Better 

World, that represent more than 50 percent of the market. The goal of Dream West is 20 

percent of the market. The core business of Musica no Coração is the summer festivals, the 

core business of Everything is New is concerts and the core business of Better World is the 

biggest summer festival, Rock in Rio. 

The core services of Dream West are music events, summer festival and concerts. The West 

Alive will be the name of summer festival. The non core activities will be the BTT Marathon 

and TT Challenge. 

For a Green World! is the slogan of the summer festival because the ultimate goal is to create 

environmentally friendly event, so as to convey the message that a better environment is good 

for everyone. 

The initial investment in fixed assets and working capital is low because this is a service 

business. In the other hand, it is necessary a big investment in Supplies and Services Acquired 

every year. 

The economic evaluation is fundamental for success of the business, soon it was necessary 

some forecasts in terms of revenues and expenditures. The first year is negative in terms of 

net income, but in second and third years the net income is positive, because the sales rise 

more than expenditures.  

Due the economic instability the treasury bonds over three years is high, soon as investors 

become more demanding. The high value of treasury bonds has impact in discount rate and 

obviously on the Net Present Value (NPV). The NPV is more sensitive to variations on prices, 

number of tickets sold and SSA. 

 



 

 

3 Mediate Surrounding

3.1 Economic Context 
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Surrounding 

In nominal terms, the GDP of Portugal declined in 

the last 3 years. This situation reflected the effects 

of global economic crisis, which led to the 

economic volatility of the major emitting countries 

and a decrease in consumption, which joined

restrictions on travel due to the prevention of a 

pandemic of influenza A(H1N1). 

The forecasts show the increase of the general 

index of consumer prices (inflation) in long term. 

According to EC the inflation of Portugal (1.4% in 

2011) will increase below the EU 27 (1.7% in 

2011). 

A government bond is a bond issued by a national 

government denominated in the country's own 

currency. The interests charged to investors for the 

purchase of Portuguese debt at the end of 

November 2010 have positioned themselves farther 

and farther away from the German yield 

(benchmark interest in the euro area). With this, the 

"spread" in the face of German debt is swelling.

The fall in employment led to a sharp rise in 

unemployment1. The rising unemployment rate in 

2009 was 1.9%, reaching 9.5% in 

the level existing in the euro area.

Rising unemployment was generalized, covering 

almost all sectors of the population and the most 

important sectors of the economy.

The evolution of the GVA in Portugal was very 

heterogeneous in terms of subsectors, with sharp 

falls in the sectors most sensitive to cyclical 
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Dream West 

In nominal terms, the GDP of Portugal declined in 

the last 3 years. This situation reflected the effects 

of global economic crisis, which led to the 

economic volatility of the major emitting countries 

and a decrease in consumption, which joined the 

restrictions on travel due to the prevention of a 

pandemic of influenza A(H1N1).  

The forecasts show the increase of the general 

umer prices (inflation) in long term. 

According to EC the inflation of Portugal (1.4% in 

2011) will increase below the EU 27 (1.7% in 

bond issued by a national 

government denominated in the country's own 

currency. The interests charged to investors for the 

purchase of Portuguese debt at the end of 

November 2010 have positioned themselves farther 

and farther away from the German yield 

enchmark interest in the euro area). With this, the 

"spread" in the face of German debt is swelling. 

The fall in employment led to a sharp rise in 

The rising unemployment rate in 

2009 was 1.9%, reaching 9.5% in Portugal, close to 

the level existing in the euro area. 

Rising unemployment was generalized, covering 

almost all sectors of the population and the most 

important sectors of the economy. 

in Portugal was very 

heterogeneous in terms of subsectors, with sharp 

falls in the sectors most sensitive to cyclical 
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fluctuations in the economy (industry and construction) and a slight growth in the services 

sector (Appendix 1 – Main Economic Indicators: Banco de Portugal and Appendix 2 – 

European Economic Forecast – Spring 2010) 

3.2 Social-Cultural Context 

The impacts of tourism are the consequence of a complex interaction between tourists and 

host communities. The extent of the impact depends not only on quantity but also the type of 

tourists who travel to this destination.  

The tourists, considered as outsiders in the destinations, are also victims of robberies and 

crimes perpetrated by the local community, who understand these actions as a way to restore 

balance. 

Table I - 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 large cities Crime 
New jobs Prostitution, drugs, gambling, and vandalism 
Development of new access, services and infrastructure  

 

“The socio-cultural impacts are those that face the tourism development can lead to major 

consequences for the target in particular with regard to cultural behavior between the visitor 

and resident to meet the challenges that eminent travel behavior of local communities 

regarding the preservation identity which belongs to the limit, acculturation resulting from the 

ever so desired approach to those who visit them”, (Ferreira, L. 2009) (Appendix 3 – Impacts 

of Tourism in Tourist Destinations). 

3.3 Technologic Context 

The development of Technologies of Information (TI) is crucial for a company to be 

competitive. The biggest lever to transform the economy and human life is the internet2. 

Technological advances changes the relationship between time and space.   

Digital technologies profoundly transform the production and consumption of culture and 

entertainment goods and are challenging traditional business models. 

Competitive advantage is granted to companies with appropriate technologies to the market of 

interest, as it gives more speed to the internal processes and allows managers to better 

understanding of your environment. 

                                                           
2 The Internet is a global system of interconnected computer networks that use the standard Internet Protocol 
Suite (TCP/IP) to serve billions of users worldwide (Wikipedia). 
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The development of TI had impact in operation, structure and strategy of all companies. The 

companies can reduce the costs of communication and operation, increasing the interactivity, 

efficiency, productivity and competitiveness.  

The new TI should be well used, so the companies should explore the benefits of new tool to 

redesign processes, structures, strategies of distribution channels and systems of control and 

management.    

4 Sector Analysis 

The core activity of Dream West Events is the music, 

so, it makes sense analyze the entertainment sector.  

Entertainment consists of any activity which provides a 

diversion or permits people to amuse themselves in 

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 I I - Internet, Advert ising and Others Industr ies 

According to the 

annual "Global 

Entertainment and 

Media Outlook: 

2010-2014" from PricewaterhouseCoopers (PwC), the Media and Entertainment industry in 

Portugal is expected to grow at an annual cumulative (CAGR - compound annual growth rate) 

of 5.9 %, reaching 4.7 billion Euros in 2014. This year, the report estimates that the national 

market would generate revenues exceeding 3.6 billion Euros, which shows a slight recovery 

in the market compared to 2009. 

  

  2010 Weight in 2010 2014 Weight in 2014 
Internet 914,499,420Euros 25.41% 1,291,701,027Euros 27.32% 
Advertising 895,869,256Euros 24.90% 895,869,256Euros 18.95% 
Others 1,788,101,975Euros 49.69% 2,539,920,534Euros 53.73% 

Total 3,598,470,650Euros 100.00% 4,727,490,816Euros 100.00% 
   Source: PricewaterhouseCoopers 

Entertainment

Music

Festivals and Concerts
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Table I II - Entertainment Industries (Revenues) 

In the case of advertising revenues, PwC provides a 

stagnation of the market in Portugal until 2014, 

reaching this year revenues of 896 million Euros. So, 

according to PwC's forecasts assume for advertising 

revenue in 2010 amounting to 896 million Euros 

because the market will stagnate. 

According to PwC the market for Internet access 

should advance at the annual accumulated rate of 

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

The report also estimates that consumer spending and end-users of television, video games, 

newspapers, magazines, radio and cinema, among others, (excluding Internet access) to reach 

2.540 million Euros within the next 5 years, growing at a CAGR of 5.7%. 

The festivals and concerts represent 2.10% of the media and entertainment sector and they 

will grow 5.7% per annum until 2014 according with PwC. 

4.2 Television, Press and Radio 
 

Table IV - TMT Predictions – Portugal 2009/2010  

The Television and Press have 

most weight that radio between 

2007 and 2009 because they 

are communication channels 

are most effective. So, it is 

expected that in 2010 

television represents 500 

million Euros, 400 million press and radio 50 million. 

According to Nintendo Ibérica in 2009 the Portuguese video games market had revenues 

around 184 million Euros (Appendix 4 – Portuguese Video Games). 

According to Jornal de Notícias (JN) (Appendix 5 – Cinema in Portugal), in the first half of 

2010, Cinema had a profit about 38 million Euros. So, it expected that the Cinema generates a 

76 million Euros in box office. 

  

  2010 Weight 
Internet 914,499,420 Euros 25.41% 
Advertising 895,869,256 Euros 24.90% 
Television 500,000,000 Euros 13.89% 
Press 400,000,000 Euros 11.12% 
Radio 50,000,000 Euros 1.39% 
Video Games 184,000,000 Euros 5.11% 
Cinema 76,000,000 Euros 2.11% 
Festivals 54,519,500 Euros 1.52% 
Concerts 21,000,000 Euros 0.58% 
Discs 37,000,000 Euros 1.03% 
Others 465,582,475 Euros 12.94% 

Total 3,598,470,650Euros 100.00% 

 2007 2008 2009 

Television 49% 51% 53% 

Press 46% 44% 42% 

Radio 5% 5% 5% 

Television 460,600,000Euros 510,000,000Euros 492,900,000Euros 

Press 432,400,000Euros 440,000,000Euros 390,600,000Euros 

Radio 47,000,000Euros 50,000,000Euros 46,500,000Euros 

TOTAL 940,000,000Euros 1,000,000,000Euros 930,000,000Euros 
  Source: Deloitte 
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4.3 The Festivals and Concerts  

 

 

 

 
Table V - The Value of the Festivals Industry 

 

 

 

 

 

 

 

 

 

The industry of the biggest festivals in Portugal generated 55 million Euros in box office 

receipts in 2010.  

Everything is New company organizes in average 50 concerts in Portugal. It is the company 

that holds the largest number of major concerts in Portugal. But it is necessary to consider the 

others companies that organize some great concerts like Ritmos&Blues with U2 in Coimbra. 

So, in Portugal are held on average 50 major concerts at an average price of 35 Euros and 

with 12 thousand people in average.  

In conclusion, the industry of the biggest concerts generates in average 21 million Euros in 

tickets. 

 

5 Classification of Economic Activities (CEA) 

Table VI - Classification of Economic Activit ies 

 

 

 

Appendix 8 – Classification of Economic Activities 

Festival Public – nº 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 festivals 

Name Dream West 

Division R -  Activities Arts, entertainment, sport and recreation 

Group 900 - Activities of theater, music, dance and other activities artistic and literary 

CAE 90010 - Activities of the performing arts 

“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 

advertising investment, so has shown.” in Deloitte TMT Predictions Portugal 2009/2010 
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6 Market Structure 

The organization of large events requires a lot of professionalism and competence. According 

with the search, in Portugal the large events are principally music events and there are some 

companies with large experience in the market.  

In Portugal the large events is somewhat fragmented because there are few competitors that 

controls the market. 

7 Competitors 

7.1 Direct competitors 

The direct competitors of Dream West Events must have the following characteristics: 

� Most of the events in the area of Lisbon; 
� Core business: organizing major music events; 
� Large experience in the market; 

So, the Dream West Events will be competitor of Música no Coração, Everything is New and 

Better World, because most events are held in the Lisbon area, all companies have much 

experience in the market and the main business is to organize great shows.  

7.1.1 Música no Coração3 

Música no Coração hosts performances by the greatest 

names in Pop Rock, Electronic Music, through World 

Music or even the opera. Música no Coração is 

concerned to present a variety of artists, as 

comprehensive as possible.    

Música no Coração seeks to further, to show to show, the quality of its services and 

infrastructure. Examples are the Summer Festivals: year after year, the precincts are 

improved, are created more and better logistics, to accommodate the multitudes. 

Música no Coração encourages the best and biggest festivals, with special emphasis on the 

major events of the summer, creating spaces for all audiences and the different sounds. 

Table VII - Musica no Coração Events 

 

 

 

                                                           
3 http://www.musicanocoracao.pt/index.php?p=Agenda 

Festival Local Region Nº days 
SW Tmn Zambujeira do Mar Alentejo 5 
Super Bock Super Rock Meco (Sesimbra) Setúbal 3 
Super Bock Surf Fest Sagres Algarve 2 
Sumol Summer Fest Ericeira Mafra 2 
Delta Tejo Alto da Ajuda Lisboa 3 

6 – SW tmn Logo 



 

 

The company is responsible for the most important summer festivals in Portugal, like SW 

Tmn, Super Bock Super Rock, Super Bock Surf Fest, Sumol Summer Fest and Delta Tejo. So, 

it means that, these festivals are the main competitors of Dream West festivals.

The most prestigious festivals are Super Bock Super Rock (SBSR) and SW Tmn because they 

are held for many years. SW Tmn is the biggest festival in terms of number of days. 

Normally, a festival has a maximum of five days and a minimum of two days. 

To understand better the company, it

and to understand better the environment of the company it

opportunities and threats. 

Table VIII - SWOT Analysis - Música no Coração
Strengths 

The high number of summer festivals organized by year.
Super Bock Super Rock and SW Tmn. 
Behind the big names of the world music. 
Outings and publicized in advance. 
Offering a variety of musical genres and cultural.
Customized pricing arrangements (tickets for 1, 2, 3 or 5 day 
festival). 
Coexistence in playful environment. 

Opportunities 
Ease and increased mobility within the country.
Growing appreciation of the trip to the festivals as a
milestone in the younger age segments. 
Take advantage of brand Portugal as a tourist destination.
Need to improve infrastructure. 
 
 

  

7

8 

The company is responsible for the most important summer festivals in Portugal, like SW 

, Super Bock Super Rock, Super Bock Surf Fest, Sumol Summer Fest and Delta Tejo. So, 

it means that, these festivals are the main competitors of Dream West festivals.

The most prestigious festivals are Super Bock Super Rock (SBSR) and SW Tmn because they 

e held for many years. SW Tmn is the biggest festival in terms of number of days. 

Normally, a festival has a maximum of five days and a minimum of two days. 

To understand better the company, it is necessary to evaluate the strengths and weaknesses 

to understand better the environment of the company it is necessary evaluate the 

Música no Coração 
Weaknesses

The high number of summer festivals organized by year. Difficulty in hiring artists due to high load values and agendas.
Cost of promotional events and high critical to the success of them.
Reduced margin due to higher costs with artists.
Excesses (an exaggerated use of alcohol and drugs).

Offering a variety of musical genres and cultural. Poor quality of infrastructure support. 
Customized pricing arrangements (tickets for 1, 2, 3 or 5 day The small number of concerts organized by year.

 
Threats 

Ease and increased mobility within the country. Difficult economic situation Portuguese and Spanish.
Growing appreciation of the trip to the festivals as a symbolic Small size of the market. 

Take advantage of brand Portugal as a tourist destination. Rising unemployment. 
Accessibility exists. 
Need for various licenses and excessive 

 

7 – Super Bock Super Rock 

Dream West 

The company is responsible for the most important summer festivals in Portugal, like SW 

, Super Bock Super Rock, Super Bock Surf Fest, Sumol Summer Fest and Delta Tejo. So, 

it means that, these festivals are the main competitors of Dream West festivals. 

The most prestigious festivals are Super Bock Super Rock (SBSR) and SW Tmn because they 

e held for many years. SW Tmn is the biggest festival in terms of number of days. 

Normally, a festival has a maximum of five days and a minimum of two days.  

evaluate the strengths and weaknesses 

necessary evaluate the 

Weaknesses 
artists due to high load values and agendas. 

Cost of promotional events and high critical to the success of them. 
Reduced margin due to higher costs with artists. 
Excesses (an exaggerated use of alcohol and drugs). 

number of concerts organized by year. 

 
Difficult economic situation Portuguese and Spanish. 

Need for various licenses and excessive bureaucracy. 
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7.1.2 Everything is New 

Everything is New is performs various music performances 

throughout the year, mainly concerts. The core business of 

Everything is New is the individual concerts and the festivals 

complement the business.  

In 2009 the company organized 50 concerts, with names like 

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

responsible for organizing the Optimus Alive Festival in Passeio Marítimo de Algés (Oeiras) 

for 3 days. In 2010 it was considered the best summer festival by critics. The day ticket is 50 

Euros and the free pass costs 90 Euros. It means that, this festival has the most expensive free 

pass and the most expensive free pass with car camping, 105 Euros. Optimus Alive 2010 was 

a success because 120 thousand people passed through the festival in three days. 

According to the company the 

number of events increased 

between 2007 and 2008, but 

not between 2008 and 2009. 

This company has an important 

role in the market, because 

every year great artists behind 

Portugal.  

This company is a services 

company, then the main source of revenue is the provision of services and the main source of 

expenditure is the supplies and services acquired (SSA). Between 2008 and 2009 the 

company had a positive increase in provision of services. It means that, the company 

increased the number of events or it increased the price of the tickets. The SSA increased, 

between 2008 and 2009, more or less 1,5 million Euros. Other important component is the 

Goods Sales. This component represents the products sold by the company, like t-shirts, 

sweatshirts or other products. In 2009 the Goods Sales represented about 600 thousand Euros. 

The positive increase of Net Income shows a company with good perspectives of growth. 

  To understand better the company, we have to evaluate the strengths and weaknesses and to 

understand better the environment of the company it is also necessary to consider the 

opportunities and threats. 

  

Table IX - Income Statement Everything is New Unit: Euros 

Year 2008 2009 
Net profit (loss) for the period -518,572.49 921,460.73 
COGS* 57,749.93 222,085.21 
SSA** 12,727,484.35 14,190,551.44 
Personnel Costs 193,108.02 276,396.79 
Other Operational Costs 518,337.42 452,167.01 
Other Losses 31,417.14 40,257.28 
Extraordinary expenses and losses 19,786.87 145,648.12 
Financial Costs 8,400.64 44,347.81 
Goods Sales 253,588.71 599,572.20 
Provision of Services 12,717,344.38 15,516,657.81 
Other Operational Revenues 60,000.00 170,182.02 
Gains in group companies and associates 5645.08 0 
Extraordinary income and gains 1133.71 6,502.36 
*Costs of Goods Sold Source: Portal da Empresa 
**Supplies and services acquired   
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 Table X - SWOT Analysis Everything is New 

  
 
A p p e n d i x  9  –  A c c o u n t i n g  D o c u m e n t s  E v e r y t h i n g  i s  N e w  

7.1.3 Better World 

A Better World Portugal is an advertising company, entertainment and 

communication. It is responsible for events like Rock in Rio, Christmas 

Tree Millennium BCP and Optimus Open Air. In 2010 were more or 

less 329 thousand people in five days of Rock in Rio.  

So, the company produces one of the biggest festivals, organizes one of 

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

means that, the company not only 

produces music events, but also 

cultural events.   

The Rock in Rio takes place in 

two years. In 2008 the Rock in 

Rio held and the results of the 

company were positive in 1.9 

million Euros, but in 2009 the 

Rock in Rio was not held and the 

results were negative in 700 

thousand Euros. It means that, the evolution of company is very dependent of the event and 

the company does not have a varied portfolio. In the other hand, an event sells more than most 

companies of events because the brand Rock in Rio has much strength in the market. So, in 

year of Rock in Rio this company is very competitive.  

To understand better the company, it is necessary evaluate the strengths and weaknesses and 

to understand better the environment of the company it is also necessary to consider the 

opportunities and threats. 

 

 

Strengths Weaknesses 
The high number of concerts organized by year. Difficulty in hiring artists due to high load values and agendas. 
Organizes one of the best summer festivals (Optimus Alive). Cost of promotional events and high critical to the success of them. 
Behind the big names of the world music. Reduced margin due to higher costs with artists. 
Positive financial results in 2009 – the company grow. The high price of Optimus Alive tickets (they are above average). 
Outings and publicized in advance.  
Offering a variety of musical genres and cultural.  

Opportunities Threats 
Ease and increased mobility within the country. Difficult economic situation Portuguese and Spanish. 
Competition between municipalities with a view to the events. Small size of the market. 
Take advantage of brand Portugal as a tourist destination. Rising unemployment. 
 Need for various licenses and excessive bureaucracy. 

Table XI - Income Statement Better World Unit: Euros 
Better World 2008 2009 
Net profit (loss) for the period 1,910,284.69 -700,462.05 
COGS* 0.00 0.00 
SSA** 19,565,430.35 1,399,466.83 
Personnel Costs 395,177.36 289,377.94 
Other Operational Costs 2,870,888.02 86,199.08 
Other Losses 668,470.67 72,511.31 
Extraordinary expenses and losses 344,283.47 175,722.57 
Financial Costs 769,809.08 -156,474.89 
Goods Sales 0.00 0.00 
Provision of Services 25,203,912.99 629,805.98 
Other Operational Revenues 409,426.39 322,634.51 
Reversal of depreciations and allowances 0.00 17,053.61 
Other Gains 180,326.53 72,183.02 
Extraordinary income and gains 730,677.73 124,663.67 
*Costs of Goods Sold              Source: Portal da Empresa 
**Supplies and services acquired   



 

 

Table XII - SWOT Analysis Better World

    Appendix 10 - Accounting Documents Better World 

7.2 Indirect competitors 

The indirect competitors of Dream West Events must 
 

� Organization of all type of events in the West;
or 
� Organization of major music events outside of Lisbon;

 

7.2.1 Portoeventos 

Portoeventos

company are the summer festivals, like Marés Vivas.

This company is not a direct competitor because most events are held in the North and the 

company does not have the dimension of the direct com

mind that the company organizes some of the most popular festivals in Portugal.

The company is responsible for organizing the Marés Vivas in Gaia (Porto) for 3 days. The 

day ticket is 25 Euros and the free pass costs 4

Throughout the year the company organizes some shows, but the most striking is the festival 

Baywatch. The company has not a diversified portfolio.

7.2.2 Ritmos 

 

Ritmos is a producer of events.

Jazz, Classical an

business is the production of musical events.

It is responsible for Paredes de Coura summer festival and it

Portoeventos because their main market is north. 

This company is not a direct competitor because most events are held in the North and the 

company does not have the dimension of the direct competitors. But, it should be borne in 

mind that the company organizes some of the most popular festivals in Portugal.

Strengths 
The impact of brand Rock in Rio in the market.
Media coverage. 
Behind the big names of the world music. 
Outings and publicized in advance. 
Offering a variety of musical genres and cultural.

Opportunities 
Ease and increased mobility within the country.
Growing appreciation of the trip to the festivals as a symbolic 
milestone in the younger age segments. 
Take advantage of brand Portugal as a tourist destination.
Strengthen the connection to the environment theme.

11 

SWOT Analysis Better World 

Accounting Documents Better World  

The indirect competitors of Dream West Events must have the following characteristics:

Organization of all type of events in the West; 

Organization of major music events outside of Lisbon;

Portoeventos is a national event producer. The core businesses of the 

company are the summer festivals, like Marés Vivas.

a direct competitor because most events are held in the North and the 

t have the dimension of the direct competitors. But, it should be borne in 

mind that the company organizes some of the most popular festivals in Portugal.

The company is responsible for organizing the Marés Vivas in Gaia (Porto) for 3 days. The 

day ticket is 25 Euros and the free pass costs 40 Euros.  

Throughout the year the company organizes some shows, but the most striking is the festival 

The company has not a diversified portfolio. 

Ritmos is a producer of events. The company also produces shows for 

Jazz, Classical and Ethnic Music. It means that the company's core 

business is the production of musical events. 

responsible for Paredes de Coura summer festival and it is a major competitor of 

Portoeventos because their main market is north.  

a direct competitor because most events are held in the North and the 

t have the dimension of the direct competitors. But, it should be borne in 

mind that the company organizes some of the most popular festivals in Portugal.

Weaknesses
brand Rock in Rio in the market. Difficulty in hiring artists due to high load values and agendas.

Cost of promotional events and high critical to the success of them.
Reduced margin due to higher costs with artists.
The small number of events organized by year.

Offering a variety of musical genres and cultural. The dependence of Rock in Rio. 
Threats 

Ease and increased mobility within the country. Difficult economic situation Portuguese and Spanish.
Growing appreciation of the trip to the festivals as a symbolic Small size of the market. 

Take advantage of brand Portugal as a tourist destination. Excessive reliance on sponsors. 
Strengthen the connection to the environment theme. Need for various licenses and excessive bureaucracy.

Dream West 

have the following characteristics: 

Organization of major music events outside of Lisbon; 

is a national event producer. The core businesses of the 

company are the summer festivals, like Marés Vivas. 

a direct competitor because most events are held in the North and the 

petitors. But, it should be borne in 

mind that the company organizes some of the most popular festivals in Portugal.  

The company is responsible for organizing the Marés Vivas in Gaia (Porto) for 3 days. The 

Throughout the year the company organizes some shows, but the most striking is the festival 

The company also produces shows for 

It means that the company's core 

a major competitor of 

a direct competitor because most events are held in the North and the 

t have the dimension of the direct competitors. But, it should be borne in 

mind that the company organizes some of the most popular festivals in Portugal.  

 
Difficulty in hiring artists due to high load values and agendas. 
Cost of promotional events and high critical to the success of them. 

costs with artists. 
The small number of events organized by year. 

Difficult economic situation Portuguese and Spanish. 

Need for various licenses and excessive bureaucracy. 



 

 

The company is responsible for organizing the Paredes de Coura in Minho for 4 days. The 

day ticket is 40 Euros and the free pass costs 70 Euros. 

The company has not a diversified portfolio, but the competitors should take into account the 

summer festival. 

7.2.3 Promotorres 

Promotorres is a municipal company of Torres Vedras

key missions: surveillance of municipal facilities and event production. 

Throughout the year events are produced, such as Carnival, Saint Peter, Vintage Festival, Fair 

Used Cars, New Talent, among others. The portfolio of the company is diversified because it 

organizes cultural events, music events and business events. But the 

dimension, i.e., the company is just strong in West, principally in Torres Vedras.

7.3 Perceptual Map 

To understand better the competitors and your position it

two variables that compare the competito

� The weight of festivals

company. 

� The weight of concerts

company. 

and the Better World organizes the biggest summer festival every two years, hence the rating 

of 5 in weight of festivals. 
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The company is responsible for organizing the Paredes de Coura in Minho for 4 days. The 

day ticket is 40 Euros and the free pass costs 70 Euros.  

The company has not a diversified portfolio, but the competitors should take into account the 

Promotorres is a municipal company of Torres Vedras4 which currently has two 

key missions: surveillance of municipal facilities and event production. 

Throughout the year events are produced, such as Carnival, Saint Peter, Vintage Festival, Fair 

Used Cars, New Talent, among others. The portfolio of the company is diversified because it 

organizes cultural events, music events and business events. But the company has regional 

dimension, i.e., the company is just strong in West, principally in Torres Vedras.

To understand better the competitors and your position it is necessary the perceptual map. The 

two variables that compare the competitors are the following: 

The weight of festivals � reveals the importance of the festivals in business of the 

The weight of concerts � reveals the importance of the festivals in business of the 

 

The core business of 

New is the concerts, but the only 

festival organized by the company 

has a lot of weight in the business, 

hence the rating of 3.5 in festivals. 

The situation of other competitors 

is different because the core 

business of both is the festivals, 

principally summer festivals. 

Música no Coração organizes a 

major part of the summer festivals 

and the Better World organizes the biggest summer festival every two years, hence the rating 
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     3                         4                        5 

Scale score: 
5 Great 
4 Medium-high 
3 Medium 
2 Medium-low 
1 Low 
0 Without weight 
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The company is responsible for organizing the Paredes de Coura in Minho for 4 days. The 

The company has not a diversified portfolio, but the competitors should take into account the 

which currently has two 

key missions: surveillance of municipal facilities and event production.  

Throughout the year events are produced, such as Carnival, Saint Peter, Vintage Festival, Fair 

Used Cars, New Talent, among others. The portfolio of the company is diversified because it 

company has regional 

dimension, i.e., the company is just strong in West, principally in Torres Vedras. 

necessary the perceptual map. The 

reveals the importance of the festivals in business of the 

reveals the importance of the festivals in business of the 

The core business of Everything is 

New is the concerts, but the only 

festival organized by the company 

has a lot of weight in the business, 

hence the rating of 3.5 in festivals. 

The situation of other competitors 

is different because the core 

of both is the festivals, 

principally summer festivals.  

Música no Coração organizes a 

major part of the summer festivals 

and the Better World organizes the biggest summer festival every two years, hence the rating 



 

 

So, in case of festivals should be considered principally three companies, Música no Coração, 

Better World and Everything is New, to make forecasts for Dream West Events. In case of 

concerts should be considered the company Everything is New. The company will not h

competitor, but three major competitors.

 

7.4 Festivals 

7.4.1 Location 

There are two types of festivals, urban and non urban. Rock in 

Rio, Delta Tejo and Marés Vivas are urban festivals. Paredes de Coura, Sumol Summer Fest, 

Super Bock Super Rock, SW Tmn, Optimus Alive and Super Bock Surf Fest are non urban 

festivals. 

7.4.2 Calendar 

Table XIII - Festivals Calendar 
May 2010 

SEM DOM SEG TER QUA QUI SEX SAB
18             
19 2 3 4 5 6 7 
20 9 10 11 12 13 14 
21 16 17 18 19 20 21 
22 23 24 25 26 27 28 
23 30 31           

June 2010 
SEM DOM SEG TER QUA QUI SEX SAB

23     1 2 3 4 
24 6 7 8 9 10 11 
25 13 14 15 16 17 18 
26 20 21 22 23 24 25 
27 27 28 29 30       

                

 

9 - Location of  Festivals (map) 
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se of festivals should be considered principally three companies, Música no Coração, 

Better World and Everything is New, to make forecasts for Dream West Events. In case of 

concerts should be considered the company Everything is New. The company will not h

competitor, but three major competitors. 

A large part of the festivals take place in region of Lisbon. For 

instance, Rock in Rio in Park of Belavista (Lisbon), Optimus 

Alive in Passeio Marítimo de Algés (Oeiras) and Delta Tejo in 

Ajuda (Lisboa). Sumol Summer Fest take place in 

Ericeira/Mafra (40 km from Lisbon) and Super Bock Super 

Rock take place in Meco/Sesimbra/Setúbal (South of Lisbon).

The SW Tmn take place in Alentejo (Zambujeira do Mar/ 

Odemira) and Super Bock Surf Fest take place in Algarve 

(Sagres). 

Marés Vivas Festival takes place in Gaia (Porto) and Paredes 

de Coura take place in Paredes de Coura (Alto Minho).

There are two types of festivals, urban and non urban. Rock in 

Rio, Delta Tejo and Marés Vivas are urban festivals. Paredes de Coura, Sumol Summer Fest, 

Super Bock Super Rock, SW Tmn, Optimus Alive and Super Bock Surf Fest are non urban 

 
July 2010 

SAB SEM DOM SEG TER QUA QUI SEX SAB 
1 27         1 2 3 
8 28 4 5 6 7 8 9 10 

15 29 11 12 13 14 15 16 16 17 17 
22 30 18 19 20 21 22   23   24 
29 31 25 26 27 28 29   30   31 

                     
August 2010     

SAB SEM DOM SEG TER QUA QUI SEX SAB     
5 32 1 2 3 4 5 6 7     

12 33 8 9 10 11 12 13 14     
19 34 15 16 17 18 19 20 21     
26 35 22 23 24 25 26 27 28     

 36 29 30 31             
                     

Dream West 

se of festivals should be considered principally three companies, Música no Coração, 

Better World and Everything is New, to make forecasts for Dream West Events. In case of 

concerts should be considered the company Everything is New. The company will not have a 

A large part of the festivals take place in region of Lisbon. For 

instance, Rock in Rio in Park of Belavista (Lisbon), Optimus 

de Algés (Oeiras) and Delta Tejo in 

Ajuda (Lisboa). Sumol Summer Fest take place in 

Ericeira/Mafra (40 km from Lisbon) and Super Bock Super 

Rock take place in Meco/Sesimbra/Setúbal (South of Lisbon). 

The SW Tmn take place in Alentejo (Zambujeira do Mar/ 

emira) and Super Bock Surf Fest take place in Algarve 

place in Gaia (Porto) and Paredes 

de Coura take place in Paredes de Coura (Alto Minho). 

There are two types of festivals, urban and non urban. Rock in 

Rio, Delta Tejo and Marés Vivas are urban festivals. Paredes de Coura, Sumol Summer Fest, 

Super Bock Super Rock, SW Tmn, Optimus Alive and Super Bock Surf Fest are non urban 

      
      
      
      
      
      
  Legend: 
    SW Tmn 
    Super Bock Super Rock 
    Rock in Rio 
    Paredes de Coura 
    Super Bock Surf Fest 
    Sumol Summer Fest 
    Optimus Alive 
    Marés Vivas 
    Delta Tejo 
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The month of May is the weakest month in terms of festivals, because in 2010 only Rock in 

Rio was held this month. In 2011, probably, will not be big festivals in this month because 

Rock in Rio back in 2012. 

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

7.4.3 The Public 
 

In terms of number of persons, Rock in Rio had more assistance. The focus goes to the City of 

Rock with 329 thousand people in five days 

and 65.5 thousand people on average per day. 

The festival with minus people was Super 

Bock Surf Fest, with 30 thousand people in 

two days. 

So, in 2010 were 939 thousand people in 

Portuguese Summer Festivals between May 

and August. 

7.4.4 Prices 

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

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 

expensive in Optimus Alive. 

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

costs 69 Euros. 

  

Table XIV - Public of Fest ivals  Unit: Nº of Persons 
Festival 2010 
Delta Tejo 60,000 
Marés Vivas 75,000 
Optimus Alive 120,000 
Paredes de Coura 80,000 
Rock in Rio 329,000 
Sumol Summer Fest 30,000 
Super Bock Super Rock 75,000 
Super Bock Surf Fest 30,000 
SW Tmn 140,000 
Total Geral 939,000 

Table XV - Prices of Competit ion Unit: Euros 
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 



 

 

7.5 Concerts 

According with the data and perceptual map, the company Everything is New is the major 

competitor in terms of concerts. So, the an

7.5.1 The concerts and seasonality

The number of concerts realized by the company increased between 2007 and 2010. In last 

years the company realizes in average 50 concerts per year.

The month of February, the period between April and July and the period between September 

and November are the periods where they performed most of the concerts in recent years. The 

beginning of the year, the month of August and the end of the year are the

concerts.  

7.5.2 Prices  
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51 51

35
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41
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2007 2008 2009

Source: Everything is New  *Number of concerts until November. 

11 – Number of  Concerts of  Everything is 
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According with the data and perceptual map, the company Everything is New is the major 

competitor in terms of concerts. So, the analysis will manly fall on this company

seasonality 

 

The number of concerts realized by the company increased between 2007 and 2010. In last 

years the company realizes in average 50 concerts per year. 

The month of February, the period between April and July and the period between September 

and November are the periods where they performed most of the concerts in recent years. The 

beginning of the year, the month of August and the end of the year are the

According with the concerts organized by Everything is 

New, in average each people pays 35 Euros to assist a 

concert. The company organizes a major part of the 

concerts in Lisbon. In Lisbon, the concerts

principally in Coliseu de Lisboa, Campo Pequeno and 

Pavilhão Atlântico. 

 

43*

2010

*Number of concerts until November.  Source: Everything is New 
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Dream West 

According with the data and perceptual map, the company Everything is New is the major 

alysis will manly fall on this company. 

The number of concerts realized by the company increased between 2007 and 2010. In last 

The month of February, the period between April and July and the period between September 

and November are the periods where they performed most of the concerts in recent years. The 

beginning of the year, the month of August and the end of the year are the periods with fewer 

According with the concerts organized by Everything is 

New, in average each people pays 35 Euros to assist a 

concert. The company organizes a major part of the 

concerts take place 

principally in Coliseu de Lisboa, Campo Pequeno and 

Source: Everything is New  

Seasonal i ty Everything is New 
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8 Relevant market 

8.1 Summer Festival and Concerts 

In 2009 the number of viewer’s nightly concerts of light 

music was 3.3 millions (Appendix 6 – Live Shows – INE). 

The summer festival and the concerts of Dream West are 

inserted in light music, so, the relevant market is 3.3 

million people. 

The relevant market is concentrated is Lisbon and 

Central Zones.  

8.2 BTT Marathon and TT Challenge 

In 2009 the number of federated in sport was 513 thousand practitioners and most people 

have between 20 and 39 years. The weight of cycling is 1.49% of total federated and the 

weight of motoring is 0.50% (Appendix 7 – Number of federated in sport). 

Appendix 13 – Number of federated in sport 
The range between 20 and 39 years is the most active in terms of sport. In 2009 Portugal had 

more or less 10.6 million people and the total of the range between 20 and 39 years had 3 

million people. 

Normally the federated people does not participate in amateur sports events. So, it is 

considered the universe of 3 million people minus the 523 thousand federated. Now, we talk 

about 2.5 million people.  

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

the following: 

���������	
 ����
��� ���
��	 � �. � ������	 ������ � �. ��% �  ! 
��"#�	$ 

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

the following: 

����������	
 ����
�� %�����	&� � �. � ������	 ������ � '. �'% � �� 
��"#�	$ 

The relevant market of BTT Marathon and TT Challenge totalizes 49 thousand people. 

  

18%

39%
27%

11%

5%

Central Lisbon North Alentejo Algarve

12 – Light Music  



 

 

9 Segmentation 

The company will be inserted on events market, but it will specialize in music shows.

Table XVI - Segmentation 

Criteria Objectives
 

Demographic 
 
 
 

Type of 
Client 

 

• Bringing the company
 

• Better communication with the different 
segments; 

 
• Services appropriate to each segment;

 

10 Porter Analysis 

In order to evaluate the attractiveness of the industry of events, it was applied the model of 

Porter's five forces (Appendix 8 

Appendix 14 – Porter Analysis 

10.1 The Attractiveness of Events Industry 

 

 

 

 

 

 

 

 

By applying the model of five competitive forces of Porter, it is concluded that the events 

industry is an industry with a medium

business opportunity previously detected.

  

Threat of 
New 

Entrants

17 

The company will be inserted on events market, but it will specialize in music shows.

Objectives Segment

Bringing the companyis young people. 

Better communication with the different 

Services appropriate to each segment; 

A - Aged 18 to 25 years who like music.

B - People from 20 to 39 years who like music.
 

C – People from 20 to 39 years who like cycling.
 
D – People from 20 to 39 years who like motoring.
. 

In order to evaluate the attractiveness of the industry of events, it was applied the model of 

Appendix 8 – Porter Analysis).  

The Attractiveness of Events Industry  

applying the model of five competitive forces of Porter, it is concluded that the events 

industry is an industry with a medium-high level of attractiveness, which strengthens the 

business opportunity previously detected. 

 

Rivalry

Bargaining 
Power of 
Suppliers

Threat of 
Substitute 
Products

Bargaining 
Power of 

Customers

Threat of 

Entrants

13 – Porter Analysis 

Dream West 

The company will be inserted on events market, but it will specialize in music shows. 

Segment 

Aged 18 to 25 years who like music. 

People from 20 to 39 years who like music. 

People from 20 to 39 years who like cycling. 

People from 20 to 39 years who like motoring. 

In order to evaluate the attractiveness of the industry of events, it was applied the model of 

applying the model of five competitive forces of Porter, it is concluded that the events 

high level of attractiveness, which strengthens the 
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11 Services Mix 

11.1 Questionnaire 

The questionnaire and the results are in (Appendix 9 - Questionário Tese_ Projecto de 

Mestrado). 

11.2 Product 

11.2.1 Company Brand 

In this business the image of the events is very important and reflects the company's image. 

The name Dream West intends to show a company able to organize large events with top 

professionals. Offering the Dream events, mainly in the West, is the primary goal. 

 

11.2.2 The Services 

The Dream West Events will sell a service and a service is any act or performance that one 

part can offer to another that is essentially intangible and does not result in the ownership 

of anything. Its production may or may not be tied to a physical product (Kotler, 2000). 

Table XVII - The Services 

 

 

 

According with the respondents the entertainment and sport are preferred and the market for 

these two types of events is bigger. So, Dream West will sell entertainment and sport events. 

In terms of entertainment events the company wants to organize a summer festival non urban 

and concerts. Organize a BTT marathon and a TT challenge is the sport goal. 

11.2.2.1 The Core Service 

 

 

The base of this company will be the entertainment. This option makes sense because the 

entertainment market is very large and it has potential to grow. The questionnaire reinforces 

this position because 51 percent of respondents prefer entertainment events. 

Service Type Event 

Organize events 
Entertainment 

� Summer Festival Non Urban 
� Concerts 

Sport 
� BTT Marathon 
� TT Challenge 

Entertainment 
Events 

Core Service 
GOAL ���� 99% of the 
activity of the company 

14 – Companyis Logo 
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11.2.2.2 The Non Core Services 
 

 

The purpose of non-core services is to make the company's broader portfolio, compared with 

major competitors. The sports events are not part of consumer preference. Just 29 per cent 

prefer sport events. These markets have more limited potential to grow. 

11.2.3 Entertainment 

11.2.3.1 Summer Festival Non Urban 

The West is inserted in the Central Region and encompasses 

12 municipalities, 2,221 km2 and 363,9305 inhabitants in 

2009. The ease of access to international airports in Lisbon 

and Porto, facilitate the connection of the West to all major 

centers in Portugal and Europe. In last years the population of 

Oeste grew about 27 thousand people. 

According with questionnaire, the respondents prefer urban 

festivals (more or less 60%), but the aim is to create a summer festival non urban in West 

because the main feature of the West is the proximity of the sea and the beautiful scenery. The 

climate in the western region is mild with a pleasant summer and winter a little harsh. So, in 

this point a view is possible to create a scenario “for a green world” because exists contact 

with nature. The proximity to Lisbon and strategic location to connect to other urban centers 

of reference is fundamental to develop the event. 

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

days, then the summer festival will take three days. 

Table XVIII - Number of Days and Location 
Festival 
Name 

Duration 
(days) Date Location (Appendix 16 – Location) 

West Alive 3 Third weekend of June (before Sumol Summer Fest) Shooting Range Santa Cruz 
Appendix 16 – Location 

  

                                                           
5 Source: INE  

Sport Events Non-Core Service GOAL ���� 1% of the activity of the company 
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Summer Festival Brand 
 

 

 

 

 

 

 

Slogan 

 

 

The ultimate goal is to create environmentally friendly event, so as to convey the 
message that a better environment is good for everyone. 

Sponsors and Stages 

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

11.2.3.2 Concerts 

This type of events has market and potential to grow because 

it will follow the trend of growth in the entertainment 

industry. In last years the number of big concerts in Portugal 

increased a lot and 71 percent of the respondents usually go to 

concerts. 

The company wants to organize concerts in Lisbon because a 

large proportion of the population is concentrated in the great 

Lisbon soon has easier access to the shows. For instance, in Pavilhão Atlântico, Coliseu dos 

Recreios or Campo Pequeno. 

The major objective is to bring big names in international music in Portugal and promote 

national artists. 

 

 

 

15 – Summer Festival  Logo 

16 – Summer Festival  Slogan 
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11.2.4 Sport 

11.2.4.1 BTT Marathon 

According with the questionnaire the football is the preference 

of the respondents, but It is a sport much developed and 

without much growth potential.  

The second preference of the respondents is the BTT 

Marathon. The number of practitioners has increased in recent 

years, so the margin for growth and success of these events is 

high. The goal is to create a big annual BTT Marathon.  

11.2.4.2 TT Challenge 

It is the third preference of the respondents and the number of 

practitioners has increased in recent years. The goal is to create 

a big annual TT Challenge.  
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11.3 Prices 

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

were defined based on competitors. It means that, in the beginning the products will compete 

with prices at or below the average for competitors. To help the definition of prices it was 

used the answers of questionnaire. 

11.3.1 Entertainment 

11.3.1.1 Summer Festival Non Urban 
 

 Table XIX - Prices with VAT: Summer Festival  Unit: Euros 

Prices with VAT6 Day Ticket Pass Pass Car Camping 
Competitors (Average) 37 59 69 

Dream West 1st Year Prices 36 57 62 

In average a day ticket costs 37 Euros and the most part of respondents is willing to pay 

between 26 and 40 Euros to attend a festival. So, 36 Euros is acceptable for a daily ticket.  

In average a pass costs 59 Euros and the most part of respondents is willing to pay 60 or more 

Euros for all festival, so, 57 Euros is acceptable for a pass because it is below the average of 

competitors and it is below the limit of respondents. 

In average a pass with car camping costs 69 Euros and the most part of respondents is willing 

to pay 70 or more Euros for all festival with camping, so, 62 Euros is acceptable for a pass 

with car camping because it is below the average of competitors and it is below the limit of 

respondents. 

All prices are below the competition, so, in the future 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 have assumed an annual inflation rate of 2%.   

�����(�) 
�*��
�'� � �� � +� , �%- �  ' 

 
Table XX - Price change over the l i fe 
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 

                                                           
6 Value Added Tax (in Portugal IVA) 
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With this strategy, the prices over the years will be increasing. It was not considered a 

decrease in prices, because then it could be spread a derogatory image of the services, i.e., it is 

intended that the summer festival will continue in the sector as a festival of reference. 

11.3.1.2 Concerts 

In that case the price is an average because a concert can have different prices, it depends on 

the show room. 
Table XXI - Prices with VAT: 
Concerts Unit: Euros 

Room Average 

Coliseu dos Recreios 35 

Pavilhão Atlântico 39 

Campo Pequeno 30 

Coliseu do Porto 34 

Average 35 
 

In average a ticket costs 35 Euros and the most part of respondents is willing to pay between 

26 and 40 Euros for a concert, so, 36 Euros is acceptable for a ticket because itis equal to the 

average of competitors and itis in the range of the preferences of respondents. 

The prices are equal to the average of the competition, so, 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 have assumed an annual inflation rate of 2%.   

Table XXII - Price change over the l i fe of product: 
Concerts   Unit: Euros 

Prices without VAT 1 2 3 
Concert Ticket 29 30 30 

With this strategy, the prices over the years will be increasing. It wasn´t considered a 

decrease in prices, because then it could be spread a derogatory image of the services, i.e., it is 

intended that the concerts will continue in the sector as a concerts of reference. 

  

Questionnaire Answers 
Until 25Euros 7 
26Euros - 40Euros 17 
41Euros - 50Euros 6 
>50Euros 5 
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11.3.2 Sport 

11.3.2.1 BTT Marathon 

This event is a non-core service and the prices are in accord 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, it takes place in 

May and it is organized by Ases do Pedal. In 2010 3,400 people participated. 

� BTT 5 Cumes ���� in five years this marathon increased a lot. Takes place in October 

and in 2010 more or less 2,000 people participated. 

� Center Marathon ���� takes place in March and it has a limit of 1,000 people. 

 
Table XXIII - Prices BTT Marathon: Competitors 

Competition Price 17 Price 28 Jersey9 

BTT Challenge de Portugal 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, so, in the beginning we focus on other three 

competitions to define de price. The BTT Portalegre is important 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 competition, so, in the future they have margin to 

grow.  

Price change over the life of the product 

Table XXV - Price change over the l i fe 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 

                                                           
7 Price 1 – normally price with lunch or other gifts. 
8 Price 2 – price without lunch or other gifts. 
9 Jersey – Cycling sweater. 
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With this strategy, the prices over the years will be increasing.  It was not considered a 

decrease in prices, because then it could be spread a derogatory image of the services, i.e., it is 

intended that the marathon will continue in the sector as a marathon of reference. 

11.3.2.2 TT Challenge 

This event is a non-core service and the prices are in accord with some TT challenges 

organized in West.  

� Ponte do Rol TT ���� It takes place in December and it is organized by Ponterrolense 

Club. 

� Rota dos Vinhos do Oeste ���� It takes place in October and it is organized by 

Montejunto Rally Club.  

� Rotas dos Vinhos e do Vento ���� It takes place in December and it is organized by 

Arneiros Club. 

� Bombeiros do Sobral de Monte Agraço ���� It takes place in February and it is 

organized by fire department of Sobral de Monte Agraço. 

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 Agraço 20 Euros 20 Euros 

The prices are below to the average of the competition, so, 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 l i fe of product:  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 will be increasing. It was not considered a 

decrease in prices, because then it could be spread a derogatory image of the services, i.e., it is 

intended that the challenge will continue in the sector as a challenge of reference. 



 

 

11.4 Distribution 

The Dream West will produce the events, i.e., the company is responsible for all organization. 

The distribution of the tickets or the submissions is fundamental for th

company.  

11.4.1 Summer festival and concerts

To access the festival people need tickets, so, the selling points are fundamental and 

strategically important. 

 

 

 

 

 

 

The company will sell the tickets using four distribution channels, two Business to Consumer 

(B2C). Ticketline is a ticket online and it

producer without buy products or services. 

Fnac offers cultural and electronic products and it

a producer without buy products or services. Fnac and Ticketline are a 

has a commission per each ticket and normally the commission varies between 3 o

The web page and sell tickets on enclosure of the festival are own distribution channels. 
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The Dream West will produce the events, i.e., the company is responsible for all organization. 

The distribution of the tickets or the submissions is fundamental for th

Summer festival and concerts 

To access the festival people need tickets, so, the selling points are fundamental and 

The company will sell the tickets using four distribution channels, two Business to Consumer 

(B2C). Ticketline is a ticket online and it is a B2C channel because acts on b

products or services.  

Fnac offers cultural and electronic products and it is a B2C channel because acts on behalf of 

a producer without buy products or services. Fnac and Ticketline are a brokers

sion per each ticket and normally the commission varies between 3 o

The web page and sell tickets on enclosure of the festival are own distribution channels. 

 

Dream West 

Consumer 

Distr ibution Channels: Summer Festival  and 

Dream West 

The Dream West will produce the events, i.e., the company is responsible for all organization. 

The distribution of the tickets or the submissions is fundamental for the success of the 

To access the festival people need tickets, so, the selling points are fundamental and 

The company will sell the tickets using four distribution channels, two Business to Consumer 

a B2C channel because acts on behalf of a 

a B2C channel because acts on behalf of 

brokers, each broker 

sion per each ticket and normally the commission varies between 3 or 5 percent. 

The web page and sell tickets on enclosure of the festival are own distribution channels.  
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11.4.2 BTT Marathon and TT Challenge 

 

 

 

 

 

 

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

inscription is considered valid after payment.  

11.5 Promotion 

The communication is directed to consumers directly, i.e., directed to the public.  

 

 

 

 

11.5.1 Publicity 

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

radio, internet, cinema, press and outdoors (Appendix 10 – Commercial Plan). 

 

11.5.1.1  Summer Festival  

Publicity on… Yes/No Observations 

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

Radio √ The repetition and speed of contact distribution, but it has low quality of creation. 

Internet √ Greater capacity for growth and reduced costs. 

Press √ The only way is to buy directly and often and stronger loyalty. 

Outdoors √ Strong repetition of the message, but less accuracy in measuring the audience. 

Cinema x Itis very expensive and with more limited audience. 

11.5.1.2 Concerts  

Publicity on… Yes/No Observations 

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

Radio √ The repetition and speed of contact distribution, but it has low quality of creation. 

Internet √ Greater capacity for growth and reduced costs. 

Press √ The only way is to buy directly and often and stronger loyalty. 

Outdoors √ Strong repetition of the message, but less accuracy in measuring the audience. 

Cinema x It is very expensive. 

 
  

Dream West 

Consumer 

Promotional Mix 

18 – Distr ibution Channels: BTT and TT  

19 – Promotional Mix  



 

 

11.5.1.3 BTT Marathon 

Publicity on… Yes/No 

Television x It is very expensive and this is a non

Radio √ The repetition and speed of contact distribution and it has a low tec

Internet √ Greater capacity for growth and reduced costs.

Press x The only way is to buy directly and often and stronger loyalty.

Outdoors √ Strong repetition of 

Cinema x Very expensive.

11.5.1.4 TT Challenge 

Publicity on… Yes/No 

Television x It is very expensive and this is a non

Radio √ The repetition and speed of contact distribution and it has a low tec

Internet √ Greater capacity for growth and reduced costs.

Press x The only way is to buy directly and often and stronger loyalty.

Outdoors √ Strong repetition of the message.

Cinema x Very expensive.

11.5.2 Public Relations

 

 

 

It is necessary a Public Relations to establish a relationship between the press and 

company. 

� Press conferences
� Press-release
� Interviews 
� Press room online

11.5.3 Direct Marketing
 

 

 

 

11.5.4 Sales Promotion

The goal is to retain, reward 

11.5.4.1 Summer Festival

� Raffle a car valued at 15,000 Euros

11.5.4.2 BTT Marathon

� Raffling off a bicycle valued at 500 Euros.

“The management function that 

an organization and publics on whom its success and failure depends”
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BTT Marathon  

Observations 

very expensive and this is a non-core activity. 

The repetition and speed of contact distribution and it has a low tec

Greater capacity for growth and reduced costs. 

The only way is to buy directly and often and stronger loyalty. 

Strong repetition of the message. 

Very expensive. 

TT Challenge  

Observations 

very expensive and this is a non-core activity. 

The repetition and speed of contact distribution and it has a low tec

Greater capacity for growth and reduced costs. 

The only way is to buy directly and often and stronger loyalty. 

Strong repetition of the message. 

Very expensive. 

Public Relations 

It is necessary a Public Relations to establish a relationship between the press and 

Press conferences 
release 

Press room online 

Direct Marketing 

Sales Promotion 

, reward and build relationships with consumers. 

Summer Festival 

Raffle a car valued at 15,000 Euros. 

BTT Marathon  

Raffling off a bicycle valued at 500 Euros. 

Allows you to create 
mailing lists and 
maintain relationships 
with customers. 

“The management function that establishes and maintains mutually beneficial relationships between 

an organization and publics on whom its success and failure depends” 

Cutlip, Center & Broom,1994

Dream West 

The repetition and speed of contact distribution and it has a low technical restrictions. 

The repetition and speed of contact distribution and it has a low technical restrictions. 

It is necessary a Public Relations to establish a relationship between the press and the 

establishes and maintains mutually beneficial relationships between 

Cutlip, Center & Broom,1994 
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11.5.4.3 TT Challenge 

� Raffle a winch rated at 200 Euros. 

11.5.5 Total Budget 

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 year totals 1.2 million Euros. 

12 Strategic Plan 

The strategic management is very important because it is 

the set of decisions and actions intended to improve the 

long-run performance of an organism. 

A structured approach to strategy can benefit all 

companies because reduces uncertainty, links long term 

and short term, clarifies and unifies purpose and enables 

control. 

12.1 Mission 

Dream West mission is to create moments in special environments. Making the 

company a benchmark in the industry, recognized for its quality service nationally and 

internationally. 

12.2 Values 

� People at the heart of our success 

Dream West builds bridges between people and your idols. 

� Social responsibility 

Use the music, culture and sport to promote social welfare and help to create 

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

� Ethics and Trust 

Our fundamental commitment is to create economic value founded on 

principles of ethics and sustainable development. 

� Ambition 

This is our guiding force, reflected in the continuous setting of targets that 

stimulate and challenge our competencies. 

Mission

Goals

Dream 
West

Strategies

20 – Strategic Pyramid 



Dream West 
 

30 

 

12.3 External analysis 

Table XXX - Strategic Plan: External Analysis 
Opportunities Threats 

According to European Commission the inflation 
of Portugal will increase below the EU 27. 

In terms of GDP Portugal will have the worst 
performance compared with European Union 27. 

The services sector has the better Gross Value 
Added (GVA). 

The weight of tourism in GDP decreases in 2009. 

Development of new access, services and 
infrastructure. 

The high level of 10 year yield. 

The number of internet users has increased in 
recent years. 

The crisis generating widespread losses in 
services sector. 

Affirm cultural traditions. Crime. 
The concerts and festivals are forecast to grow by 
5.7% per annum between 2010 and 2014. 

The high level of unemployment. 

The industry is attractive.  

The global crisis causes instability and uncertainty, so, any investment is risky. Portugal 

has one of the worst performances in Europe and it has one of worst forecast for the 

future, in terms of crime or unemployment for instance.  

In the other hand, the services sector has a high weight in the economy. The events 

industry is attractive because it is growing and it is inserted in the services sector. The 

events industry in very important to boost the tourism, so, the growth forecasts for the 

tourism reinforce a business opportunity.    

12.4 Internal Analysis 

The Dream West Events will be a service company, so, intangible resources will have 

most weight than tangible resources. It makes sense because the non-physical assets, 

like reputation, knowledge or information, have more interest in service industry. 

The quality of the service is fundamental to the success, 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  

 

12.5 Value Chain Analysis 
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Firm Infrastructure ����  Department of planning and management, accounting and finance department. 

Human Resource Management ����  Recruitment, appraisal, remuneration and training of all personnel. 

Technology Development ���� Construction and management of the site and other online channels. 

Procurement ���� Hiring artists and acquisition of all equipment needed for the events. 

Inbound Logistics 
Receipt of equipment 
needed for the events. 

 

 

Operations 
Assembling the 
infrastructure to run 
the event. 
Produce tickets and 
non-core products. 

Outbound Logistics 
Distribute products in 
all outlets. 

 

Marketing and Sales 
Promotion of all 
events. 
 

 

Service 
Delivery of tickets 
and other products in 
the customer's home. 

 

21 – Value Chain 
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12.6 Core objectives 

� Summer festival will grow 40%10 between 2012 and 2013; 

� Concerts will grow 5.7% between 2013 and 2014; 

� Entertainment represent 99% of the business; 

� Build a unique summer festival (relationship with the environment); 

� Each event, one moment; 

� Have a broader portfolio that major competitors, with music, cultural and sports 

events; 

� Approximately 20% of Market Share 

12.7 Strategy 

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

always with the problems of the environment in mind.  

  

                                                           
10 Optimus Alive History 
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13 Fixed Assets 

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

very low.   

13.1  Tangible Assets 

Table XXXII - Tangible Assets  Unit: Euros 

  0 
   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 sheets of the competitors. The value of 

buildings and other constructions is related with works in office. The value of basic 

equipment is related, for example, with furniture, cell phones, copiers, computers 

programs and computers. The value of transport equipment is related with two cars. The 

value of office equipment is related with paper, pens, pencils and all types of office 

equipment. The other tangible fixed assets are, for example, ATM, complaints book or 

intrusion detection system and fire. 

13.2 Intangible Assets 

The value of intangible assets is just start up expenditures. 

13.3 Summary of Investment 

Table XXXIII - Summary of Investment    Unit: Euros 
  0 1 2 3 
 Tangible Assets            105,250.00            10,200.00            10,404.00           10,612.08  

   Buildings and Other    
Constructions  

              5,000.00                       -                         -                       -    

   Basic equipment              17,500.00                       -                         -                       -    

   Transport equipment              30,750.00                       -                         -                       -    

   Office equipment              45,000.00            10,200.00            10,404.00           10,612.08  

   Other tangible fixed assets                7,000.00                       -                         -                       -    

 Intagible Fixed Assets                  500.00                       -                         -                       -    

   Start up expenditures                  500.00                       -                         -                       -    

 Total Investment            105,750.00            10,200.00            10,404.00           10,612.08  

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

the years. 
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14 Supplies and Services Acquired (SSA)11 

In this business the SSA are very important because the biggest investment of the 

company is in external services. It is necessary artists, stages, lights, publicity and other 

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

In project development are considerate thirteen services, electricity, water, contracts, 

accounting and finance, office equipment, house insurance, car insurance, publicity, 

conservation, repair and maintenance, fuels, rents, internet 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   11,444,400.00   11,673,288.00   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     1,248,480.00     1,273,449.60     3,745,929.60  
 Conservation, repair and maintenance           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        12,711,326        12,965,553   

 

The contracts and publicity are the main items because the core activity of the company 

is very dependent on them. The contracts mainly comprise values necessary for artists 

and values necessary for the full logistics12 of the show. All events should reach all 

public, so the investment in publicity13 is fundamental. 

The electricity and water are related with the office, the accounting is a fundamental and 

mandatory service, the office equipment14 is, for instance, paper or pens, the house 

insurance is related with the office, the car insurance is related with the cars of the 

company, the conservation, repair and maintenance are related with contracts with, for 

instance, companies that offer printers, the fuel is related with movements, the value of 

                                                           
11 See the appendix of SSA in Dream West Financial document. 
12 Companies that lease equipment like stage equipment, lights, fences, security, tickets, feeding and 
others. 
13 The details are in the advertising plan. 
14 Rapid wear. 
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Director 
General

Public 
Relations

Computer 
Technician

Procurement 
Technician

Accounting and 
Finance

the rents is related with the office, the internet plus phone is important for 

communications. 
A p p e n d i x  2 3  –  E D P  T a r i f f  
A p p e n d i x  2 4  –  W a t e r  T a r i f f  

15 Organizational Structure 

At this point will be presented information about the functional organization of the 

company, i.e., how the resources will be organized in different functions, as well as 

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

for the entire operation. 

 

 

 

 

 

 

The organizational structure consists of a director general or manager, public relations, a 

computer technician and a procurement technician. The accounting and finance service 

is provided by an external company. 

Director General 

The manager controls the operation of the entire company and he is the manager that all 

employees must report information. 

Public Relations 

This person is essential in the framework of the project because this is the link between 

customers and all events. He is responsible for the marketing of the company and 

promotion of all events.  

It is necessary a Public Relations to establish a relationship between the press and the 

company. 

� Press conferences 

� Press-release 

� Interviews 

� Press room online 

22 – Organizational 
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Computer technician 

The internet is fundamental to disclose all events, so, the computer technician is 

responsible for construction and management of the site. He must control all channels 

of communication online, like direct mail. 

Procurement technician 

He is responsible for hiring artists and acquisition of all equipment needed for the 

events. Your collaboration is fundamental because the quality 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: Nº of people 

    1 2 3 

 Public Relations  1 1 2 

 Computer Technician  1 1 1 

 Procurement Technician  3 3 4 

 Director General  1 1 1 

 Total  6 6 8 

 

The number of employees increases between the first year and the third year. It makes 

sense because it is expected that the activity of the company increases too.  

In the beginning the company will have one public relations, one computer technician, 

three procurement technician and one director general. The number of procurement 

technicians is bigger than the others because they are responsible for the success of the 

core business of the company. The quality of the shows and the offer in the shows 

depends on the quality of your job. In the third year the number of public relations 

increases because the activity of the company increases 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 the company because he is responsible for 

all success of the company and he reports to clients and artists (see Appendix 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 accident   500 500 500 

   Total Other Personnel Costs   24,310 35,749 47,255 

 

The employees have other costs, like meal allowance, contributions to social security 

and health insurance and industrial accident. The meal allowance 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, like 20% 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  0.15%  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 

 ∆Working Capital    17,250 419,249 -452,251 -13,099 

 

The type of business does not has a significant value in working capital in year zero 

because the biggest investment is in SSA. The investment in fixed assets is residual. 

The difference in working capital between first and third year is related with the 

increase in revenues. 
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17 Project Analysis – Economic Optics 

17.1 Operating Income 

 

Ap pe ndi x 2 7 –  Sale s  Forec as t 

The evolution of sales reflects the changes in demand expected over the period under 

review. 

17.2 Market Share Evolution 

 

Appendix 28 – Market Share 

The market share was calculated based on sales of competitors. The evolution of market 

share depends on Rock in Rio, organized by Better World. It was assumed that Rock in 

Rio is organized every two years, so the market share of Dream West and all 

competitors depends on this event organized by Better World. 
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23 – Total  Sales 
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17.3 Operating Costs 

 

 

 

 

Costs clearly reflect the regularity of the cycle of exploitation because there are no 

major fluctuations over the life of the project. 

  

12.462.084 

12.711.326 

12.965.553 

12.000.000 

12.200.000 
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12.600.000 

12.800.000 

13.000.000 
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1 2 3

Suppliers and Services Acquired - €

109.294 
122.917 

165.349 

23.846 25.886 
27.966 

-
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1 2 3

Other Operating Costs - €

Employees Benefit Expenses

Depreciation of tangible fixed assets and intangible assets

25 – Operating Costs: SSA 

26 – Other Operating Costs 
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17.4 Breakdown of Operating Costs 

 

 

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

company's results are very sensitive to changes in the SSA. 

17.5 Breakdown of SSA 

For Supplies and Services Acquired, the costs of contracts represent the largest 

proportion, precisely because the artists and equipment. 

17.6 Breakdown of Personnel Costs 

 

 

Personnel costs in salaries have the greatest weight, followed by social security 

contributions. All workers are entitled to health insurance and workplace accidents. 

98,53%

1,26% 0,21%

Breakdown of Operating Income

Suppliers and Services 
Acquired

Employees Benefit 
Expenses

Depreciation of tangible 
fixed assets and 
intangible assets

9,38%

17,33%

0,30%72,99%

Breakdown of Personnel Costs

Meal Allowance

Contributions to social 
security

Health insurance and industrial 
accident

Annual Earnings

27 – Breakdown of  Operating Costs 

28 – Breakdown of  Personnel Costs 
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17.7 Net Income 

 

The net profits are significantly lower in the first year of operation, mainly due to 

reduced sales value. 

The evolution of net income reflects the stability and regularity of the cycle of 

exploration were not considered in this analysis any extraordinary results. The positive 

results become just the second year of operation. 

17.8 Project Income Statement 
         Unit:   €   

Project Income Statement   1 2 3 
 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                    122,917                    165,349  

 Depreciation of tangible fixed assets and intangible assets                        23,846                      25,886                      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                    (1,970,129)                1,680,822                 1,806,812  

17.9 Operational Cash Flow 

 

The operational cash flow is negative in the first year and positive in the second and 

third years. The evolution shows us the increase of the business. 
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29 – Net Income 

30 – Operational Cash Flow 
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17.10 Project 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 
Residual do Capital Fixo 

    48,657 
        Working Capital Terminal 
ValueValor Residual do Fundo de 

    -13,099 
Total   0 -1,424,199 1,261,290 1,793,669 

  Financial Needs      
        Working Capital  17,250 419,249 -452,251 -13,099 
        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 

 

Cash Flow for the project in year zero is negative due to investment made this year. In 

the first year the cash flow is negative too because the sales are below the costs. In the 

second and third year the business of the company will increase. 

17.11 Project Analysis during 3 Years 

Table XLII - Project analysis during 3 years: assumptions 

 0 1 2 3 
Treasury Bonds 3 years (rf) 9.00% 8.50% 8.00% 7.50% 

Unlevered Beta (βu) 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 necessary the variables to define the discount 

rate. The rate of treasury bills maturing in three years was based newspaper “Diário 

Económico” (Appendix 12 – OT 3 Years). The unlevered beta and market risk premium 

was based on Damodaran web page. 

The high value of treasury bonds causes a high value of return on equity because the 

crisis makes investors more demanding. The return on equity is variable over the years 

of the project mainly due to forecasts of Treasury Bonds. 

The discount rate unlevered was obtained using the Capital Asset Pricing Model 

(CAPM). 

��.��" � / , 0" � � 

  

31 – Project Cash Flow 
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25%

Capital Structure
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Debt

 Table XLIII - Net Present Value

 
 Project Cash Flow  

 Cumulated Project Cash Flow  

 Discounted Cash Flow  

The NPV is greater than zero, so the

sustainable. It means that the project

generates a surplus that allows

18 Financial Engineering

 

18.1 Debt 

The value of debt is related with car leasing over 36 months 

Auto). 

 Table XL - Annual Debt Service: Leasing
Annual Debt Service 
Leasing 
Initial Amount Outstanding

Interest 

VAT 

Income 

Amortization 

Final Amount Outstanding
Appendix 26 – Leasing Auto 

18.2 Equity 

The equity totalizes 92,250 Euros and it will be realized by partners. One of all partners 

must be the director general of the company and this person must have a lot of 

experience in the sector. 
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Net Present Value    

  0 1 2 3
    (123,000)   (1,853,649)  1,703,136   1,796,156 

    (123,000)   (1,805,001)    (639,818)     140,611 

     (123,000)   (1,682,001)  1,165,182      780,429 

The NPV is greater than zero, so the project is economically viable and auto 

It means that the project pays the capital at a rate you want and eventually 

allows the investor to recoup their investment. 

Financial Engineering 
 

The 

structure determined contains 75% equity 

Thus, if one wishes to ensure

sustainable financial structure. 

The value of debt is related with car leasing over 36 months (Appendix 11 

Annual Debt Service: Leasing   Unit: Euros 

Annual Debt Service - 0 1 2 3 

Initial Amount Outstanding 30,750 29,809 20,249 10,016

0 1,738 1,065 345

174 2,088 2,088 1,914

941 11,298 11,298 10,361

767 7,471 8,144 8,102

Final Amount Outstanding 29,809 20,249 10,016 0 

The equity totalizes 92,250 Euros and it will be realized by partners. One of all partners 

must be the director general of the company and this person must have a lot of 

 

Dream West 

 Unit: Euros 

3 NPV 
1,796,156   

140,611   

780,429  140,611 

viable and auto 

you want and eventually 

capital 

 and 25% debt.  

one wishes to ensure balanced and 

Appendix 11 – Leasing 

Unit: Euros  

 

10,016 

345 

1,914 

10,361 

8,102 

 

The equity totalizes 92,250 Euros and it will be realized by partners. One of all partners 

must be the director general of the company and this person must have a lot of 
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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 Assets      105,750        10,200        10,404        10,612  

Interim Interest              -                 -                -                -    
Working Capital 
(Investment) 

       17,250       419,249              -                -    

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 than resources, therefore the company will 

be forced to borrow short-term funding from banks.  

In the first year the total needs are greater than resources too, so the company will be 

forced to borrow in short-term 2.4 million Euros.  

In the second year the business of the company increases and the total resources 

increases too. The financial situation will be more equilibrate in second and third years. 
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20 Project Analysis – Financing Side Effects 

Table XLIV - APV  Unit: Euros  

NPV15 140,611 
Leasing Effect (Car) 7,972 

APV 154,274 

The Leasing Effect calculated based on the interest of Auto Leasing, net of taxes and 

upgraded Rd. The project is feasible, with a financing side effect worth 7,972 

Euros and 154,274 Euros for APV. 

21 Accounting Pro Forma Statements 

21.1 Balance Sheet  

The balance sheet is visible in Appendix 13. There is a reduction in the value of fixed 

assets due to depreciation. On the other hand, the short 

term investments that have significant growth. The value of the liabilities in first and 

second years is related with loans and in third year is related with IRC payable. 

21.2 Income statement 

The value of net income in first year is negative, but in second and third years is 

positive. The company will pay IRC just in third year because 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 Si tuation 

 0 1 2 3 
Equity/Total Assets 0.75 -3.54 -3.24 0.73 
Solvency (Equity/Total 
Liabilities) 

3.00 -0.78 -0.76 2.68 

Current Ratio 1.64 0.18 0.05 3.57 
Immediate liquidity 0.00 0.01 0.05 3.57 

 

In first year the company is very dependent on debt capital due to the negative equity 

generated by the first year operating losses. In third year there is a sign that the 

company stabilizes in terms of financial health. 

It can be observed that the current ratio exhibits oscillations along the life of the 

project, presenting the first 2 years of the project a value of current liabilities exceed 

the assets, jeopardizing the ability to meet short term 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 applications does not guarantee the total 

short term debts, changing the trend from the third year of the project. 

Appendix 31 – Balance Sheet 
Appendix 32 – Income Statement   
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23 Sensitivity Analysis 

The original NPV is 141 thousand Euros. The NPV is more sensitive to variations on 

prices, number of tickets sold and supplies and services acquired. The variation on 

wages has not a significant impact on NPV. 

For instance, if prices fall 10% the NPV will be minus 1,9 million Euros, but if prices 

rise 10% the NPV will be 1,7 million Euros. If wages increase 10% the NPV will be 

129 thousand Euros. 
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24 Conclusion 

The biggest goal is to create a services company based on this business plan. Dream 

West is the name of the company and its focus is the music event. 

The company will offer a summer festival, concerts, a BTT Marathon and a TT 

Challenge. The core services are the summer festival and concerts. 

The economic climate is not favourable, but the market of Media and Entertainment will 

grow until 2014 according with PWC and the consumption of music and concerts has 

grown in last years. So, it was possible to identify a business opportunity. It is necessary 

to take into account the competitors because they have a lot of experience in the market 

and they are good services, principally summer festivals and concerts. 

This type of business has not high operational margins, but it is possible to create a 

success business because the investment in fixed assets is very low. It means that, the 

investment in fixed assets is recovered quickly. In the other hand, it must be careful 

with SSA and tickets sold because the company is very sensitive to these variables. 

The forecasts are not very ambitious because it is necessary to take into account the 

instability of the economy.  

The business is viable, soon recommend the project to boost investment in the west and 
create more competition, benefiting consumers. 
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Appendix 2 – European Economic Forecast – Spring 2010 
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Appendix 4 – Portuguese Video Games 

 

Appendix 5 – Cinema in Portugal 
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Appendix 6 – Live Shows - INE 
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Appendix 7 – Number of Federated in Sport 
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Appendix 8 – Porter Analysis 
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Appendix 9 – Questionário Tese_Projecto de Mestrado 
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Appendix 10 – Commercial Plan 
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Appendix 11 – Leasing Auto 
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Appendix 12 – OT 3 Years 
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Appendix 13 – Balance Sheet 

      Unit: €  

  NET FIXED ASSET 0 1 2 3 
 Tangible Assets  105,250 91,771 76,456 59,269 

   Buildings and Other Constructions  5,000 4,900 4,800 4,700 

   Basic equipment  17,500 12,009 6,517 1,026 

   Transport equipment  30,750 23,063 15,375 7,688 

   Tools and utensils  0 0 0 0 

   Office equipment  45,000 46,200 45,564 43,055 

   Other tangible fixed assets  7,000 5,600 4,200 2,800 

 Intagible Fixed Assets  500 333 167 0 

   Start up expenditures  500 333 167 0 

 Total Fixed Assets  105,750 92,105 76,623 59,269 
  CURRENT ASSETS         

 Inventories  0 0 0 0 
 Medium and long term debtors  0 0 0 0 
 Short term debtors  17,250 423,041 0 0 

   State and other public sector institutions  17,250 423,041 0 0 

 VAT  17,250 423,041 0 0 

 IRC Receivable  0 0 0 0 

 Held for trade securities  0 0 0 0 
 Bank deposits and cash  0 15,938 21,811 2,008,628 
 Accruals and deferrels  0 0 0 0 
 Total Current Assets  17,250 438,979 21,811 2,008,628 

Total Assets 123,000 531,083 98,434 2,067,897 

          

  EQUITY         

   Equity  92,250 92,250 92,250 92,250 

   Reserves:  0 0 0 0 

    Legal reserves  0 0 0 0 

    Statutory reserves  0 0 0 0 

    Contractual reserves  0 0 0 0 

    Other reserves  0 0 0 0 

   Retained earnings  0 0 -
1,971,915 

-411,559 

   Net profit (loss) for the period  0 -1,971,915 1,560,356 1,825,351 

   Advanced dividends  0 0 0 0 

 Total Equity  92,250 -1,879,665 -319,309 1,506,042 
  LIABILITY         

   Provisions  0 0 0 0 
   Medium and long term creditors:  20,249 10,016 0 0 

   Bank loans  20,249 10,016 0 0 

 Leasing Auto  20,249 10,016 0 0 

   Short term creditors:  10,501 2,400,732 417,743 561,854 
   Bank loans  10,501 2,398,252 380,181 0 

 Leasing Auto  9,560 10,233 10,016 0 

 Loans  941 2,388,019 370,164 0 

   Retrieved from credit providers SSA  0 217 222 226 

   State and other public sector institutions  0 2,262 37,341 561,628 

 VAT  0 0 35,022 48,776 

 IRS and SS  0 2,262 2,319 3,118 

 IRC Payable  0 0 0 509,735 

   Other creditors  0 0 0 0 

 Accruals and deferrels  0 0 0 0 
 Total Liabilities  30,750 2,410,748 417,743 561,854 

Total Equity and Liabilities 123,000 531,083 98,434 2,067,897 
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Appendix 14 – Income Statement 

         Unit:   €   

Project Income Statement   0 1 2 3 

 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                    122,917                    165,349  

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

      

 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  

 


