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Abstract

In this paper, a business plan is developed to strategically expand the eSports branch of SL
Benfica. It answers the challenge of how traditional football clubs can effectively reach a
younger fan base and diversify their revenue sources through eSports. Based on a market and
game analysis, a business plan with several scenarios to enter CS:GO has been developed and
complemented with a five-year financial forecast. The most critical aspects of the project’s
economic success are sponsorship deals and competitive performance. Following a thorough
analysis, this paper recommends expanding into the CS:GO eSports business considering the
achieved medium-term profitability.
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1. Introduction

Nowadays, football clubs must deal with several challenges. First, the pandemic has
forfeited a large portion of the commercial (such as sponsorship or licensing) and match-day
revenues (World Football Summit 2020; Deloitte 2021a). Although these numbers may have
recovered over time with loosened restrictions, many clubs still struggle to reach pre-pandemic
levels again (Deloitte 2021a; Football Benchmark 2022; Wiacek 2022). Second, many football
clubs struggle to reach and further expand their fan base. This holds true especially for the
younger fans, as the already existing fan base is aging. Third, a change in consumer behavior,
especially among the Gen Z!, can be observed, namely that they value fan experience much
more, demand shorter viewing periods due to shorter attention spans (World Football Summit
2019), are more interested in highlights and free live-stream material on streaming platforms or
social networks (Euromonitor International 2021), or are also more actively engaged in social
media (Nielsen 2022). Moreover, in the same study, Nielsen found that multi-screen viewing
activities have increased by 5% in the last year (10% for Gen Z), so 47% of people who watch
sports simultaneously consume other live content. Additionally, various trends, such as digital
transformation or the appearance of new media channels, occupy the sports industry (World
Football Summit 2019). To address those trends and challenges and possibly even turn them

into a competitive advantage, football clubs must establish new revenue streams.

To investigate whether electronic sports (eSports) as a new revenue stream has the potential to
counteract these challenges, this paper addresses the following questions:
- How attractive is the eSports market for Sport Lisboa e Benfica (hereafter only stated

as “Benfica”), and how can they further engage in the market? More specifically, which

1 Gen Z refers to the generation of people born between 1997 and 2012.



gaming area is most interesting for Benfica?

Which entry barriers and financial obligations would Benfica face when entering a new
eSports game?

How attractive is the project from a commercial perspective?

What requirements must be met for the project to be worthwhile?



2. Market Overview
To provide the reader with a deeper understanding of the eSports industry, first, the term
eSports is defined before the market size, revenue streams, cost drivers, viewership, and current
trends affecting the industry are outlined. Additionally, a PESTEL analysis is conducted to

provide the reader with a deeper understanding of the market environment.

2.1 Definition

There are various definitions of eSports circling around in the literature, which show
substantial overlaps at the core. Hamari and Sjoblom (2017, 211) define eSports as “a form of
sports where the primary aspects of the sport are facilitated by electronic systems; the input of
players and teams as well as the output of the eSports system are mediated by human-computer
interfaces.” Their definition is further advanced by stating that the gamers “compete with each
other in playing digital video games on computers using Internet or LAN” (Radman Pesa,
Ci¢in-Sain, and Blazevié¢ 2017, 122). To summarize, three criteria, namely organized,
competitive, and professional, have to be met in order for it to be considered eSports (Mangeloja
2019). Throughout this paper, the term eSports refers to competitive video gaming with the
objective of winning a title, league, or the like, which is also streamed online and can be

watched by fans around the world.

2.2 Market Size

Since its beginnings in the 1960s and 1970s, when the first video games came out, the
eSports market has grown steadily (Larch 2022). Even though the overall trend of positive
market development is evident in all sources available, the calculations of the market revenue,
as well as the associated forecasts, differ enormously and range from 1.44bn USD in 2022

(Forecast: 6.62bn USD by 2030) (Fortune Business Insights 2022) to 2.57bn USD in 2022
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(Forecast: 12.49bn USD by 2030) (Grand View Research 2022), for example. Similarly, there
is disagreement in the literature about the quantitative calculation methods for market revenue
(Ahn, Collis, and Jenny 2020). For this reason, this work refers to the latest study by Newzoo
(2022), the world’s largest games-related consumer research program. Here, the market revenue
was valued at over 1.38bn USD in 2022, with a forecast to grow to approximately 1.86bn USD
in 2025, resulting in a Compound Annual Growth Rate (CAGR) of 13.4% from 2020 to 2025
(see Graph 1). The regions with the highest projected CAGR in the same timeframe are
Southeast Asia (27.6%), Central Southern Asia (23.4%), and Latin America (19.0%).
Concludingly, it can be noted that the eSports industry is continually experiencing greater
popularity and offers enormous market potential. Additionally, these numbers are supported by
a survey about the future of football conducted by the World Football Summit (2019, 22), where
the vast majority of the respondents (8.86 out of 10) predicted that eSports would “become

established as one of the leading global sports.”

Graph 1: Growth of eSports Market Revenue From 2020 — 2025 (in m USD)
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2.3 Revenue Streams and Cost Drivers

The revenue streams in the eSports industry are manifold. According to the same study
by Newzoo (2022), the most significant revenue stream is by far sponsorship (endemic as well
as non-endemic sponsorship), which accounted for almost 60% of total market revenue in 2022
with 837m USD. Compared to 2021, a year-over-year (YoY) growth of 16.4% was observed
here. The second largest position is media rights with 207m USD (+13% YoY), followed by
publisher fees (131m USD, +52.6% Yo0Y) and merchandise & tickets (108m USD, +66.8%
YoY). Digital assets (54m USD, +23.7% YoY) like non-fungible tokens (NFTs) and streaming
(46m USD, +17% YY) are the smallest revenue streams; however, they are the fastest growing
positions with a CAGR from 2020 to 2025 of 27.2% and 24.8%, respectively. The revenue

streams are also depicted in Graph 2.

Graph 2: Revenue Streams in the eSports Industry in 2022 (in m USD)
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Additionally, there are many other revenue streams for eSports teams, several of which even

emerge only over time. Prize Money is, of course, an essential revenue stream; here, however,
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it is important to underline that most of the prize money belongs to the pro players and the
coach(es), whereas only a smaller share of the prize money remains with the organization. The
hosting of tournaments is also a potential revenue stream for which additional sponsorship,
media rights, dedicated merchandise, ticket sales, or participation fees could be collected.
Furthermore, royalty payments are made to the teams for participation in a tournament (e.g., at
the Majors) from a certain tournament level onwards. Moreover, the existing eSports
infrastructure can be leveraged to conduct individual academies or bootcamps for younger pro
players or amateur gamers who live at the premises throughout a specific period and get intense
training and coaching in a particular eSports game. eSports organizations can also accumulate
revenue by scouting players or selling players to other organizations after improving their
market values through academy training. Lastly, another vital revenue stream is content
creation, respectively, the streaming of videos on various streaming or social media platforms,
such as Twitch, YouTube Gaming, Instagram, or TikTok. Even though the generated revenue
usually remains mainly with the streamer or pro player, it helps the organization to engage with
its target audience and, ideally, even grow it. Here, it can be particularly beneficial to have a
strong brand like Benfica at one’s side, for example, to produce content with well-known
football players and thus create synergies across the club. As this revenue stream represents a
key element to growing revenue and boosting viewership, it is explained in more detail in the

subsequent chapter.

In general, setting up an eSports team should most likely be seen as a long-term investment, as
various upfront investments must be taken next to the yearly costs of running the team and
organization. First, individual pro players or an already existing team must be bought.
Depending on the desired quality of the team, the amount to be paid drastically varies. Second,

the salaries for the personnel must be paid; here, the quality of the team determines how high
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the salaries are and how many people appear on the payroll. Highly advanced teams employ
not only pro players and coaches but also physiotherapists, doctors, psychologists, content
creators, managers, and other staff. Third, the training facilities and associated running costs
(utilities, rent etc.) must be expensed, and the respective infrastructure (hard- and software)
must be provided. Fourth, the preparation for and participation in tournaments comes with
financial obligations, for instance, the tournament participation fee, travel expenses, and
housing for the actual tournament, as well as for dedicated training bootcamps before the
tournament. Fifth, besides the mere game-based costs, there are also expenses to attract and
engage fans and subscribers, such as the costs associated with advertising, marketing, and
content creation. Additionally, there can be further contractual obligations with the pro players,
such as the provision of in-game tokens (e.g., FIFA points), which must be taken into

consideration.

2.3.1 Content Creation / Streaming

Another important key aspect of the project is streaming, respectively the creation of
content; on the one hand, to generate revenue, on the other hand, to reach the audience and
engage with them. As stated earlier, streaming is also one of the industry’s fastest-growing
revenue streams, which underlines its importance (Newzoo 2022). In its basic form, content
creation helps “promoting your brand [...] by sharing entertaining, educational, and
enlightening information that will add value to your audience’s lives.” (Geyser 2022a)
Typically, however, the content is not created by pro players but by dedicated content creators.
This is because pro players focus primarily on competitiveness, whereas content creators are
geared more towards entertaining or educating the audience (Singer and Chi 2019). To
effectively address a target group, finding the most engaging content is vital. This includes

choosing the platforms on which content will be uploaded or streamed. The three largest
12



streaming platforms in the world are Twitch, YouTube Gaming, and Facebook Gaming.
However, regarding the target group to be addressed, it is noteworthy that all these platforms
are banned in China (Newzoo 2022). Additionally, content can also be uploaded on social media
platforms, such as Instagram or Tik Tok. Throughout the platforms, there are different ways to
monetize the uploaded content. Table 1 gives an overview of the different monetization

methods.

Table 1: Monetization Methods for Digital Content

Type Explanation

Ads can be displayed before or during the playing of the created content. However, it is
Direct Advertising  essential to differentiate between ads chosen by the platform (e.g., YouTube or
Instagram) and ads selected by an organization itself.

Streamers can have sponsors appear in their videos or promote their products for a
contractually defined payment. In addition, there is the possibility to place affiliate links
in the content and thus generate revenue proportionate to the sales of the products sold.

Sponsorship /
Affiliate Links

Many platforms offer the possibility for viewers to donate money to the streamer to
Donations support and / or cheer him on. On Twitch, for example, donations can be made in the
form of “bits” (1 bit = 0.0156 EUR, depending on the USD / EUR conversion rate).

Depending on the type of content produced, it might be feasible to sell subscriptions for
a better viewing experience. This could be ad-free content, exclusive in-depth content,
or one-time downloads solely for subscribers, amongst others.

Subscriptions /
Premium Content

Partnerships with other organizations where one organization promotes the other. This
Partnerships can be done through giveaways or hosting contests, for example, and helps both
organizations engage with their audiences.

Source: Own contribution based on (Carter 2020; Hirose 2022)

The monetization methods mentioned above not only help generate revenue but are also a great
way to raise brand awareness and interact with the already existing fan base. To do so, it is
crucial to thoroughly understand the audience’s viewing behavior and tailor the content

according to their needs. Moreover, the monetization potential of the streamed content depends
13



on multiple factors. Besides the viewership size, the number of subscribers, the engagement
rate, the image of the streamer, and the streaming frequency are decisive. In this context, it is
essential to note that not one of these factors is particularly decisive, but rather the combination

of them.

2.3.2 Viewership

Along with the market size, the viewership size is also increasing. However, it is
essential to distinguish between occasional viewers and eSports enthusiasts. While occasional
viewers only watch professional eSports content less than once a month, eSports enthusiasts
watch it more than once a month. According to Newzoo (2022), in 2020, there were 220.5m
occasional viewers and 215.2m eSports enthusiasts worldwide, which increased to 249.5m
(2021) and 270.9m (2022) occasional viewers and 240.0m (2021) as well as 261.2m (2022)
eSports enthusiasts. It is expected that by 2025 there will be 322.7m occasional viewers and
318.1m eSports enthusiasts, which means that the overall audience will experience a CAGR of
8.7% from 2020 to 2025. There are also considerable spikes in terms of live streaming hours
watched. On Twitch, YouTube Live Gaming, and Facebook Gaming, 11.8bn hours of gaming
content were watched in 2018, 15.8bn hours in 2019, 28.7bn hours in 2020, and 34.4bn hours
in 2021 which yields a CAGR of 30.86% from 2018 to 2021. In 2021, fans consumed a total of
653m hours of live streams each week. Here it can be highlighted that Twitch was by far the
most widely used channel, accounting for 71% of the total hours watched in 2021 with a YoY

growth rate of 38% from 2020 to 2021 (Stream Hatchet 2022).

There are several reasons for the ongoing positive trend in viewership numbers, for instance,
the gain in popularity of eSports or pandemic stay-at-home restrictions (Geyser 2019). In

addition, there is also a shift in viewership from traditional sports to eSports, as a survey
14



revealed that 75% of the respondents (young Americans aged 21 - 35 years) said that “eSports
takes away time from following traditional sports” (Football Benchmark 2019). However, even
though streaming viewership is rapidly increasing, live eSports events are not to be
underestimated, as they can be highly attractive for sponsors due to the in-person engagement

(Singer and Chi 2019).

2.4 Key Trends in the eSports Industry — Individual Part Philipp Schauerte (48890)
The eSports industry is affected by many different trends. The following chapter aims
to shed light on various key trends and how they could impact the development of the traditional

sports industry.

2.4.1 5G and Cloud Gaming

Greater speed, security, and capacity are promised by the fifth generation of network
technology, also known as “5G”. The next wave of digital technologies, like cloud gaming, will
be supported by 5G, which will also serve as the foundation for the digital economy. Therefore,
it is expected that there will be a high demand for 5G networks and a high level of rivalry among
businesses and nations to satisfy that desire (Lewis 2018). Telecom providers will have a
competitive advantage against the rising threats from over-the-top (OTT)? businesses thanks to
the promise of 5G. From a commercial and technological standpoint, businesses must take
crucial actions to benefit from the new technology. Network slicing and mobile edge computing
will offer new services and interconnections over the 5G network. However, referring to a study

by the accounting and consulting firm Ernst & Young (2018), it would require many fiber optic

2 OTT stands for over-the-top and refers to content that is offered via an Internet connection without the Internet
providers themselves having any influence or control over the content.
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cables, sophisticated cloud and analytics capabilities, and updated support systems. 5G is a

convergence strategy that has the potential to change the business environment.

Live broadcasting of eSports events could increase with the development of 5G infrastructure,
creating captivating possibilities for augmented reality gimmicks. The possibilities 5G presents
to produce a more participatory and dynamic broadcast, along with the interest in eSports being
shown by mainstream media, is what makes this combination so intriguing. The League of
Legends game used the “Pro View” feature, which allowed fans to see the game from various
perspectives, including other players’ perspectives and stacked feeds. It will be interesting to
see how the consumption of live-stream material changes as a result of the better data-flow
infrastructure. The potential functionality of portable devices is one of the fascinating aspects
of gaming with 5G. Better visuals, lag-free multiplayer first-person shooter or sports games,
working location-based features and events — all made possible by 5G’s quick and reliable
connection that almost everybody can use. Nowadays, intensive video game computations do
not require a lot of computing power anymore, as these computations are done in the cloud.
This, in turn, might also minimize the burden on battery life, device, and internet cost. As a
result, since more sophisticated computers or gaming consoles are no longer necessarily needed,
it might decrease the entrance barrier for competitive gaming. Empowering an already
enormous mobile gaming industry should boost interest in competitive mobile gaming and

eliminate some of the restrictions mentioned earlier (Mobile Marketing 2019).

2.4.2 Mobile eSports
As just introduced, mobile eSports match other eSports titles in practically every way
in the modern era of improved mobile connectivity and better access to the internet, especially

in developing nations. The top-ranked competition in the eSports charts regarding viewership
16



is a mobile game. With a high viewership of 5,414,990 viewers, the Free Fire World Series
Singapore now retains that record (esports.net 2022). Mobile gaming is introducing many
smartphone internet users to multiplayer action gaming. According to the Global Web Index
(2020), 8 out of 10 who do not list gaming as an interest are still playing games on their
smartphones. This is one of the reasons why mobile gaming has spearheaded the ranks of the
gaming community to such a great extent. If franchised leagues, like the Overwatch League
(OWL), and the North American League of Legends Championship Series (NA LCS), are the
standard by which eSports are judged to be “serious,” then mobile eSports also follow this
pattern. The King Pro League (KPL) is the world’s largest franchised mobile eSports league.
Only Chinese teams are permitted to compete in the KPL, which is the international version of
the battle royale game called Arena of Valor. The KPL is the first commercialized franchised
league of the Arena of Valor, in which a franchised spot in the 16-team league was sold for
more than 8.6 million USD in 2020. It should come as no surprise that mobile gaming is
growing more slowly in the Western Part of the World, as gamers in developed countries often
have access to more expensive devices, such as consoles or PCs, which offer better graphics

and more precise input methods (esports.net 2022).

2.4.3 Virtual Reality Expansion

Virtual reality (VR) is a word that has been popular in recent years to describe activities
that entail putting a screen-based digital device on one’s head to have a sensory experience of
an imagined environment (Schmidt 2020). However, due to its relatively small viewership and
limited selection of compatible games, the VR scene is not as popular as communities like

Fortnite or League of Legends.

With a new layer of reality that brings an additional dimension to games, its evolution is
17



strikingly similar to that of other popular eSports platforms in their early years. Although still
in its infancy, VR eSports has the potential to grow over time. According to Graham Wheeler,
general manager of Europe, Middle East, and Africa at HTC, who was interviewed by Fiske
(2020): “We’re supporting the expansion of VR eSports throughout the full vertical spectrum

from producing gear.”

However, there are certain difficulties to overcome as well. The first is the actual VR headgear,
which may cost hundreds of dollars (as of 14.10.2022, market primus Oculus Rift 2 set costs
around 500 USD), as much as a new gaming system. VR is a restrictive platform where not
everyone can hop in and participate since the entrance expenses are so high, which is a crucial
element in developing a robust eSports ecosystem. Accessibility for viewers is the second main
issue. Consider Fortnite, which can be played on even the most basic computers or mobile
devices; the ease of use encourages spectator participation and draws in new participants.
Viewers need to have one screen, such as a smartphone or computer, that would display a
Twitch (or another platform) broadcast of their favorite gamer / streamer presumably practicing
or playing. After studying their moves and techniques, the viewers play the game with their
friends. Engagement grows through involvement. The accessibility of Fortnite cannot be
matched by VR. Therefore, it is good for VR streamers to add a moderator that allows people
to chat on Twitch while playing a video game. However, players themselves cannot engage to
the same extent since they must possess a VR headset to be totally immersed. As Fiske (2020)
mentioned in his journal about the use case of VR in eSports, the interest wanes when

involvement is complex.

2.4.4 Co-Streaming

A tournament host can use co-streaming, commonly referred to as watch party, to
18



increase the number of spectators on other platforms by working with content producers or
gaming influencers. Not everybody is permitted to co-stream. Therefore, contractual
obligations are made between the organizer and the co-streamers to ensure adequate moderation
at large events. Co-streaming is typically used to increase viewership, not just among English-
speaking viewers. In the past, there have been various occasions where the same event was co-
streamed in different languages to grow viewership and reach a broader audience. This is used
to attract people who do not speak English but still follow the broadcast’s happenings. However,
businesses need to make sure that every broadcast related to their brand adheres to their guiding
principles. Concerns about investing in co-streaming of eSports events may arise from the

possibility that a brand may unintentionally mistarget its audience (esportsguide 2021).

2.4.5 Implications for Professional Football Clubs

Traditional sports teams are aware that eSports and traditional sports fans have different
characteristics and that a unique engagement approach is required. Classic sports leagues host
digital tournaments, such as the Spanish football league La Liga or the German Bundesliga,
bringing many people into contact with digital competitions who have not had any previous
exposure to eSports. As a result, established sports franchises are increasingly using eSports to
expand their brand awareness across user categories that differ significantly from their core fan
base in terms of interests, habits, and other characteristics. As already outlined earlier, eSports
enthusiasts are primarily youthful, digital natives, and interested in highlights and free material
streamed live on social networks or streaming platforms, as opposed to traditional sports fans,
who are often older and watch sports events live on TV. Influencers and sports organizations
may expand their reach by using these streaming platforms for purposes other than eSports.
Since video game streamers have the most followers on Twitch, they are extremely popular

among viewers even though most of them are not competing in eSports events. As a result, both
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conventional and eSports teams may utilize these platforms to stream their original content and
material primarily geared toward the younger generation that uses streaming services

(Euromonitor International 2021).

2.5 PESTEL Analysis — Individual Part Philipp Schauerte (48890)

To shed light on the whole market environment, a PESTEL analysis is conducted.
PESTEL is a framework to evaluate external factors like political, economic, social,
technological, environmental, and legal factors (Vasileva 2018). Matovic (2020) further
specifies that the PESTEL analysis is carried out for market entry strategies into new markets
as well as for potential investments in order to know the macroeconomic conditions in advance.

In the following, each framework dimension is explored in more detail.

Since 2016, the Portuguese political scene has been led by Socialist Anténio Costa, who was
re-elected to a four-year term in February 2022. Particularly striking in this election was a shift
of votes from extremes towards the center, which now gives the Socialist Party an absolute
majority (Gregorio 2022). According to the Worldwide Tax Summaries conducted by PwC
(2022b), residents in Portugal are taxed on their income at progressive rates varying from 14.5%
to 48% for 2022. For 2022, an additional solidarity rate between 2.5% and 5% applies to
taxpayers with a taxable income exceeding 80,000 EUR. Corporate profits are taxed at a rate

of 21%, which is slightly below the European average of 21.7 % (2022a).

Based on economic data from the Organization for Economic Cooperation and Development
(OECD), Portugal has a Gross Domestic Product (GDP) per capita of 36,457 USD in 2021,

with a projected growth of 1.7% for 2022. Income equality is reasonably balanced with a Gini
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coefficient® of 0.31, but household debt is very high at 125.6% of disposable income (2022).
As measured by the 2018 PISA study, the Portuguese population is above the OECD average
in Mathematics, Reading, and Science, suggesting the availability of well-educated individuals.
Furthermore, as of Q2 2022, 71.6% of the working-age population is employed, and 15.5% is

self-employed. These figures are also above the OECD average (OECD 2022).

To evaluate social factors, the demographics are briefly reviewed, with a population in Portugal
of 10.2 million people in 2020, with a projected decrease of 0.29% per year (about 30,000
inhabitants). In 2050, the population is projected to be 9.08 million; by 2099, the population is
expected to decrease to 7.01 million. The fertility rate in Portugal is 1.29 births per woman,
which contributes to an aging society that is currently, on average, 46.2 years old. Based on
estimates, Portugal would need to admit 75,000 immigrants annually to keep the population
size constant. The government is working on policies to generate an attractive offer (World

Population Review 2022).

Regarding technology, 87.3 % of households are supplied with internet access. Investment in
new technologies reached 1.6% of the GDP in 2021, which is below the OECD average of 2.7%
(OECD 2022). The Portugal News (2022) headlines that Portugal, particularly the two largest
cities, Lisbon and Porto, is becoming a new European hub for technology. Reasons such as the
high quality of life, low cost of living, and the settlement of large tech companies such as

Google and Amazon are cited.

3 The Gini coefficient (or Gini index) indicates the degree of inequality in the distribution of income, e.g., in a
country or region, according to per capita household income and ranges from 0 to 1, while 0 stands for a completely
equal distribution and 1 indicates that wealth is concentrated on only one person.
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In terms of the environment, Portugal has a significantly lower consumption of emissions, air,
and GHG* of 3.3 tons / capita than the OECD average of 8.7 tons / capita in 2021. In the same
year, municipal waste was 517.7 kilograms per capita, almost precisely at the OECD average.
In 2020, Portugal could already cover its energy needs with 28% (which increased by 12.5%
compared to 2019) from renewable energies, while this ratio was only 11% on average for the
OECD (OECD 2022). Further, Portugal aims to reach carbon neutrality by 2050 (RNC2050

2019).

PLMJ (2022), a Portuguese law firm, describes the legal system in Portugal in their definition
as a “civil law legal system based on the Roman law tradition [...], with no restrictions on
foreign shareholders” and where the same rules apply to both Portuguese and foreign investors.
Transparency.org (2022) assigns Portugal a Corruption Perception Index of 62 / 100 (the higher
the score, the more corrupt the country), ranking it 32 / 180 countries in 2021. This score has
barely moved in recent years as it was in 2019 also 62, which ranked 30 / 180 at the time

(Transparency.org 2020). An overview of the PESTEL analysis can be found in Appendix 1.

4 GHG (Greenhouse gas)
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3. Methodological Approach

To develop a suitable business plan for advancing into the eSports environment, an
understanding of Benfica’s initial situation, eSports history, and future goals was necessary.
For this purpose, the material provided by Francisco Barreto (Marketing Manager at Benfica)
was screened and used as a basis for the business plan. Through the subsequent extensive
literature research, further information on the market environment and development was found,
and an entry strategy was created. A PESTEL analysis complements the entry strategy to
consider environmental factors. Considering various criteria, a benchmark of different tier 1
games revealed that CS:GO is the most suitable option for Benfica to grow their eSports
business. Here, a SWOT analysis sheds light on Benfica’s associated potential and risks
entering the CS:GO universe. By conducting expert interviews with Jodo Duarte (Founder of
the YNG Sharks CS:GO eSports team) and Guilherme Fontes (Industry expert with experience
setting up eSports teams for football clubs), further first-hand insights were gained. These
insights could be used not only for benchmarking purposes but also as best practices. The

interview guideline used for the interview conduction can be found in Appendix 2.

Using the insights gained from the interviews, the provided material, and desk research, a
financial projection has been developed with a particular focus on the profitability and break-
even of the project. Upon the determined financial figures, scatter plots / graphs were generated
to visualize the commercial development of the respective revenue streams. These graphs are
reflected with a formula. To account for unexpected developments, a worst-case and a best-
case scenario have also been created. Based on the evaluation of the financial projections and
the accompanying business plan, strategic and operational recommendations for Benfica are
given. Additionally, limitations of the business plan are also considered to highlight the

specifics of the project and the requirements that must be met to ensure its success.
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4. Entry Strategy — Individual Part Philipp Schauerte (48890)

The purpose of this section is to determine which eSports game is the best to enter,
based on several factors and the fit with Benfica’s objectives. In addition, the perception of
first-person shooter games in the literature is examined, and eventually, one tier 1 game is
recommended. A SWOT analysis complements the section to illustrate the strategic

implications of the entry decision.

4.1 Entering a Tier 1 eSports Game

As already outlined, this work aims to develop the business plan for Benfica to set up a
tier 1 eSports team. To do so, it is first essential to understand the client and their needs.
Founded in 1904, Benfica grew to be the most decorated club in Portugal (Football History
2022) and the club with the second-largest fan base worldwide with 290,000 club members,
surpassing apart from FC Bayern Munich every other football club in the world (Statista 2022c).
Currently, the club ranks 22" in the official UEFA club coefficient ranking (UEFA 2022). To
live up to the club’s DNA credo of always winning, it is vital to proactively engage with and
strategically align with business trends to ensure continued success. As described in the
previous chapters, the eSports industry offers enormous market potential and is gaining in
popularity, particularly among Benfica’s target group of the younger generation. Hence, the

following chapter addresses how and on which scale it is possible to seize market shares.

As taken from the initial briefing, Benfica follows several goals in the eSports industry. First,
on the commercial side, Benfica aims to monetize the project and wants to reach profitability
through diverse revenue streams. Second, they seek to internationalize the brand and
consolidate their national position even more. Third, they want to approach younger audiences.

Fourth, they strive to continuously digitalize their brand and transition towards a digital
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ecosystem with which they can leverage various other digital trends, such as entering the
Metaverse or selling NFTs. To reach those goals, Benfica also already showed a willingness to
shift from FIFA (which is a tier 2 game) to a tier 1 game, as, amongst others, the viewership,
brand exposure, sponsorship size, prize pools, and total overall commercialization potential are

higher in those games.

It is challenging to select which tier 1 game to enter, considering that the games significantly
differ in gaming content and entry requirements. As such, a tradeoff must be found between the
financial obligations a game requires and the potential revenue it will bring. More popular
games have higher prize pools, viewership numbers, brand exposure, and consequently
sponsorship and revenue potential, but also, the competitions are much more intensive, and the
tournament fees, as well as the pro players’ and coaches’ salaries, are higher. Moreover, there
are no official rankings about which games are considered tier 1 games. Nevertheless, there are
definite tendencies that Dota2, League of Legends, Rocket League, CS:GO, Overwatch, and
Fortnite belong to the current tier 1 games (Petermeier 2022; Nordland 2022). Table 2 shows
an overview of the worldwide (excluding China) viewership numbers (peak in 2021 and
average in September 2022), the hours watched (in September 2022), the prize pool, and the

main tournament per game. FIFA has been added to this list for benchmarking purposes.

25



Table 2: Overview of tier 1 video games

Peak

Hours

. . J Viewership Watched Prize _
Game Genre Viewership September September 00l Main
2021 2022 (only on 2022 (only on (inm Competition
Twitch) Twitch) UsD)
Multiplayer
Dota2 Online Battle 2,741,514 66,100 47,584,734  47.79 The International
Arena
League of
Multiplayer
LLe:g;? d‘;f Online Battle 4,018,728 150084 114496320 813 -egendsWorld
g Arena Championship
Rocket League
Egg"j& y ;ﬂfgﬁon 280,226 9,189 6,614,138 g  Championship
g Series
] CS:GO Major
CS:GO F”:;;)%ifron 2,748,434 81,301 58,520,224 2189 Championships
First Overwatch
irst-person
Overwatch sho%ter 134,320 8,125 5,209,782 4.66 World Cup
Fortnite World
Fortnite Battle 204,477 56,221 40,471,804  19.96
Royale : ' A : Cup
FIFAe World
FIFA Sports 188,033 7,284 5,240,923 2.1 Cup

Source: Own contribution based on (Petermeier 2022; Statista 2022a; Nordland 2021; eSport
Charts 2022; Streams Charts 2022; Statista 2022b)

In the past months, there have already been attempts to enter Rocket League with a partner;
however, these attempts have been put on hold for the meantime. All the remaining tier 1 games
belong to the overarching genre of shooting and battle, which Benfica initially did not want to
identify with. Nevertheless, studies have shown that in this genre, consumption is higher, and

the games are followed more frequently and intensively (Deloitte 2021b). Especially in the age
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group of 16 to 44 years, shooting games have been the most popular video game genre in 2021

(Statista 2022d).

4.2 Scientific Research About the Impact of Shooting Games in the Literature

In the literature, there is no consensus on the effect violent games might have on younger
people. On the one hand, several studies show that playing violent games harms the
development and behavior of young people (Greitemeyer and Migge 2014; Chang and
Bushman 2019). On the other hand, however, several other studies neglect these findings. For
example, Smith, Ferguson, and Beaver (2018) discovered in a longitudinal study that exposure
to violent games is unrelated to adolescent conduct disorder or criminal behavior. Another more
recent study showed that “the cross-lagged association between game time [of violent games]
and aggressive affect was virtually zero” (Johannes et al. 2022, 1). Also, researchers from the
Oxford Internet Institute found no relation between the consumption of violent games and the

aggressiveness of young people (Przybylski and Weinstein 2019).

Several other international football clubs have already entered first-person shooter games, such
as the South American clubs Santos FC, River Plate, and Boca Juniors. Also, European clubs
like Club Brugge, Real Betis, or Olympique Lyonnais have their eSports teams compete in first-
person shooters (Scope 2021). As such, the authors of this work see no significant issues for
Benfica to consider entering first-person shooter games. Following that, the subsequent chapter

will highlight these games’ commercial aspects.

4.3 Selection of a Tier 1 Game
When determining which game to enter, the monetization potential, along with the

associated costs and entry barriers, are key parameters. Benfica pursues a conservative strategy
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here, focusing on medium- and long-term goals rather than short-term high returns. In addition,

the choice of the game can also depend on which target group should be reached.

A recent study conducted in Germany by Allenstein et al. (2020) shows that fans can be
clustered into categories and what characteristics they have: Fans of mature eSports (e.g.,
League of Legends, CS:GO) tend to like e-commerce and business, fans of newer eSports (e.g.,
Fortnite) attach particular importance to their appearance, fans of sports simulation games (e.g.,
FIFA) care a lot about personal health, and fans of niche games (e.g., StarCraft 1) enjoy a high
level of comfort and are keen to build up knowledge. Nevertheless, to have the best negotiation
power for possible sponsorship deals, which accounts for the most significant revenue stream

in the industry, the viewership size is the most critical point.

As seen in Table 2, Dota2, League of Legends, and CS:GO had by far the highest peak
viewership in 2021, and alongside Fortnite, they also have the highest average viewership and
hours watched in September 2022. As such, the remaining games, Rocket League (where further
steps have been put on hold) and Overwatch, should be disregarded due to the lack of sufficient
viewership. Of the remaining four games, League of Legends has the lowest prize pool and, as
Table 3 shows, the highest average salaries. Referring to Table 3, it is important to mention that
the figures do not account for the Portuguese market but are based on a global assessment.
Moreover, in the expert interview, it appeared that for League of Legends, the operational costs
are also in no relation to the associated revenue potential and desired profitability. Following
Benfica’s conservative strategy, League of Legends should also be disregarded. Next, Dota2
has a very high risk / reward ratio, as it has by far the highest prize pools of all games (for the
ninth year in a row), but also, the salaries of the pro players who compete in those competitions

are very high, ranging from 120,000 to 180,000 USD per year (Raghuram 2020; Fonger 2022).
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Despite its high viewership numbers and monetization potential, Dota2 should also be
disregarded as entering it is very expensive and, as such, does not align with Benfica’s strategic
approach. Comparing Fortnite with CS:GO, CS:GO is better in terms of peak and average
viewership as well as hours watched. Further, since its release in 2012, it has always been a
classic tier 1 game with a solid viewership base and has not gained short-term popularity due
to specific hypes. Additionally, in a typical Fortnite match, 100 players compete, which lowers
and rather randomizes the chances for success, as emerged in the expert interviews. In
summary, based on the exclusion process, CS:GO is considered the game that best suits
Benfica’s strategic approach, as it has high viewership and corresponding brand exposure,
offers high prize money, belongs to one of the most popular genres, and enjoys high prestige in

the community.
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Table 3: Overview of Average Annual Salaries in Tier 1 Video Games of Mediocre
Players (in USD)

League of Rocket

Dota2 CS:GO Overwatch  Fortnite FIFA
Legends League

80,000 105,000 56,000 60,000 50,000° 50,000 40,000°©

Source: Own contribution based on (Raghuram 2020; Todorov 2021; Charlton 2022; The
Global Gaming 2022; Kaurinovic 2022; Reuters 2021; Gulati 2022)

All in all, CS:GO serves as a powerful launch into tier 1 games and has a very high potential
for monetization and brand exposure to a growing community. Moreover, first-person shooters
are one of the most popular gaming genres for attracting the younger generation and are,
therefore, indispensable. For these reasons, CS:GO is chosen as the game to expand Benfica’s

eSports offering further.

4.4 SWOT Analysis

Benzaghta et al. (2021) describe the SWOT analysis as an important technique
companies use for strategic planning to measure internal indicators like strengths and
weaknesses as well as external factors like opportunities and threats. The SWOT analysis fills
the information gap in strategic planning and provides managers with valuable information to

improve their strategic decisions.

Benfica can leverage several strengths for incorporating CS:GO in their eSports organization.

5> Minimum salary
6 NBA2K is used as benchmark
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As Benfica is already engaged in eSports since 2019 (FIFA), they have built up know-how for
managing eSports teams. Additional synergies can also be generated in the areas of content
creation or the sharing of the existing infrastructure. Moreover, Benfica has the second-largest
fan base of any football club worldwide, with approximately 290,000 members. This makes it
a well-known brand and thus offers enormous monetization potential through sponsorship

deals, viewership numbers, merchandise sales, or others (Statista 2022c).

However, Benfica must also deal with some weaknesses. Despite the experience already gained
with FIFA, Benfica has no knowledge yet about participating in tier 1 games such as CS:GO,
where the whole ecosystem around the game (in terms of target audience, competitions,
viewership numbers etc.) differs. Further, CS:GO is classified as a first-person shooter game,
which contradicts Benfica’s original values and beliefs not to promote violence. Moreover,
setting up a team in CS:GO needs more funding than can be achieved with the profits generated
by FIFA. As such, the financing of the project is highly dependent on external parties such as

sponsors or investors.

The external circumstances present numerous opportunities, yet at the same time, they also
entail certain threats. On the one hand, the eSports market offers huge potential as the market
size continuously rises, viewership numbers skyrocket, and trends boost the industry
development. By tapping into new markets, the overall audience increases, which ultimately
helps Benfica to grow their brand awareness within their target group of the younger generation.
Further, due to the market potential, the project is very likely to turn break-even and thus reach

profitability after two to three years, depending on the scenario.

On the other hand, Benfica’s brand reputation might be negatively affected due to their
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involvement in first-person shooter games, especially amongst generations similar to or older
than millennials. Besides the risk of reputational damage, a recent study found that there is also
the risk of brand dilution, as the diversification may be perceived negatively by parts of the fan
base and can potentially lead to their dissatisfaction and a reduced willingness to identify with
Benfica (Ke and Wagner 2022). Moreover, other organizations might enter the CS:GO business
with larger budgets, increasing competition and making it difficult for Benfica to gain a relevant

share in the market. An overview of the SWOT analysis can be found in Appendix 3.
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5. Financial Planning — Individual Part Philipp Weber (45118)

To examine the profitability of entering CS:GO and to evaluate the entire project more
accurately from different perspectives, it is crucial to set up a detailed financial planning.
Comprehensive calculations and assumptions made can be found in the accompanying Excel
file. Here, consideration has been given to Benfica’s requirement of making the financial
evaluation conservative and risk-averse. In the following, the developed base-case scenario (see
Appendices 4 — 8), as well as the worst-case (see Appendices 9 — 13) and best-case (see

Appendices 14 — 18) scenarios, will be explained in more detail.

5.1 Base-Case Scenario

In the base-case scenario, the assumed figures are those considered realistic based on
the scientific research and expert interviews conducted. A planning period of five years is
forecasted, as this is a typical holding period of external investors such as private equity
companies (+/- 1 year). For the revenue streams merchandise, content creation / streaming, and
prize money, it is assumed that the revenues generated from these areas are subject to seasonal
fluctuations. The seasonality of viewership was derived based on the quarterly consumption
patterns of fans (Stream Hatchet 2022). For this purpose, the researched figures were transferred
to an Excel spreadsheet, and a trend line was determined that describes the relationship between
a quantitative variable (number of viewers) and a categorical variable (months), as seen in

Graph 3.
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Graph 3: YouTube Seasonality Based on Monthly Hours Watch
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The trend line can be described by the following third-degree polynomial function:
y = 0,3626x3 — 5,7221x% + 12,33x + 462,63 (1)
The formula indicates that, on average, more hours are watched at the beginning and end of the

year than in the late summer months of August, September, and October.

To predict the growth trends for the revenue streams merchandise, content creation / streaming,
prize money, and further revenues and examine their revenue increase over time, the growth
rates have been straightened and are described with linear functions. The linear functions will
be further elaborated on in the subsequent chapters. Generally, it is assumed that the facilities
of the Teleperformance (TP) Arena can equally be used by the CS:GO team, independently of

their sponsoring deal.

5.1.1 Revenues
To get an overview of the revenue streams of the project, each item listed on the

financial projection will be explained in further detail. Sponsorship involves monetary

34



contributions from partners who, in turn, want to increase their visibility in the respective target
group. The range in eSports extends from non-cash contributions to sponsorships in the millions
per year and from endemic to non-endemic sponsorship. The higher the financial commitment
of the partner, the more obligations the receiving organizations have. As can be deduced from
the example of Schalke 04, a German football club that established an eSports team in 2016,
this ranges from simple advertising banners and joint events to the use of the stadium and
exclusive sponsorship events with the club’s celebrities, even outside the eSports sector. To
acquire large sponsorship deals, the commitment of the entire club is required. Based on
interviews with experts, a value of 500,000 EUR per year as sponsorship funds is considered
realistic. Since these contracts are often negotiated over several years, this assumption remains
valid up to and including year 3. With more experience, success, and visibility in the market,
the value for potential sponsors increases, so a value of 800,000 EUR per year is assumed for

years 4 and 5.

To calculate the revenue potential from merchandise sales (for instance, jerseys, hoodies,
accessories, or hardware), Benfica’s already existing fan base and a merchandise revenue
reference value of the existing FIFA eSports team are used. Considering this, merchandise sales
can lead to a value of 20,000 EUR for CS:GO in the first year. This is a conservative approach,
but due to a higher tier classification and the larger market, it grows with a CAGR of 50% to
30,000 EUR and 45,000 EUR in years 2 and 3, respectively. Subsequently, a CAGR of 13.4%

Is assumed, corresponding to the growth of the entire eSports industry (Newzoo 2022).
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Graph 4: Merchandise Revenue Smoothing Based on Trend Calculation
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Source: Own contribution based on Financial Planning (Excel file)

In accordance with the assumptions made previously at an annual level (see Graph 4), the
growth of revenue from merchandise can be estimated using the trend line with the following
linear function:

y = 64.529x + 1,430.2 )

Another critical revenue stream for Benfica is content creation / streaming. This part explains
the revenue potential for content creation via YouTube as well as streaming via Twitch. The
revenue generation via YouTube depends on numerous factors, such as the viewership numbers
and regions, viewer retention, audience engagement level, video topics, or the chosen
monetization method, amongst others (Geyser 2022a). Based on various sources (Launchkit.io
2022; Martin 2022; Geyser 2022b), it can be estimated that, on average, revenue of 4-5 EUR
can be generated per 1,000 views on YouTube, mainly through advertisements. Table 4
provides an overview of other CS:GO eSports teams and hints at the revenue potential generated

through video production on YouTube. The eSports teams used for this benchmark were chosen
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either because they originate from football clubs (LDLC OL & PSG Esports), belong to the best
Portuguese CS:GO teams (SAW GG & For The Win), or are amongst the top 20 teams
worldwide (Fnatic & Astralis). Smoothing the number of average views of those teams’ five
most recently uploaded videos and multiplying it with revenues of 4.5 EUR per 1,000 views

would consequently yield 128.87 EUR per uploaded video.

Table 4: YouTube Performance Benchmark of eSports Teams

Average Views of 5

Team Accession Date Subscribers Total Views Most Recent Videos
LDLC OL 21.10.2012 11,600 768,757 316
PSG Esports 17.10.2016 26,100 2,330,028 104,161
SAW GG 09.01.2020 7,490 379,146 2,501
For The Win 04.10.2012 12,200 132,011 761
Fnatic 02.09.2007 716,000 110,499,693 35,444
Astralis 22.12.2015 215,000 31,390,640 90,131

Source: Own contribution based on (YouTube 2022; CS:GO World Ranking by ESL 2022)

The content creators need to publish around 60 videos per month with an average revenue per
video of 128.87 EUR calculated above to cover the costs of their salaries (further details
regarding the salaries can be found in the “Expenses” chapter). However, this would imply that
each content creator would have to create one video per day already from the beginning, which
appears to be very ambitious. Therefore, under a conservative assumption, it is assumed that
the whole content creation team publishes two videos per week in each of the first three years.

Then, with the team’s growth and the experience gained, the team publishes four videos per

37



week. Additionally, it is important to note that besides direct revenue through the generated
content, non-monetary goals are also served, such as reaching a younger target audience and
increasing the visibility of the Benfica brand. This, in turn, should positively impact other areas,

such as merchandise sales or a better negotiation position for additional sponsorship deals.

Revenues from streaming on Twitch depend on viewership and the number of channel
subscribers. Based on current numbers and estimates from the most successful streamer at
Benfica, a streamer with an average of 2,000 viewers usually has a channel with ~700
subscribers. Taking these numbers as a basis (~2,000 viewers, 700 subscribers, plus donations,
bits, and advertising), a streamer in Portugal will typically earn around 3,500 EUR / month. On
an international level, these figures tend to be higher. A smaller streamer with an average of
300-400 viewers could earn around 400-500 EUR / month, a medium-sized streamer with an
average of 1,000 viewers could earn around 1,400-1,500 EUR / month, and the biggest

streamers can earn around 3,500-4,000 EUR / month.

Usually, however, the revenues generated remain with the streamer or content creator and not
with the club. To this end, it is decisive whether the personal channels of the streamers or the
official Benfica channels are used to distribute the content. In the expert interviews conducted,
it also emerged that established streamers would most likely not be willing to share parts of
their revenues generated by streaming with their respective organization. To counter this, it
would be an opportunity for Benfica to work with young, relatively unknown streamers and
support them in their development into well-known streamers in return for a share of the
streaming revenues. There are no comparative figures for this item, and it must be contractually
agreed on an individual basis; in return for the offers from Benfica, a 25% share of the revenue

from streaming is considered realistic. Providing a base salary would give the streamer
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additional security and allow him or her to focus on the content creation. However, here,
Benfica must actively track the streamer’s development with predetermined key performance

indicators (KPIs), such as streaming frequency, hours, average viewership, or donation amount.

For the financial projection in the base-case scenario, it is assumed that streaming will not be
able to generate any significant revenue in the first six months, and the average audience will
only increase to around 500 average viewers after that and to 1,000 average viewers in year 2.
For the following years, a conservative market growth of 17% per year is assumed, which has

been the usual market growth in the past (Newzoo 2022) and is displayed in Graph 5.

Graph 5: Content Creation / Streaming Revenue Smoothing Based on Trend
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Source: Own contribution based on Financial Planning (Excel file)
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Based on the given trend line and the assumption that a steady and not an abrupt increase in
average viewership numbers is expected, the following linear function describes the growth for
streaming revenues:

y = 43.518x + 604.33 ©)

Prize money is a revenue stream that is very difficult to estimate in this competitive
environment, as supposed underdogs (can) repeatedly win against established teams. In
addition, it is customary in the industry that only 25% of the prize money remains for the clubs,
as the majority is paid out to partners, pro players, and coaches. Since CS:GO tournaments take
place throughout the entire year, the future success in individual tournaments is almost
impossible to predict. Therefore, based on the expert interviews, realistic prize money of 75,000
EUR for year 1 is assumed, considering that only 25% remains with the club; this results in
prize money for Benfica of 18,750 EUR. Initially, competing in smaller national tournaments
is recommended since the chances of success in large international tournaments directly after
entry into CS:GO are rated relatively low. Over the years, the total prize money develops to
150,000 EUR and 200,000 EUR, and with the entry into the Majors constantly to 300,000 EUR
per year. The prize money is also seasonally varying, assuming that fans increasingly stream
larger tournaments and that these pay out higher prize money. These figures are also shown in

Graph 6, which is the base for the growth equation.
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Graph 6: Prize Money Revenue Smoothing Based on Trend Calculation
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Source: Own contribution based on Financial Planning (Excel file)

The following linear function derived from the trend line can describe the gained competitive
experience over time and the thus increased expected success:

y = 100.03x + 1,220 @)

Royalties are paid for qualifying for Major tournaments, which are tournaments sponsored by
game publisher Valve with a prize pool of at least 1,000,000 EUR (Liquipedia 2022), and are
comparable to payments from UEFA for reaching the Champions League. For reaching the
Majors in CS:GO, a bonus of 1,000,000 EUR is currently paid, of which 75% remains in the
club (750,000 EUR). In addition to these monetary benefits, there will also be side effects. In
general, higher visibility is reached, which in turn has a positive impact on merchandise and
further revenues, but also increases the reputation of the Benfica brand, which in the long term
will positively affect contract negotiations with sponsors. Reaching the Majors is expected for
Benfica from year 4 onwards after the team develops and establishes itself in the CS:GO scene.

Although the Majors can only be achieved with total dedication and support from the whole
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club, the Majors are seen as a critical factor for the (monetary) success of the Benfica CS:GO

eSports team.

The sale of pro players is initially neglected in the first two years, since, on the one hand, the
original core team must be formed, and, on the other hand, additional pro players must be
developed to be able to trade them later. Over the course of the years, however, there will
certainly be some roster changes. In eSports, there is also the opportunity to develop previously
undiscovered players and sell them profitably, as it is anchored in Benfica’s DNA. From the
third year onwards, this becomes an integral part of the financial forecast. Therefore, for the
third year, it is assumed that a more experienced pro player will leave the team for a transfer
fee of approximately 100,000 EUR. In the fourth year, the transfer of a younger, relatively
inexperienced pro player for a transfer fee of about 40,000 EUR is assumed. At the same time,
no further sales are planned for the fifth year (side note: the exact timing of the sale is difficult
to predict, however, due to contract length as well as the experiences of other teams, these

values are considered realistic).

Further revenues are introduced and accumulated over the years through various projects, such

as selling digital assets, hosting an event truck, open door events, events with football players,

tournaments, or introducing a CS:GO academy, amongst others.

42



Graph 7: Further Revenues Revenue Smoothing Based on Trend Calculation
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Source: Own contribution based on Financial Planning (Excel file)

These revenues are calculated at 2% of the previous year’s revenues, thus are waived in the first
year, and can be calculated from the second year onwards using the linear growth formula as
extracted from Graph 7:

y = 45.657x — 224.21 (5)
Since no revenues from Further Revenues were planned for the first year anyway, the negative
starting point described in the formula (-224.21) is uncritical and provides reasonable, logical,
and positive assumptions from year 2 onwards. The high peak in year 5 is caused by the

royalties paid out for the first time in the previous year 4.

5.1.2 Expenses
In the following, all cost items appearing in the financial projection will be elaborated
in more detail. While some cost items depend on revenue, other items occur in an autonomous

and case-based manner.
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The first step to setting up an eSports team is to sign up a team. A CS:GO team consists of five
pro players who take on different roles in the game. To this end, having at least one all-purpose
substitute player and a coach is common. When creating the team, there would be either the
possibility to sign individual pro players or buy an already existing team. Although it would be
cheaper to acquire individual pro players, buying an existing, well-established team with strong
team chemistry is much more advisable. According to the experts interviewed, it is helpful
when team members speak the same native language. This facilitates faster and more precise
communication, which is crucial during gameplay, especially in high-pressure situations. There
would also be the possibility of purchasing a team in which the team members do not speak the
same native language and have different cultural backgrounds. This would have the benefit of
establishing a presence in different regions through a diversified team and thus attracting new
potential fans. However, this carries a considerable risk of losing competitive quality.
Accordingly, there is a tradeoff between a team with a purely competitive character and a team
with diverse team members, both of which bring advantages and disadvantages. Given the large

number of existing CS:GO teams, it is possible to buy teams with virtually any budget.

However, to build a competitive team right from the beginning, which can live up to the winning
mentality of Benfica and compete in large tournaments in the future, an initial investment in
the team of about 450,000 EUR is necessary. These costs would also include the scouting costs.
For an investment this size, one cannot acquire a team already competing in the Majors but one
that is a highly ambitious team and offers excellent potential. Although there are also much
cheaper teams, it is advisable to invest a reasonably high amount in building the team to ensure
a certain level of quality from the start. While establishing the team, ensuring that the team
remains together for at least two years is crucial to guarantee a high degree of continuity. Here,

for example, multi-year contracts could help tie the players to the club for the first two years.
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Simultaneously, closing the gaps created by the sale of pro players is vital. For this purpose, the
business plan provides further expenditures of up to 40,000 EUR in years 3 and 4 to buy
promising young players. Even though pro players can change clubs throughout the year, the

annual changeover and the period after large tournaments are assumed to be transfer periods.

The next main cost item is salaries, including pro players, coaches, and content creators.
Overhead costs are not included as they are, in line with the FIFA eSports team, attributed to
the general sports budget at Benfica and not the project budget. The usual pro player and coach
salaries range from 2,000-5,000 EUR per month; for youngsters, they tend to be around 2,000
EUR per month. According to interviews with experts, for a team of six pro players of the
desired quality, an average of 4,000 EUR per month is paid for each pro player. The same
applies to the coach. Additionally, the salaries will be raised by 10% in years 3 and 5 to account
for a general wage increase and inflation. Moreover, in year 4, an additional youngster will be
signed; here, an extra salary of 2,000 EUR per month will be due. To set up a proficient content
creation team straight from the beginning on, it is highly recommendable to employ three
content creators who cover the areas of filming, graphic design, copywriting, and content
production. Here, the average salary is 2,500 EUR per person and month. The team is
complemented by one person responsible for additional support and streaming coordination
from the third year. Like the salaries of the pro players and the coach, the salaries of the content

creation team will increase in years 3 and 5 by 10%.

As assumed, the CS:GO team can also use the TP Arena facilities for their training sessions.
Nevertheless, to initially provide the infrastructure, expenditures of 10,000 EUR in software

and hardware will be necessary. Over the course of the following years, occasional smaller or
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larger one-time investments will be required, for example, to account for software updates,
spare parts, repairs, or new purchases. The purchase amount will strongly depend on the

demand from year to year and will be in the range of 2,000 to 15,000 EUR.

As outlined in the previous chapter, revenues are also generated through the sale of
merchandise. Assuming a profit margin of 40%, 60% of the revenue generated is therefore
required to procure merchandise. The profit margin remains constant over the course of the
years, and accordingly, the costs grow in proportion to the revenue generated by merchandise.
As the sale of merchandise is not the main revenue stream of the project, the costs for this are

also relatively moderate.

Another essential cost factor, which is particularly important for the organization of the team
as well as for the participation in tournaments, are travel expenses. They include, for instance,
trips required for scouting, contract negotiations with new pro players, outsourced training
sessions, or tournaments. As the travel fares and frequency vary greatly, a general share of 10%

of the generated revenue is taken as a reference value.

Bootcamps play a vital role in the preparation for the season or special tournaments. They can
last from a few days to several weeks, and their intensive training sessions are designed to
improve team performance and chemistry. Especially for new pro players, bootcamps can be
essential to integrate into the team quickly. The bootcamps could either take place in the TP
Arena, resulting in lower costs for logistics, accommodation, catering, and infrastructure, or in
dedicated CS:GO bootcamp facilities. Several external sites for this purpose are available
throughout Europe, for example, in Poland, Sweden, and Germany. Each bootcamp week will

cost about 5,000 EUR at the external sites. In the first two years, bootcamps will be held at the
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beginning of the year and halfway through the year. From year 3 on, bootcamps will be held

before major tournaments or after acquiring new pro players.

The final item listed in the cost breakdown is other costs, which cover all possible costs
incurred, such as minor tournament participation fees (although tournaments are usually
without participation fees) or minor unscheduled Selling, General, and Administrative
expenses. In the first year, 2,000 EUR per month will be allocated here, and from the second

year, the other costs will amount to 3% of the revenue.

To be able to evaluate the performance of the CS:GO eSports team from a financial perspective,
it is advisable to determine various KPIs, which can then be used to compare target and actual
performance throughout the project (see Appendix 19). The KPIs used for evaluation are briefly
introduced below. The break-even point indicates the threshold at which the project becomes
profitable. The annual revenue growth rate (YoY) is given in the form of the CAGR, and the
Net Present Value (NPV) indicates the current value of the project compared to alternative
investment opportunities. In addition, the share of the cash flow required to refinance possible
initial investments from external investors is determined. In the base-case scenario, the break-
even point is reached after 3.4 years, with the participation in the Majors and the associated
royalties. Accordingly, in this scenario, the project is very attractive, with a high CAGR of
26.06% revenue growth. The discount factor is calculated with the Capital Asset Pricing Model,
for which the Portugal 10 Year Bond Yield is forecasted at 2.9% (Trading Economics 2022),
the country-specific equity risk of Portugal is 6.12% (Damodaran 2022b), and the unlevered
Beta at 1.34 (Damodaran 2022a), to be able to discount the expected cash flows and thus
determine the NPV.

Discount Factor = Risk — Free Return + Market Risk » Unlevered Beta (6)
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This results in a NPV of approximately 0.96m EUR. A share of 59.91% of the cash flow would

be required to repay a potential external investor within five years.

5.2 Best-Case and Worst-Case Scenarios

The base-case scenario represents the most realistic outcome among the validated
assumptions made. Additionally, a worst-case and best-case scenario has been developed to
account for various unforeseen circumstances. Throughout the different scenarios, some factors

are particularly affected while others remain constant.

In all scenarios, the pro player acquisition costs remain constant, as these serve as the baseline
for the project and create a degree of comparability between the scenarios. Additionally, all
salaries, hardware & software costs, travel expenses, and the costs for the bootcamps remain
unchanged since they are considered inevitable costs to run the game. Moreover, the further
revenues, as well as the other expenses, stay the same, as they only represent minor positions
and do not significantly impact the success of the project. In both the worst-case and best-case
scenarios, adjusted growth formulas were used, based on the respective assumptions of each
case and in analogy to the calculations of the equations in the base-case scenario. Further details

can be found in the accompanying Excel file.

The most significant revenue stream is sponsoring activities. While the base-case assumes
500,000 EUR sponsorship per year, the revenues in the other two scenarios alter by 40%.
Consequently, in the best-case scenario, sponsorship revenues start from 700,000 EUR in the
first 3 years and rise to 980,000 EUR in the following years. Analogously, in the worst-case
scenario, sponsorship revenue starts at 300,000 EUR and increases to 480,000 EUR in the same

period.
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The revenues generated by the sale of merchandise differ as well. In the base-case, the sales
revenue generated by the sale of FIFA merchandise served as a benchmark. However, at the
same time, as CS:GO has a larger viewership and target group, a significant increase in sales
revenue can be assumed in the best-case. In addition, the merchandise collection can also be
flexibly extended, which allows for additional revenues. Accordingly, in the best-case scenario,
merchandising revenues start at 150% of the base-case scenario and increase by 50% in each
of the first three years and by 10% in each of years 4 and 5. Since conservative assumptions
were already made in the base-case, the worst-case scenario initially generates only 80% of the
sales generated in the base-case. Nevertheless, sales increase by 50% in the first three years and
by 10% in each of years 4 and 5, too. Here it is important to underline that the profit margin of
40% stays the same, regardless of the accumulated revenues. As such, the costs associated with

merchandising change proportionally.

According to the conducted expert interviews, a realistic range of 50,000 EUR to 100,000 EUR
in prize money has emerged. The best-case orientates itself at the upper end of the scale,
whereas the worst-case is located at the lower end. It is important to highlight again that most
of the winnings remain with the pro players, and only about 25% of the prize money goes to
the club. In the best-case scenario, prize money is won from the second month, and in the worst-
case scenario, prize money is won only from the fourth month. This could be because the
acquired team stays below expectations or needs a longer time to evolve and succeed in the
competitive environment. In the best-case scenario, the prize money increases to 175,000 EUR
and 200,000 EUR in the second and third years and stagnates at 300,000 EUR from year 4. The
prize money stagnates mainly since the team regularly competes in the Majors from the third

year on and focuses rather on the preparation for the Majors instead of competing at many
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different smaller tournaments, but at the same time also has access to larger prize pools. In the
worst-case scenario, the prize money increases from 50,000 EUR to 100,000 EUR (year 2), to

133,000 EUR (year 3), and then flattens at 175,000 EUR in years 4 and 5.

For the pro player sales, a percentual change in the transfer fee of 20% is assumed. The pro
players will still be sold at the intended times, but at 120% (best-case) respectively 80% (worst-

case) of the price assumed in the base-case.

Since the content creation / streaming area is highly dependent on viewership and audience
engagement rates, additional assumptions were made for both the best-case and worst-case
scenarios. In the best-case scenario, a significantly higher average viewership of 1,500 viewers
is assumed right from the launch due to the already well-known and established Benfica brand.
This fan base increases with the success of the eSports team, and the targeted audience grows
with a CAGR of 24.8%, as expected by Newzoo (2022) for the following years. In contrast, the
worst-case assumes the original base-case numbers, but these values stagnate and do not grow
further over the years. This could be because the content produced misses the target audience
due to a poor content strategy, and thus no engagement with the viewers is established. Another
reason could be a competitive failure of the eSports team so that fans do not (want to) identify

with the team.

All in all, the scenarios differ significantly due to the large number of drivers, especially
concerning the success of the project. In the best-case scenario, the break-even point is already
reached by the end of the second year, even before the first participation in the Majors and the
associated royalties. Accordingly, the project is very attractive in this scenario, with a solid

CAGR of 20.75% revenue growth. The NPV in this scenario is approximately 2.21m EUR, and
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only 30.24% of the cash flow would be required to repay a potential external investor within

five years.

The worst-case scenario, in contrast, is very unattractive. Since sponsorship revenues are much
lower and royalty payments are not incurred, the revenues generated in this scenario do not
cover the operating costs. As a result, the break-even point is not reached within the targeted
timeframe of five years, and the project remains unprofitable. Although the project exhibits
revenue growth with a CAGR of 12.23%, the NPV is strongly negative at -0.89m EUR, and

utmost care must be taken to avoid this scenario.

5.3 External Investors
This chapter explains a potential collaboration of Benfica with external investors in case
the upfront investment of 506,000 EUR cannot or does not want to be financed internally by
Benfica. In principle, there is the option of taking out a loan from a bank or entering partnerships
with private equity (PE) or venture capital firms. In this case, the possibility of working with
PE firms is further elaborated, as they target a similar risk profile in their investments. Their
holding period is usually five years (+ / - one year) so that the cash flow forecast developed can
have direct real-world usage in this case (Joenvéard, Makiaho, and Torstila 2022). PE
companies have generated an average return of 13.9% p.a. over the period from 2001 to 2021,
outperforming the global equity market by 5.8 percentage points (Brueckner 2022). This return
is typically achieved through four indicators, namely:
1. an increase in revenue through existing network effects within the fund or experience
and contacts to enter new markets, or
2. an improvement in operating margins through the identification of inefficiencies and

operational excellence measures, or
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3. by so-called multiple arbitrage, assuming a higher exit price without actively causing
changes, for example, by a better development of the overall market environment, or
4. areduction of the investment through current cash flow earnings.
Often the return results from the interaction of the different aspects. In the present case,
however, the focus solely lies on the fourth point, the payback of the investment through
positive cash flow. This is because network effects cannot be determined without a specific
partner, an efficient cost structure is assumed, and the concrete value of the team after five years

for a possible exit can only be determined very imprecisely.

The required upfront investment of 506,000 EUR is compared to a payback amount of about
970,000 EUR after a holding period of 5 years and an assumed return of 13.9% per year. This
would mean that in the base-case, 59.96% and in the best-case 30.21% of the cash flow is
required for financing. In the worst-case, the capital received could not be repaid from the
current earnings, but it should still be noted that a team value that is very likely to arise is not

included in this consideration and should be seen as a further asset.
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6. Discussion
This section summarizes the results and identifies the most significant factors for the success
of the project. After that, the limitations of the work and risk mitigation measures are discussed,
and a final recommendation is presented. By doing so, this chapter also answers the following

initial questions:

How attractive is the eSports market for Benfica, and how can they further engage in

the market? More specifically, which gaming area is most interesting for Benfica?

- Which entry barriers and financial obligations would Benfica face when entering a new
eSports game?

- How attractive is the project from a commercial perspective?

- What requirements must be met for the project to be worthwhile?

6.1 Summary
In summary, it can be stated that a further expansion of eSports activities by entering
CS:GO should be considered for Benfica. This decision can be justified by the profitability and

the reach of the younger audience as well as further vital factors outlined in the following.

In the most recent study by Newzoo (2022), the eSports market is valued at a total revenue
volume of 1.38bn USD. By 2025, the market is expected to grow at a CAGR of 13.4% to reach
a revenue volume of 1.86bn USD. Moreover, most experts agree that eSports will establish
itself as one of the global sports types (World Football Summit 2019). In addition to the growing
market size, the number of viewers is also growing, with a CAGR of 8.7% in the same period.
Moreover, the number of hours streamed on various streaming platforms such as Twitch, and
YouTube is rising steadily, resulting in the growing popularity of eSports (Stream Hatchet

2022). These factors underline the overall attractiveness of the eSports market for Benfica.
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Based on the research conducted, it was revealed that the game CS:GO would be a great
addition to Benfica’s eSports portfolio. The game’s high viewership numbers, brand exposure,
and attractive prize money are all factors that align very well with Benfica’s strategic approach.
Further, CS:GO is a game in one of the most popular genres (first-person shooters) in the
gaming industry and is highly recognized in the community. Regarding the fit with Benfica’s
values and beliefs, some researchers find that first-person shooter games have a negative impact
on the personal development of young people (Greitemeyer and Miigge 2014; Chang and
Bushman 2019), whereas other researchers believe that exposure to violent video games does
not affect or increase the criminal behavior or aggressiveness of young people (Smith,
Ferguson, and Beaver 2018; Przybylski and Weinstein 2019). As such, there is currently no
consensus in the literature about the effects of violent video games on adolescents. Additionally,
one can enter the CS:GO scene throughout the year, lowering the entry barriers and making it

even more attractive for Benfica to enter the game.

For evaluating the financials and elaborating a 5-year financial forecast, a business plan with a
base-case, worst-case, and best-case scenario was developed based on expert interviews,
research, and the benchmark from the already existing Benfica eSports FIFA team. In each
scenario, an upfront investment of 506,000 EUR is needed to buy the team and to finance initial
operational costs. This money can be raised either internally at Benfica or through external
investors such as private equity or venture capital firms, considering repayment plus interest in
the case of external investors. In both the best- and base-case, the upfront investment can be
refinanced from the expected cash flow; however, in the worst-case scenario, this is not possible
as the operating costs are not covered. In short, depending on the support of partners, the

financial obligations are moderate, and the commercial perspective is highly attractive.
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Critical success factors in this context are the collection of sponsorship money of at least
500,000 EUR in the first year and the general qualification for and achievement of major
tournaments in the 5-year period. To find one or more appropriate sponsors, the entire Benfica
brand must be leveraged, and, similar to Schalke 04, the whole club must be committed to the
project. Based on the conducted interviews, the sponsor at Schalke 04 at the time used the arena
for sponsoring events and organized events with players from the traditional football team.
Reaching the Majors is an essential milestone in both competitive and financial terms,

comparable to qualifying for the UEFA Champions League, and should be Benfica’s aspiration.

In addition to the two main revenue drivers of sponsorship and royalties from qualifying for
the Majors, Benfica can try new ways besides the established revenue streams. Here, content
creation and streaming seem to be very appealing and can help to stand out from competitors.
It is common for streamers to keep 100% of their revenue, but a new approach would be to train
a currently unknown, talented gamer to become a streamer and make him known through the
Benfica brand and reach. In return, the gamer receives a small basic salary, which offers him
financial security and independence, but in turn, allows Benfica to profit (with a to-be-
determined percentage) from the generated revenue. Although this approach is currently not
commonly used in the streaming industry, it aligns with Benfica’s DNA of encouraging and

developing new talents.

6.2 Limitations & Practical Implications
Although the insights and findings generated during this work provide a solid basis for
Benfica to expand their eSports business with CS:GO, several limitations remain to be

addressed. Here it must be emphasized that the limitations have not been examined in detail
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and would have to be explored further in the future.

All data used is based on the conducted expert interviews, desk research, and the information
Benfica provided either on the eSports business in general or the FIFA business. Even though
the data has been calculated conservatively and validated regularly, unexpected circumstances
in the eSports industry may still cause actual developments to deviate from the generated
forecast. All financial figures are made assuming that the TP Arena, which is currently only
used by the FIFA team, can also be used by the CS:GO team. Thus, before making further
arrangements, Teleperformance as the main sponsor should be consulted to discuss any CS:GO
plans. If the facilities are not allowed to be used, this will impact the financial figures, as further
investments would be necessary, especially for rent payments to the TP Arena or in the

acquisition of new infrastructure (premises, computers, consoles, tables, chairs etc.).

Despite the overall attractiveness of the project, several requirements must be fulfilled for the
project to be worthwhile. In fact, the competitive success of the purchased team is an important
criterion for the success of the project. While this is also strongly linked to the competitive
performance and further development of other teams, the initial selection of the first team is
crucial. Therefore, it is necessary to scout a team or to find an external partner to help select a
team. In this work, the availability of reasonably skilled teams to acquire was considered as
given. In contrast, the availability on the market, as well as the accessibility of external partners
for scouting support, was not further investigated. Moreover, the pro players are assumed to
remain loyal to the club and stick to their contractual obligations. Nevertheless, although in the
expert interviews CS:GO players were referred to as loyal, spontaneous roster changes can still

happen and are very hard to predict.
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The calculation of the revenues generated from transfer fees is based on the assumption that the
entire transfer amount remains with the club. Here, however, the individual contract terms will
determine the distribution of the transfer fee between the pro player and the club. For the
calculation of merchandise revenue, it is assumed that 100% of the merchandise is sold. To this
end, the costs of warehousing and distribution of the merchandise were disregarded. Hence, the

costs for this are either included in the profit margin or not considered.

Ultimately, in a highly dynamic environment like the eSports industry, the future of a game is
never guaranteed. Even though CS:GO has had a stable position as a tier 1 game for a very long
time and enjoys a growing fan base and rising tournament prize money, this does not prevent

other games from appearing on the market and causing CS:GO to become less popular.

To overcome these limitations, it is essential to address a few key aspects. First, securing one
or multiple good sponsors is essential to build a strong team and jointly ensure early success.
Here, again, it is important to highlight that the project must be seen as a long-term investment.
Second, it is vital to set different goals for the project. The goals can be purely financial, for
example, concerning break-even, cash-flow, or profitability. However, at the same time, the
goals can also be of a competitive nature, for instance, to participate in or win national or
international tournaments, such as the Majors. Third, it is advisable to measure several other
KPIs, such as the number of fans reached through CS:GO, the average viewership, or the
engagement rate of the audience, in order to adjust the content creation based on the insights

and to achieve Benfica’s goal of reaching the younger generation more effectively.

In short, the CS:GO project is a highly recommendable way to achieve Benfica’s goals of

competitive success, audience growth, and increased brand awareness among the younger
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generation. Here it is also highly advantageous that Benfica has already gained experience in
the eSports industry with their FIFA team, which they can utilize to establish the CS:GO team.
There is no required entry date, as CS:GO tournaments are held throughout the whole year, and

no explicit entry periods for specific leagues apply, making Benfica’s entrance easier.
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8. Appendices

Appendix 1: PESTEL Analysis

Since 2016 led by Antonio
Costa (Socialist Party)
Income tax ranges between
14.5% and 48%

Corporate tax is with 21%
slightly below European
average

GDP per capita of 36,457
USD and a projected growth
of 1.7%

Fairly balanced income
equality

Employment rate is above
OECD average

Population of 10.2 million
people but with expected
decrease of 0.29% per year
Fertility rate of 1.29 births per
woman

Average age of 46.2 years
with aging society

Widespread Internet access
Investments into new
technologies are below OECD
average

Tech giants such as Google
and Amazon use Portugal as
new European tech hub

Lower emission consumption
than European average

28% of energy consumption
comes from renewables with
expected increase

Goal to reach carbon
neutrality by 2050

Civil law legal system based
on the Roman law tradition
(Foreign) Investors are treated
equally

Fairly balanced corruption
index

Appendix 2: Interview Guideline
General:
- Can you briefly explain your current job position and your relationship to eSports?
- When and why did you enter the eSports business?
- Which experiences have you already gathered in setting up eSports teams?
- What are the primary reasons you choose to enter the eSports game you currently
compete in?
- Which aspects must be considered when selecting and acquiring a team?
o Why is the same native language so important?
Revenues:
- Is it possible to get sponsorship from the first year on, or must the team first show off

their capabilities to get (big) sponsorship?
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Costs:

Which prize money wins can be expected in the first years, and how is the prize money
split between the players and the club?
How large is the media right monetization potential? Which differences are there
between national and international tournaments?
How attractive is it to sell merchandise to fans?
Are ticket sales a revenue stream for all teams or only for tournament organizers?
How important is it to have streamers / content creators on the team? Respectively, is the
focus on winning competitions or on entertaining fans?

o How do you forecast the revenues generated from streaming? (How) do you use

the data to engage more with your fans or even catch a broader audience?

How lucrative can a club develop young players and sell them later?

How much money is needed to buy a CS:GO team with the potential to participate in
the Majors after only a few years?

o How is the transfer fee for a team calculated, and what are the decisive factors?
Would it be possible to set up a team from scratch without spending money at all?
How high are the salaries for players, coaches, and content creators? How does the
salary vary for youngsters? How high are the differences between players within a team?
How many players, coaches, and content creators are usually in a team?

How high is the fluctuation rate of eSports players? Also, how long is the average length
of contracts?

Which cost items must be considered to cover the operations of a CS:GO team?

How high are the usual expenses for the infrastructure (hardware and software)?

How high are the traveling expenses typically, and for which occasions is traveling
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needed?

Other:

How do bootcamps typically work, and how expensive are they?

Is the focus rather on competitive success or on entertaining fans? Respectively, how

important is content creation for an eSports team?

entry requirements?

overcome them?

CS:GO world?

Appendix 3: SWOT Analysis

Low entry barriers, as Benfica is already engaged in eSports
(FIFA, since 2019) and therefore has an existing infrastructure
as well as the know-how to manage (e-)Sports teams

Second largest fanbase worldwide with approx. 290,000
members leads to a well-known brand and huge monetization
potential, especially among younger audience

Experience in content creation can be leveraged throughout the
eSports organization

How easy is it to play tournaments in other countries, e.g., Brazil? Are there specific

Did you have any unforeseen challenges when building the team, and how did you

How important is it to have the best equipment, or is pure talent more important?

Are there any unwritten rules or Do’s and Dont’s in the eSports world, respectively, the

Less experience in CS:GO or other tier 1| games which requires
a new infrastructure (team, coach, processes etc.) to be set up
Integration of first-person ego shooter games contradicts with
original beliefs and values of Benfica

Financing of investment is highly dependent on external parties
(sponsorship / external investor)

Huge market potential as market size continuously rises,
viewership numbers skyrocket, and trends boost the industry
development

Brand reputation and awareness can be strengthened through
access to new markets (independent of region or time)
Break-even can be achieved after only few years, making it a

profitable investment with diversified revenue potential

Benfica brand may be negatively affected by the first-person
ego shooter image of CS:GO

Other big players could with larger budgets could enter the to
increase competition and reduce chances of success for Benfica
Benfica brand may be further diluted, which fans might
perceive negatively and thus interact less with the club
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Appendix 4: Cash Flow Projection Year 1 (Base-Case)

Cash flow projections for CS:GO @ Benfica

By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management

SCENARIO: BASE ‘ Year1
‘January February March April May June July August | October November December
Sponsorship 41.666,67 €  41.666,67 € 41.666,67 €  41.666,67 € 41.666,67 € 41.666,67 € 41.666,67€ 41.666,67€ 41.666,67€ 41.66667€ 41.66667€ 41.666,67 €
Merchandise 1.684,62 € 1.748,75 € 1.78452 € 1.797,46 € 1.794,44 € 1.783,66 € 1.774,69 € 1.77845€ 1.807,19€ 1.874,52 € 1.995,39 € 2.186,11€
Content Creation / Streaming - € - € - € - € € - € 1.090,11 € 1.056,20 € 1.03883 € 1.044,03 € 1.077,84 € 1.146,29 €
Prize Money - € 1.592,64 € 1.670,56 € 1.724,86 € 1.760,96 € 1.786,41€ 1.810,82 € 1.845,89€ 1.90542 € 2.005,31€ 2.163,51€ 2.400,11€
Royalties - € - € € - € € - € - € - € € - € € - €
Player Sales - € - € € - € € - € - € - € € - € € - €
Further Revenues - € - € € - € € - € - € - € € - € € - €
Sum of revenues 43.351,29€  45.008,05 € 45.121,75€ 45.188,99 € 45.222,07 € 45.236,74€ 46.342,28€ 46.347,20€ 46.418,11€ 46.590,52€ 46.903,41€ 47.399,17 €
Player acquisition 450.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Salary Player 24.000,00€  24.000,00 € 24.000,00€  24.000,00 € 24.000,00 € 24.000,00€ 24.00000€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00 €
Salary Coach 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 €
Salary Content Creator 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 €
Hardware & Software 10.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Merchandise 1.010,77 € 1.049,25 € 1.070,71 € 1.078,48 € 1.076,66 € 1.070,19 € 1.064,82 € 1.067,07 € 1.08431€ 1.12471€ 1.197,23 € 1.311,66 €
Travel expenses 4.335,13 € 4.500,81 € 4.512,18 € 4.518,90 € 4.522,21€ 4.523,67 € 4.63423 € 4.634,72 € 4.641,81€ 4.659,05 € 4.690,34 € 4.739,92 €
Boot camps 5.000,00 € - € - € - € - € - € 5.000,00 € - € - € - € - € - €
Other 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 €
Sum of expenses 506.345,90 €  41.550,06 € 41.582,89€ 41.597,38€ 41.598,87 € 41.593,87€ 46.699,04€ 41.701,79€ 41.726,12€ 41.783,76€ 41.887,57€ 42.051,58€
Total - 462.994,61 € 3.458,00 € 3.538,86 € 3.591,61 € 3.623,20 € 3.642,87€ - 356,76 € 4.645,41 € 4.691,98 € 4.806,76 € 5.015,83 € 5.347,59 €
Total discounted (monthly) - 462.994,61 € 3.427,80 € 3.477,32 € 3.498,32 € 3.498,27 € 3.486,54€ - 338,47€ 4.368,74 € 4.373,99 € 4.441,85€ 4.594,58 € 4.855,69 €
Cash flow projections for CS:GO @ Benfica
By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management
SCENARIO: BASE | Year2
|January February March April May June July August September October November December
Revenues
Sponsorship 41.666,67€ 41.66667€ 41.666,67€ 41.666,67€ 41.666,67€ 41.666,67€ 41.66667€ 41.666,67€ 41.666,67€ 41.66667€ 41.666,67€ 41.666,67 €
Merchandise 2.55735€  2.61720€  2.63552€  2.621,87€  2.587,16€  2.54364€  2.50493€  248597€  2503,07€  2573,89€  2.717,40€  2.95398€
Content Creation / Streaming 1.570,49 € 1.562,80 € 1.531,40€ 1.483,54 € 1.426,52 € 1.367,61€ 1.314,08 € 1.273,20€ 1.252,26 € 1.258,53 € 1.299,29 € 1.381,80€
Prize Money 2.840,59 € 2.938,87 € 2.989,74 € 3.002,82€ 2.989,81€ 2.964,50 € 2.942,79€ 2.942,65€ 2.984,15€ 3.089,43 € 3.282,75€ 3.590,43 €
Royalties - € - € - € - € - € - € - € - € - € - € - € - €
Player Sales - € - € - € - € - € - € - € - € - € - € - € - €
Further Revenues 413,18 € 462,69 € 503,90 € 537,08 € 563,48 € 585,31¢€ 605,73 € 628,88 € 659,83 € 704,64 € 77031 € 864,80 €
Sum of revenues 49.048,27€ 49.248,24€ 49.327,23€ 49.311,98€ 49.233,63€ 49.127,72€ 49.034,19€ 48.997,37€ 49.065,98€ 49.293,16€ 49.736,42€ 50.457,68 €
Player acquisition - € - € - € - € - € - € - € - € - € - € - € - €
Salary Player 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00 €
Salary Coach 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 €
Salary Content Creator 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 €
Hardware & Software 2.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Merchandise 1.53441€ 1.570,32 € 1.581,31€ 1.573,12€ 1.552,29€ 1.526,18 € 1.502,96 € 1.491,58 € 1.501,84 € 1.544,33 € 1.63044 € 1.772,39€
Travel expenses 4.904,83 € 4.924,82 € 4.932,72 € 4.931,20€ 4.923,36 € 4.912,77 € 4.903,42 € 4.899,74 € 4.906,60 € 4.929,32€ 4.973,64 € 5.045,77 €
Boot camps 5.000,00 € - € - € - € - € - € 5.000,00 € - € - € - € - € - €
Other 1.47145€ 1.47745€ 1.479,82 € 1.479,36 € 1.477,01€ 1.473,83 € 1.471,03 € 1.469,92 € 1.471,98 € 1.478,79€ 1.492,09 € 1.513,73 €
Sum of expenses 48.910,68€ 41.972,59€ 41.993,85€ 41.983,68€ 41.952,67€ 41.912,79€ 46.877,40€ 41.861,24€ 41.880,42€ 41.952,44€ 42.096,18€ 42.331,88€
Total 137,58 € 7.275,65 € 7.333,37 € 7.328,30 € 7.280,96 € 7.214,94 € 2.156,79 € 7.136,13 € 7.185,56 € 7.340,72 € 7.640,24 € 8.125,79 €
Total discounted (monthly) 123,84€  6.491,49€  6.48585€  6.424,76€  6.327,51€  6.21536€  1.841,76€  6.040,56€  6.029,28€  6.10567€  6.299,30€  6.641,12€
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Appendix 6: Cash Flow Projection Year 3 (Base-Case)

Cash flow projections for CS:GO @ Benfica

By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management

SCENARIO: BASE | Year3
|January February March April May June July August September October November December
Sponsorship 41.666,67€ 41.666,67€ 41.666,67€ 41.666,67€ 41.666,67 € 41.666,67 € 41.666,67€ 41.666,67€ 41.666,67€ 41.66667€ 41.666,67€ 41.666,67 €
Merchandise 3.430,07 € 3.485,66 € 3.486,52 € 3.446,28 € 3.379,88 € 3.30362 € 3.235,16 € 3.193,49€ 3.198,96 € 3.27325€ 3.43942¢€ 3.721,85€
Content Creation / Streaming 2.801,88 € 2.788,17 € 2.732,14€ 2.646,76 € 2.545,03 € 2.43992 € 2.344,42 € 2.271,49€ 2.234,13€ 2.24532 € 2.318,03 € 2.465,25 €
Prize Money 4.193,44 € 4.285,11 € 4.308,93 € 4.280,78 € 4.218,65€ 4.142,59 € 4.074,77 € 4.039,42 € 4.062,88 € 4.173,56 € 4.401,99 € 4.780,75 €
Royalties - € - € - € - € - € - € - € - € - € - € - € - €
Player Sales - € - € - € - € - € 100.000,00 € - € - € - € - € - € - €
Further Revenues 1.034,68€ 1.081,16 € 1.109,93 € 1.124,17 € 1.128,01 € 1.126,53 € 1.125,77 € 1.132,74 € 1.155,40 € 1.202,69 € 1.284,49€ 1.411,64€
Sum of revenues 53.126,74€ 53.306,75€ 53.304,18€ 53.164,66 € 52.93823€ 152.679,33€ 52.446,78€ 52.303,81€ 52.318,04€ 52.561,49€ 53.110,59€ 54.046,14 €
Expenses
Player acquisition - € € - € - € - € 40.000,00 € - € - € - € - € - € €
Salary Player 26.400,00 € 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00 € 26.400,00 € 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00 €
Salary Coach 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 €
Salary Content Creator 11.000,00 € 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 € 11.000,00 € 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 €
Hardware & Software 15.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Merchandise 2.058,04 € 2.091,39€ 2.091,91€ 2.067,77 € 2.027,93 € 1.982,17 € 1.941,10€ 1.916,09 € 1.919,37€ 1.963,95€ 2.063,65 € 2.23311€
Travel expenses 531267 € 5.330,68 € 5.33042 € 5.316,47 € 5.293,82€ 15.267,93 € 5.244,68 € 5.230,38 € 5.231,80€ 5.256,15€ 5.311,06 € 5.404,61€
Boot camps - € - € - € 5.000,00 € - € € - € 5.000,00 € - € - € - € - €
Other 1.593,80 € 1.599,20 € 1.599,13 € 1.594,94 € 1.588,15 € 4.580,38 € 1.573,40€ 1.569,11 € 1.569,54 € 1.576,84 € 1.593,32€ 1.621,38€
Sum of expenses 64.114,52 € 49.171,27€ 49.171,46€ 54.129,17€ 49.059,90€ 101.980,49€ 48.909,18€ 53.86559€ 48.870,72€ 48.946,95€ 49.118,03€ 49.409,11 €
Total - 10.987,78 € 4.135,48 € 4.132,72€ - 964,51€ 3.878,34 € 50.698,84 € 3.537,60€ - 1.561,78 € 3.447,32 € 3.614,55 € 3.992,56 € 4.637,04 €
Total discounted (monthly) - 8.901,75€ 3.321,10 € 3.289,90€ - 761,10€ 3.033,70 € 39.311,07 € 2.719,04€ - 1.189,92€ 2.603,57 € 2.706,02 € 2.962,92 € 3.411,13 €
Cash flow projections for CS:GO @ Benfica
By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management
SCENARIO: BASE | Year4
|January |Februarv |March ]Apr'\l May June ‘July August 1 ‘October ‘November [Dec k
Revenues
Sponsorship 66.666,67 €  66.666,67 €  66.666,67€  66.666,67 € 66.666,67 € 66.666,67 €  66.666,67 € 66.666,67€ 66.666,67€ 66.666,67€ 66.666,67€ 66.666,67 €
Merchandise 4.302,79€ 4.354,11€ 4.337,52€ 4.270,69 € 4.172,60 € 4.063,60 € 3.96539€ 3.901,01€ 3.894,84 € 3.97262 € 4.161,44 € 4.489,72 €
Content Creation / Streaming 2.883,14 € 2.869,03 € 2.811,37€ 2.723,53€ 2.618,84 € 2.510,69 € 2.41241€ 2.33737€ 2.29893 € 231044 € 2.38526 € 2.536,75€
Prize Money 5.546,30 € 5.631,35€ 5.628,11€ 5.558,74 € 5.447,49 € 5.320,68 € 5.206,75 € 5.136,19€ 5.14161€ 5.257,69 € 5.521,22 € 5.971,07 €
Royalties - € - € - € - € 750.000,00 € € € - € - € - € - € - €
Player Sales - € - € - € - € - € 40.000,00 € € - € - € - € - € - €
Further Revenues 1.656,19 € 1.699,62 € 1.71597 € 1.711,27€ 1.692,54 € 1.667,74 € 1.645,80 € 1.636,59 € 1.650,97 € 1.700,74 € 1.798,67 € 1.958,47 €
Sum of revenues 81.055,09€ 81.220,77€ 81.159,64€ 80.930,89€ 830.598,14€ 120.229,38€ 79.897,01€ 79.677,83€ 79.653,01€ 79.908,16€ 80.533,25€ 81.622,66 €
Player acquisition 15.000,00 € - € - € - € - € 20.000,00 € - € - € - € - € - € - €
Salary Player 28.400,00€ 28.400,00€ 28.400,00€  28.400,00 € 28.400,00 € 26.000,00€ 26.000,00€ 26.000,00€ 26.000,00€ 26.000,00€ 26.000,00€ 26.000,00 €
Salary Coach 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 €
Salary Content Creator 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 € 11.000,00 € 11.000,00 € 11.000,00€ 11.000,00€ 11.000,00€ 11.00000€ 11.000,00€ 11.000,00 €
Hardware & Software 5.000,00 € - € - € € - € - € - € - € - € - € - € - €
Merchandise 2.581,68€ 2.612,46 € 2.602,51€ 2.562,41€ 2.503,56 € 2.438,16 € 2.379,24 € 2.34061€ 2.33690 € 2.38357€ 2.496,86 € 2.693,83 €
Travel expenses 8.105,51 € 8.122,08 € 8.115,96 € 8.093,09 € 83.059,81 € 12.022,94 € 7.989,70 € 7.967,78 € 7.965,30 € 7.990,82 € 8.053,33 € 8.162,27 €
Boot camps - € - € - € 5.000,00 € - € - € - € 5.000,00 € - € - € - € - €
Other 2.431,65€ 2.436,62 € 2.43479€ 2.42793 € 24.917,94 € 3.606,88 € 2.39691€ 2.390,33 € 2.389,59 € 2.397,24€ 2.416,00 € 2.448,68 €
Sum of expenses 75.268,84€ 55.321,16 € 55.303,27€ 60.233,43€ 152.631,32 € 77.817,98€ 52.515,85€ 57.448,72€ 52.441,80€ 52.521,63€ 52.716,18€ 53.054,78 €
Total 5.786,25€ 25.899,61€ 25.856,37€ 20.697,46 € 677.966,82 € 42.411,40€ 27.381,17€ 22.229,10€ 27.211,22€ 27.386,53€ 27.817,07€ 28.567,89 €
Total discounted (monthly) 4.219,35€ 18.721,12€ 18.526,63€ 14.700,64 € 477.329,00 € 29.599,35€ 18.942,70€ 15.244,11€ 18.497,72€ 18.454,30€ 18.580,70€ 18.915,56 €
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Appendix 8: Cash Flow Projection Year 5 (Base-Case)

Cash flow projections for CS:GO @ Benfica

By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management

SCENARIO: BASE | Year5
|January February March April May June July August September October November December
Sponsorship 66.666,67 €  66.666,67€ 66.666,67€ 66.666,67 € 66.666,67 €  66.666,67€ 66.666,67€ 66.666,67€ 66.666,67€ 66.666,67€ 66.666,67€ 66.666,67 €
Merchandise 5.175,52 € 5.222,56 € 5.188,52 € 5.095,10 € 4.965,32 € 4.823,59 € 4.695,63 € 4.608,53 € 4.590,72 € 4.671,99 € 4.883,45€ 5.257,59 €
Content Creation / Streaming 2.97822 € 2.963,64 € 2.904,08 € 2.81334€ 2.705,20 € 2.593,48 € 2.491,96 € 2.414,45€ 2.374,74 € 2.386,63 € 2.463,92 € 2.620,40 €
Prize Money 6.899,16 € 6.977,58 € 6.947,29 € 6.836,70 € 6.676,33 € 6.498,77 € 6.338,72 € 6.232,95€ 6.220,33 € 6.341,82 € 6.640,46 € 7.161,38 €
Royalties - € - € - € - € 750.000,00 € - € - € - € - € - € - € - €
Player Sales - € - € - € - € - € - € - € - € - € - € - € - €
Further Revenues 2.277,69 € 2.318,08 € 2.322,00€ 2.298,37 € 2.257,08 € 2.20896 € 2.165,83 € 2.140,45€ 2.146,54 € 2.198,79 € 2.312,85€ 2.505,30 €
Sum of revenues 83.997,25€ 84.148,53€ 84.028,56€ 83.710,17€ 833.270,60€ 82.791,47€ 82.358,81€ 82.063,05€ 81.999,00€ 82.265,90€ 82.967,34€ 84.211,34€
Expenses
Player acquisition - € € - € - € - € € - € - € - € - € - € €
Salary Player 28.600,00 € 28.600,00€ 28.600,00€ 28.600,00 € 28.600,00 € 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00 €
Salary Coach 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 €
Salary Content Creator 12.100,00 € 12.100,00€ 12.100,00€ 12.100,00 € 12.100,00 € 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00 €
Hardware & Software 10.000,00 € - € - € - € - € 3.000,00 € - € - € - € - € - € - €
Merchandise 3.10531€ 3.133,54 € 3.113,11€ 3.057,06 € 2.979,19€ 2.894,15 € 2.817,38€ 2.765,12 € 275443 € 2.803,19€ 2.930,07 € 3.154,55 €
Travel expenses 8.399,72 € 8.414,85€ 8.402,86 € 8.371,02€ 83.327,06 € 8.279,15€ 8.235,88 € 8.206,30 € 8.199,90 € 8.226,59 € 8.296,73 € 8.421,13 €
Boot camps - € - € - € 5.000,00 € - € € - € 5.000,00 € - € - € - € €
Other 2.519,92 € 2.524,46 € 2.520,86 € 2.51131€ 24.998,12 € 2.483,74 € 2.470,76 € 2.461,89€ 2.459,97 € 2.467,98 € 2.489,02 € 2.526,34 €
Sum of expenses 67.749,95€ 57.797,85€ 57.761,83€ 62.664,38€ 155.029,37€ 60.382,04€ 57.249,02€ 62.158,31€ 57.139,30€ 57.222,76€ 57.440,82€ 57.827,03 €
Total 16.247,30€ 26.350,69€ 26.266,74€ 21.04579€ 678.241,23€ 22.409,42€ 25.109,79€ 19.904,73€ 24.859,70€ 25.043,14€ 25.526,51€ 26.384,31€
Total discounted (monthly) 10.663,81€ 17.144,05€ 16.940,17€ 13.454,49€ 429.809,86€ 14.077,10€ 15.63564€ 12.286,25€ 15.210,69€ 15.189,10€ 15.347,06€ 15.724,24€
Cash flow projections for CS:GO @ Benfica
By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management
SCENARIO: WORST ‘ Year1
‘Jar\uary February March April May June July August October November Dec
Revenues
Sponsorship 25.000,00 €  25.000,00 € 25.000,00€  25.000,00 € 25.000,00 € 25.000,00 € 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00 €
Merchandise 1.347,63 € 1.39893 € 1.427,55 € 1.43791€ 1.43549 € 1.426,87 € 1.419,70€ 1.422,70€ 1.445,70 € 1.499,56 € 1.596,25 € 1.748,82 €
Content Creation / Streaming - € - € - € - € € - € 1.090,11 € 1.056,20 € 1.038,83 € 1.044,03 € 1.077,84 € 1.146,29 €
Prize Money - € - € € 1.27937€ 1.285,67 € 1.285,75€ 1.286,51 € 1.296,00 € 1.323,38€ 1.378,94 € 147412 € 1.621,46 €
Royalties - € - € € - € - € - € - € - € - € - € - € - €
Player Sales - € - € € - € € - € € - € € - € € - €
Further Revenues - € - € € - € € - € € - € € - € € - €
Sum of revenues 26.347,63€  26.398,93 € 26.427,55€ 27.717,28 € 27.721,15 € 27.712,61€ 28.796,32€ 28.77490€ 28.807,90€ 28.922,53€ 29.148,21€ 29.516,58 €
Player acquisition 450.000,00 € - € - € - € € - € - € - € - € - € - € - €
Salary Player 24.000,00 €  24.000,00 € 24.000,00€  24.000,00 € 24.000,00 € 24.000,00 € 24.000,00 € 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00 €
Salary Coach 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 €
Salary Content Creator 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 €
Hardware & Software 10.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Merchandise 808,58 € 839,36 € 856,53 € 862,74 € 861,29 € 856,12 € 851,82 € 853,62 € 867,42 € 899,74 € 957,75 € 1.049,29 €
Travel expenses 2.634,76 € 2.639,89 € 2.642,76 € 2.771,73 € 2.772,12€ 2.771,26 € 2.879,63 € 2.87749€ 2.880,79 € 2.892,25€ 291482 € 2.951,66 €
Boot camps 5.000,00 € - € - € - € € - € 5.000,00 € - € - € - € - € - €
Other 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 €
Sum of expenses 504.443,34 €  39.479,25 € 39.499,29 € 39.634,47 € 39.633,41 € 39.627,38€ 44.731,45€ 39.731,11€ 39.748,21€ 39.791,99€ 39.872,57 € 40.000,95 €
Total - 478.095,71€ - 13.080,32€ - 13.071,73 € -11.917,19€ - 11.912,25€ - 11.914,77€ - 15.935,13€ - 10.956,21€ - 10.940,31€ - 10.869,46 € - 10.724,37 € - 10.484,37 €
Total discounted (monthly) - 478.095,71 € - 12.966,08€ - 12.844,40€ - 11.607,66€ - 11.501,51€ - 11.403,46 € - 15.118,10€ - 10.303,67 € - 10.198,85€ - 10.044,31€ - 9.823,68€ - 9.519,96 €
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Appendix 10: Cash Flow Projection Year 2 (Worst-Case)

Cash flow projections for CS:GO @ Benfica

By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management

SCENARIO: WORST | Year 2
|January February March April May June July August September October November December
Sponsorship 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00 €
Merchandise 2.045,81€ 2.093,69 € 2.108,35 € 2.097,43 € 2.069,66 € 2.03485€ 2.003,88 € 1.988,72 € 2.002,40 € 2.059,05 € 2.173,86 € 2.363,12 €
Content Creation / Streaming 1.202,79€ 1.19691 € 1.172,85€ 1.136,20€ 1.092,53 € 1.04741€ 1.006,41 € 975,11 € 959,07 € 963,87 € 995,08 € 1.058,28 €
Prize Money 1.903,94 € 1.95539€ 1.975,64 € 1.971,59€ 1.951,28 € 1.92387€ 1.899,66 € 1.890,07 € 1.907,68 € 1.966,17 € 2.080,36 € 2.266,21 €
Royalties - € - € - € - € - € - € - € - € - € - € - € - €
Player Sales - € - € € - € - € € - € - € - € - € € - €
Further Revenues 312,12 € 329,32 € 341,06 € 348,19 € 351,90 € 353,76 € 355,67 € 359,87 € 368,96 € 385,89 € 413,96 € 456,81 €
Sum of revenues 30.464,66 € 30.575,31€ 30.597,90€ 30.553,41€ 30.465,38€ 30.359,89€ 30.26562€ 30.213,76€ 30.238,11€ 30.374,98€ 30.663,27€ 31.14442€
Player acquisition - € - € - € - € - € - € - € - € - € - € - € - €
Salary Player 24.000,00€ 24.000,00€ 24.00000€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.00000€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00 €
Salary Coach 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 €
Salary Content Creator 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 €
Hardware & Software 2.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Merchandise 1.227,48€ 1.256,22 € 1.265,01 € 1.258,46 € 1.241,80€ 1.22091 € 1.202,33 € 1.19323 € 1.201,44 € 1.23543€ 1.30432€ 1.417,87€
Travel expenses 3.046,47 € 3.057,53 € 3.059,79 € 3.05534 € 3.046,54 € 3.03599 € 3.026,56 € 3.021,38€ 3.023,81€ 3.037,50 € 3.066,33 € 3.114,44 €
Boot camps 5.000,00 € - € - € - € - € - € 5.000,00 € - € - € - € - € - €
Other 913,94 € 917,26 € 917,94 € 916,60 € 913,96 € 910,80 € 907,97 € 906,41 € 907,14 € 911,25€ 919,90 € 934,33 €
Sum of expenses 46.187,89€ 39.231,01€ 39.242,74€ 39.230,40€ 39.202,30€ 39.167,70€ 44.136,86€ 39.121,02€ 39.132,39€ 39.184,18€ 39.290,54€ 39.466,64 €
Total -15.723,23€ - 8.655,69€ - 8.644,83€ - 8.676,99€ - 8.736,92€ - 8.807,80€ - 13.871,24€ - 8.907,26€ - 8.894,29€ - 8.809,20€ - 8.627,28€ - 8.322,22€
Total discounted (monthly) - 14.152,22 € - 7.722,80€ - 7.645,75€ - 7.607,16€ - 7.592,80€ - 7.587,55€ - 11.845,12€ - 7.539,77€ - 7.463,04€ - 7.327,09€ - 7.113,10€ - 6.801,66 €
Cash flow projections for CS:GO @ Benfica
By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management
SCENARIO: WORST | Year 3
|January February March April May June July August September October November December
Sponsorship 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00 € 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00€ 25.000,00 €
Merchandise 2.74398 € 2.78845€ 2.789,15€ 2.756,95 € 2.703,83 € 2.642,83 € 2.588,07 € 2.554,73 € 2.559,11€ 2.618,54 € 275147 € 2.97741€
Content Creation / Streaming 1.202,79€ 1.196,91 € 1.172,85€ 1.136,20€ 1.092,53 € 1.047,41€ 1.006,41 € 975,11€ 959,07 € 963,87 € 995,08 € 1.058,28 €
Prize Money 2.636,73 € 2.684,59 € 2.690,19€ 2.663,81€ 2.616,89 € 2.561,99 € 2.512,80€ 2.484,15€ 2.491,98 € 2.553,39€ 2.686,60 € 2.910,95 €
Royalties - € - € - € - € - € - € - € - € - € - € - € - €
Player Sales - € - € - € - € - € 80.000,00 € - € - € - € - € - € - €
Further Revenues 538,02 € 554,12 € 561,34 € 561,58 € 557,10€ 550,48 € 544,68 € 543,00 € 549,08 € 566,92 € 600,85 € 655,57 €
Sum of revenues 32.121,52€ 32.224,06 € 32.213,52€ 32.118,55€ 31.970,35€ 111.802,71€ 31.651,96€ 31.556,99€ 31.559,24€ 31.702,72€ 32.034,01€ 32.602,22 €
Expenses
Player acquisition € - € - € - € - € 40.000,00 € - € - € - € - € - € €
Salary Player 26.400,00 € 26.400,00€ 26.400,00 € 26.400,00€ 26.400,00 € 26.400,00 € 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00 €
Salary Coach 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 €
Salary Content Creator 11.000,00 € 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 € 11.000,00 € 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 €
Hardware & Software 15.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Merchandise 1.646,39 € 1.673,07 € 1.67349€ 1.654,17 € 1.62230€ 1.585,70€ 1.552,84 € 1.532,84€ 1.53546 € 157113 € 1.650,88 € 1.78645 €
Travel expenses 3.212,15€ 3.22241¢€ 3.22135€ 3.21185€ 3.197,04 € 11.180,27 € 3.165,20 € 3.155,70 € 3.15592 € 3.170,27 € 3.20340€ 3.260,22 €
Boot camps - € - € - € 5.000,00 € - € - € - € 5.000,00 € - € - € - € - €
Other 963,65 € 966,72 € 966,41 € 963,56 € 959,11 € 3.354,08 € 949,56 € 946,71 € 946,78 € 951,08 € 961,02 € 978,07 €
Sum of expenses 60.972,19€ 46.012,20€ 46.011,25€ 50.979,58 € 45.928,45€ 96.270,05€ 45.817,59€ 50.78525€ 45.788,16€ 45.842,48€ 45.965,31€ 46.174,73 €
Total - 28.850,67 € - 13.788,13€ - 13.797,72€ - 18.861,04€ - 13.958,09 € 15.532,66 € - 14.165,63 € - 19.228,26 € - 14.228,93€ - 14.139,76€ - 13.931,30€ - 13.572,51 €
Total discounted (monthly) - 23.373,38€ - 11.072,90€ - 10.983,82€ - 14.883,39€ - 10.918,24 € 12.043,78 € - 10.887,87 € - 14.649,99 € - 10.746,32 € - 10.585,70€ - 10.338,55€ - 9.984,32 €
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Appendix 12: Cash Flow Projection Year 4 (Worst-Case)

Cash flow projections for CS:GO @ Benfica

By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management

SCENARIO: WORST | Year 4
|January February March April May June July August October November December
Revenues
Sponsorship 40.000,00€ 40.000,00€ 40.000,00€ 40.000,00 € 40.000,00 € 40.000,00 € 40.000,00 € 40.000,00€ 40.000,00€ 40.000,00€ 40.000,00€ 40.000,00 €
Merchandise 3.442,16€  3.48321€  3.469,94€  3.41648€ 3.33801 € 3.250,82€  3.172,25€  3.120,74€  3.11581€  3.17803€  3.32908€  3.591,70 €
Content Creation / Streaming 1.202,79€ 1.196,91 € 1.172,85€ 1.136,20€ 1.092,53 € 1.047,41€ 1.006,41 € 975,11 € 959,07 € 963,87 € 995,08 € 1.058,28 €
Prize Money 3.369,51€ 3.413,79€ 3.404,73 € 3.356,03 € 3.282,50 € 3.200,11 € 3.12594 € 3.078,22€ 3.076,28 € 3.14062 € 3.292,84 € 3.555,70 €
Royalties - € - € - € - € - € € € € - € - € - € - €
Player Sales - € - € - € - € - € 32.000,00 € € € - € - € - € - €
Further Revenues 763,92 € 778,91€ 781,61 € 774,97 € 762,29 € 747,20 € 733,70 € 726,14 € 729,21€ 747,95 € 787,74 € 854,33 €
Sum of revenues 48.778,38€ 48.872,82€ 48.829,14€ 48.683,68 € 48.475,33 € 80.245,54 € 48.038,31€ 47.900,21€ 47.880,37€ 48.030,47€ 48.404,75€ 49.060,02 €
Player acquisition 15.000,00 € - € - € - € - € 20.000,00 € - € - € - € - € - € - €
Salary Player 28.400,00 € 28.400,00 € 28.400,00 €  28.400,00 € 28.400,00 € 26.000,00 € 26.000,00€ 26.000,00€ 26.000,00€ 26.00000€ 26.000,00€ 26.000,00 €
Salary Coach 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 €
Salary Content Creator 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 € 11.000,00 € 11.000,00 € 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 €
Hardware & Software 5.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Merchandise 2.065,30 € 2.089,93 € 2.081,97 € 2.049,89 € 2.002,81 € 1.950,49 € 1.903,35€ 1.872,45€ 1.869,49 € 1.906,82 € 1.997,45 € 2.155,02 €
Travel expenses 4.877,84 € 4.887,28€ 4.882,91€ 4.868,37 € 4.847,53 € 8.024,55 € 4.803,83 € 4.790,02 € 4.788,04 € 4.803,05 € 4.840,48 € 4.906,00 €
Boot camps - € - € - € 5.000,00 € - € - € - € 5.000,00 € - € - € - € - €
Other 1.463,35€ 1.466,18 € 1.464,87 € 1.460,51 € 1.454,26 € 2.407,37 € 1.441,15€ 1.437,01 € 1.436,41 € 1.440,91 € 1.452,14 € 1.471,80 €
Sum of expenses 70.556,48 € 50.593,39€ 50.579,75€ 55.528,76 € 50.454,60 € 72.13241€ 47.89833€ 52.84947€ 47.843,93€ 47.900,78€ 48.040,07€ 48.282,82 €
Total -21.778,10€ - 1.720,58€ - 1.750,61€ - 6.84508€ - 1.979,27€ 8.113,13 € 139,98€ - 4.949,26 € 36,44 € 129,69 € 364,68 € 777,19 €
Total discounted (monthly) - 15.880,66 € - 1.243,69€ - 1.254,35€ - 4.861,81€ - 1.393,52€ 5.662,24 € 96,84 € - 3.394,07€ 24,77 € 87,39 € 243,59 € 514,60 €
Cash flow projections for C5:GO @ Benfica
By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management
SCENARIO: WORST | Year 5
|January |February [March ‘April May June [July August ‘September ‘October |N0vember |December
Revenues
Sponsorship 40.000,00 € 40.000,00€ 40.000,00 € 40.000,00 € 40.000,00 € 40.000,00€ 40.000,00 € 40.000,00€ 40.000,00€ 40.000,00€ 40.000,00€ 40.000,00 €
Merchandise 4.140,33 € 4.177,97 € 4.150,74 € 4.076,00 € 3.972,18€ 3.858,80 € 3.756,44 € 3.686,76 € 3.672,51€ 3.737,53 € 3.906,69 € 4.206,00 €
Content Creation / Streaming 1.202,79 € 1.196,91 € 1.172,85€ 1.136,20€ 1.092,53 € 1.047,41€ 1.006,41 € 975,11€ 959,07 € 963,87 € 995,08 € 1.058,28 €
Prize Money 4.102,30 € 4.142,99 € 4.119,28 € 4.048,24 € 3.948,11€ 3.838,23 € 3.739,09€ 3.672,29€ 3.660,58 € 3.72785€ 3.899,09 € 4.200,44 €
Royalties - € € - € - € - € € - € - € - € - € - € €
Player Sales € € - € - € € € - € - € - € - € - € €
Further Revenues 989,82 € 1.003,71 € 1.001,89 € 988,37 € 967,48 € 943,92 € 922,72 € 909,28 € 909,33 € 928,97 € 974,63 € 1.053,09 €
Sum of revenues 50.435,24 € 50.521,57 € 50.444,76 € 50.248,82 € 49.980,31€ 49.688,36€ 49.424,65€ 49.243,43€ 49.201,50€ 49.358,21€ 49.77549 € 50.517,81 €
Player acquisition - € - € - € - € - € - € - € - € - € - € - € - €
Salary Player 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00 € 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00€ 28.600,00 €
Salary Coach 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 €
Salary Content Creator 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00 € 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00€ 12.100,00 €
Hardware & Software 10.000,00 € - € - € - € - € 3.000,00 € - € - € - € - € - € - €
Merchandise 2.484,20 € 2.506,78 € 2.490,44 € 2.445,60 € 2.383,31€ 2.315,28 € 2.253,86 € 2.212,06 € 2.203,51€ 2.242,52 € 2.344,02 € 2.523,60 €
Travel expenses 5.043,52 € 5.052,16 € 5.044,48 € 5.024,88 € 4.998,03 € 4.968,84 € 4.942,47 € 4.924,34 € 4.920,15€ 4.93582€ 4.977,55 € 5.051,78 €
Boot camps - € - € - € 5.000,00 € - € - € - € 5.000,00 € - € - € - € - €
Other 1.513,06 € 1.515,65 € 1.513,34€ 1.507,46 € 1.499,41 € 1.490,65 € 1.482,74 € 1.477,30€ 1.476,05 € 1.480,75 € 1.493,26 € 1.515,53 €
Sum of expenses 62.765,78 €  52.799,59 € 52.773,26€ 57.702,95 € 52.605,75€ 55.499,77€ 52.404,07€ 57.338,70€ 52.324,70€ 52.384,08€ 52.539,83€ 52.81591€
Total -12.330,54€ - 2.278,02€ - 2.328,50€ - 7.454,13€ - 2.62544€ - 5.811,41€ - 2979,41€ - 8.09527€ - 3.123,20€ - 3.025,87€ - 2.764,34€ - 2.298,10€
Total discounted (monthly) - 8.093,07€ - 1.482,10€ - 1.501,72€ - 4.76540€ - 1.663,78€ - 3.650,60€ - 1.85525€ - 4.996,82€ - 1.910,97€ - 1.83524€ - 1.661,98€ - 1.369,60 €
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Appendix 14: Cash Flow Projection Year 1 (Best-Case)

Cash flow projections for CS:GO @ Benfica

By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management

SCENARIO: BEST | Year 1
‘January February March April May June July August September  |October November  |December
Revenues
Sponsorship 58.333,33€ 58.333,33€ 58.33333€ 58.33333€ 58.333,33€ 5833333€ 58.33333€ 05833333€ 5833333€ 5833333€ 5833333€ 58.33333€
Merchandise 2.526,93€  2.623,12€  2.676,78€  2.696,19€ 2.69165€ 2.67548€ 2.662,03€ 2.66767€ 271078€ 2.811,77€ 2.993,08€ 3.279,15€
Content Creation / Streaming - € - € - € - € - € 1.502,56 € 1.443,74 € 1.398,83 € 1.375,83 € 1.382,72€ 1.427,49€ 1.518,15€
Prize Money - € 2.22595€ 2.27740€ 229942 € 2.300,64 € 229153 € 228437 € 229328 € 2.33422 € 2.424,96 € 2.585,09 € 2.836,06 €
Royalties - € - € - € - € - € - € - € - € - € - € - € - €
Player Sales - € - € - € - € - € - € - € - € - € - € - € - €
Further Revenues - € - € - € - € - € - € - € - € - € - € - € - €
Sum of revenues 60.860,27 € 63.182,41€ 63.287,52€ 63.328,95€ 63.325,63€ 64.802,90€ 64.723,48€ 64.693,12€ 64.754,16€ 64.952,78€ 65.339,00€ 65.966,70 €
Player acquisition 450.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Salary Player 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00 €
Salary Coach 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 €
Salary Content Creator 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 €
Hardware & Software 10.000,00 € - € - € - € - € - € - € - € - € - € - £ - £
Merchandise 1.516,16 € 1.573,87€ 1.606,07 € 1.617,71€ 1.614,99 € 1.605,29 € 1.597,22 € 1.600,60 € 1.626,47 € 1.687,06 € 1.795,85 € 1.967,49 €
Travel expenses 6.086,03 € 6.318,24 € 6.328,75€ 6.332,89€ 6.332,56 € 6.480,29 € 6.472,35€ 6.469,31€ 6.475,42 € 6.495,28 € 6.533,90 € 6.596,67 €
Boot camps 5.000,00 € - € - € - € - € - € 5.000,00 € - € - € - € - € - €
Other 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 € 2.000,00 €
Sum of expenses  508.602,19€ 43.892,12€ 43.934,82€ 43.950,61€ 43.947,55€ 44.085,58€ 49.069,57 € 44.069,92€ 44.101,88€ 44.182,34€ 44.329,75€ 44.564,16 €
Total -447.741,92€ 19.290,29€ 19.352,70€ 19.378,34€ 19.378,07€ 20.717,32€ 15.653,91€ 20.623,21€ 20.652,28€ 20.770,44€ 21.009,25€ 21.402,54 €
Total discounted (monthly) -447.741,92€ 19.121,81€ 19.016,12€ 18.87501€ 18.709,90€ 19.828,27€ 14.851,29€ 19.39491€ 19.252,62€ 19.193,66€ 19.244,78€ 19.433,81€
Cash flow projections for CS:GO @ Benfica
By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management
SCENARIO: BEST | Year2
‘January February March April May June July August September  |October November  [December
Revenues
Sponsorship 58.333,33€ 5 3,33€ 58.333,33€ 58.33333€ 58.3 3€ 5 33€ 5 3,33€ 5833333€ 58.33333€ 58.333,33€ 58.33333€ 5833333¢€
Merchandise 3.836,01€ 3.925,80 € 3.953,28 € 3.932,80€ 3.880,73 € 3.81545€ 3.757,38 € 3.728,95 € 3.754,60 € 3.860,82 € 4.076,10 € 4.430,95 €
Content Creation / Streaming 1.865,21 € 1.856,08 € 1.818,78 € 1.761,95 € 1.694,23 € 1.624,26 € 1.560,68 € 1.512,13 € 1.487,26 € 1.494,71 € 1.543,11€ 1.641,12€
Prize Money 3.321,97€ 3.403,88 € 3.431,66 € 3.41761€ 3.37585€ 3.322,33€ 3.27482 € 3.252)93 € 3.278,08 € 3.37354 € 3.564,40 € 3.877,56 €
Royalties - € - € - € - € - € - € - € - € - € - € - € - €
Player Sales - € - € - € - € - € - € - € - € - € - € - € - €
Further Revenues 741,38€ 805,98 € 856,64 € 894,64 € 922,53 € 944,14 € 964,55 € 990,13 € 1.02851€ 1.088,61€ 1.180,58 € 1.315,88 €
Sum of revenues 68.097,91€ 68.325,07€ 68.393,69€ 68.340,33€ 68.206,67 € 68.039,51€ 67.890,76€ 67.817,47€ 67.881,79€ 68.151,01€ 68.697,52€ 69.598,85 €
Expenses
Player acquisition - € - € - € - € - € - € - € - € - € - € - € - €
Salary Player 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00€ 24.000,00 €
Salary Coach 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 € 2.500,00 €
Salary Content Creator 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 € 7.500,00 €
Hardware & Software 2.000,00 € - £ - € - € - € - € - £ - € - € - € - £ - £
Merchandise 2.301,61€ 2.35548 € 2.37197€ 2.359,68 € 2.32844 € 2.289,27 € 2.25443 € 2.23737€ 2.252,76 € 2.31649 € 2.445,66 € 2.658,57 €
Travel expenses 6.809,79€  6.83251€ 6.83937€ 6.83403€ 6.82067€ 6.80395€ 6.789,08€ 6.781,75€ 6.78818€  6.81510€ 6.869,75€  6.959,88 €
Boot camps 5.000,00 € - € - € - € - € - € 5.000,00 € - € - € - € - € - €
Other 2.042,94 € 2.049,75€ 2.051,81€ 2.050,21 € 2.046,20 € 2.041,19€ 2.036,72 € 2.03452¢€ 2.03645€ 2.044,53 € 2.060,93 € 2.087,97 €
Sum of expenses 52.154,34€ 45.237,74€ 45.263,15€ 45.243,92€ 45.195,30€ 45.134,41€ 50.080,23 € 45.053,64€ 45.077,39€ 45.176,12€ 45.376,34€ 45.706,42 €
Total 15.943,57 € 23.087,33€ 23.130,54€ 23.096,41€ 23.011,37€ 22.905,10€ 17.810,53€ 22.763,83€ 22.804,40€ 22.974,89€ 23.321,19€ 23.892,43€
Total discounted (monthly)  14.350,55 € 20.599,03€ 20.457,34€ 20.248,74€ 19.997,98€ 19.731,78€ 15.209,02€ 19.269,03€ 19.134,77€ 19.109,46€ 19.228,07€ 19.527,01€
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Appendix 16: Cash Flow Projection Year 3 (Best-Case)

Cash flow projections for CS:GO @ Benfica

By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management

SCENARIO: BEST ‘ Year 3
‘Januarv February March April May June July August September  |October November  |December
Revenues
Sponsorship 58.333,33€ 58.33333€ 5833333€ 58.33333¢€ 58.333,33 € 58.333,33€ 58.333,33€ 58.333,33€ 58.33333€ 58333,33€ 58.33333€ 5833333€
Merchandise 5.145,09 € 5.228,47 € 5.229,77€ 5.169,40 € 5.069,80 € 4.955,42 € 4.852,73 € 4.790,22 € 4.798,42 € 4.909,86 € 5.159,11 € 5.582,75€
Content Creation / Streaming 3.201,56 € 3.185,89 € 3.121,87€ 3.024,32€ 2.908,07 € 2.78797 € 2.678,84 € 2.595,51 € 2.552,83 € 2.565,61 € 2.648,69 € 2.816,91€
Prize Money 4.505,69 € 4.581,80 € 4.58591€  4.53580€ 4.451,06 € 4.353,13 € 4.265,27 € 4.212,57 € 4.221,94 € 4.322,13€ 4.543,70 € 4.919,07 €
Royalties - € - € - € - € 750.000,00 € - € - € - € - € - € - € - €
Player Sales - € - € - € - € - € 120.000,00 € - € - € - € - € - € - €
Further Revenues 1.564,13 € 1.624,70 € 1.658,91 € 1.671,84 € 1.669,86 € 1.660,60 € 1.652,97 € 1.657,13 € 1.684,55 € 1.747,93 € 1.861,25€ 2.039,79€
Sum of revenues  72.749,81€ 72.954,20€ 72.929,79€ 72.734,69€ 822.432,13€ 192.09045€ 71.783,14€ 71.588,78€ 71.591,07€ 71.878,86€ 72.546,10€ 73.691,84 €
Player acquisition - € - € - € - € - € 40.000,00 € - € - € - € - € - € - €
Salary Player 26.400,00 € 26.400,00€ 26.400,00€ 26.400,00 € 26.400,00 € 26.400,00 € 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00€ 26.400,00 €
Salary Coach 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 €
Salary Content Creator 11.000,00 € 11.000,00€ 11.000,00€ 11.000,00 € 11.000,00 € 11.000,00 € 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 €
Hardware & Software 15.000,00 € - € - € - € - € - € - € - € - € - € - € - €
Merchandise 3.087,05 € 3.137,08 € 3.137,86 € 3.101,64 € 3.041,88 € 2.973,25€ 2.911,64 € 2.874,13 € 2.879,05 € 2.94592 € 3.095,47 € 3.349,65 €
Travel expenses 7.274,98 € 7.29542€ 7.292,98 € 7.273,47€ 82.243,21€ 19.209,05 € 7.178,31€ 7.158,88 € 7.159,11 € 7.187,89€ 7.254,61 € 7.369,18 €
Boot camps - € - € - € 5.000,00 € - € - € - € 5.000,00 € - € - € - € - €
Other 2.182,49€ 2.188,63 € 2.187,89 € 2.182,04€ 24.672,96 € 5.762,71€ 2.153,49 € 2.147,66 € 214773 € 2.156,37 € 2.176,38 € 2.210,76 €
Sum of expenses  67.694,53€ 52.771,13€ 52.768,73€ 57.707,15€ 150.108,06 € 108.095,01€ 52.393,44€ 57.330,67€ 52.335,89€ 52.440,17€ 52.676,46€ 53.079,59 €
Total 5.055,28 € 20.183,07€ 20.161,06€ 15.027,54€ 672.324,07€ 83.99544€ 19.389,70€ 14.258,10€ 19.255,18€ 19.438,69€ 19.869,63€ 20.612,25€
Total discounted (monthly) 4.095,53€ 16.208,51€ 16.049,42€ 11.858,35€ 525.902,49€ 65.128,72€ 14.903,15€ 10.863,23€ 14.542,37€ 14.552,74€ 14.745,44€ 15.162,95€
Cash flow projections for CS:GO @ Benfica
By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management
SCENARIO: BEST | Year4
[January February March April May June July August September  |October November December
Revenues
Sponsorship 81.666,67 € 81.666,67€ 81.666,67€ 81.666,67 € 81.666,67€  81.666,67€ 81.666,67€ 81.666,67€ 81.666,67€ 81.666,67€ 81.666,67€ 81.666,67 €
Merchandise 6.454,17 € 6.531,14 € 6.506,26 € 6.406,01 € 6.258,88 € 6.095,38 € 5.948,07 € 5.851,49 € 5.842,24 € 5.958,91 € 6.242,13 € 6.734,55 €
Content Creation / Streaming 3.419,22 € 3.402,49€ 3.33411€ 3.229,93 € 3.105,79 € 2.977,52€ 2.860,97 € 2.771,98 € 2.726,39€ 2.740,04 € 2.828,77 € 3.008,42 €
Prize Money 5.689,41€ 5.759,73 € 5.740,17 € 5.653,98 € 5.526,27 € 5.383,94 € 5.255,73 € 5.172,22 € 5.165,81 € 5.270,72 € 5.523,01€ 5.960,57 €
Royalties - € € - € - € 750.000,00 € - € - € € - € - € - € - €
Player Sales - € € - € - € - € 48.000,00 € - € - € - € - € - € - €
Further Revenues 2.386,88 € 2.443,43 € 2.461,18 € 2.449,04 € 2.417,19€ 2.377,06 € 2.341,39€ 2.324,14 € 2.340,59 € 2.407,25€ 2.541,92 € 2.763,69 €
Sum of revenues  99.616,35€ 99.803,46€ 99.708,39€ 99.405,63 € 848.974,79€ 146.500,57 € 98.072,82€ 97.786,50€ 97.741,69€ 98.043,58€ 98.802,50 € 100.133,89 €
Player acquisition 15.000,00 € - € - € - € - € 20.000,00 € - € - € - € - € - € - €
Salary Player 28.400,00 € 28.400,00€ 28.400,00€ 28.400,00 € 28.400,00 € 26.000,00€ 26.000,00€ 26.000,00€ 26.000,00€ 26.000,00€ 26.000,00 € 26.000,00 €
Salary Coach 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 € 2.750,00 €
Salary Content Creator 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 € 11.000,00 € 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00€ 11.000,00 € 11.000,00 €
Hardware & Software 5.000,00 € - £ - £ - € - € - £ - € - € - € - € - € - €
Merchandise 3.872,50€ 3.918,68 € 3.903,76 € 3.843,61€ 3.755,33 € 3.657,23 € 3.568,84 € 3.510,90 € 3.505,34 € 3.57535€ 3.745,28 € 4.040,73 €
Travel expenses 9.961,64€ 9.98035€ 9.97084€ 9.940,56€ 84.897,48€ 14.650,06€ 9.807,28€ 9.77865€ 9.77417€ 9.804,36€ 9.880,25€  10.01339€
Boot camps - € - € - € 5.000,00 € - € - € - € 5.000,00 € - € - € - € - €
Other 2.988,49 € 2.994,10 € 2.991,25€ 2.982,17 € 25.469,24 € 4.395,02 € 2.942,18€ 2.933,59€ 2.932,25€ 2.94131€ 2.964,08 € 3.004,02 €
Sum of expenses  78.972,63 € 59.043,13€ 59.015,85€ 63.916,34€ 156.272,05€  82.452,31€ 56.068,31€ 60.973,14€ 55.961,76€ 56.071,01€ 56.339,60€  56.808,14 €
Total  20.643,73€ 40.760,32€ 40.692,54€ 35.489,30€ 692.702,74€  64.048,26 € 42.004,51€ 36.813,36€ 41.779,92€ 41.972,57€ 42.462,90€  43.325,76 €
Total discounted (monthly) 15.053,47 € 29.462,95€ 29.157,06€ 25.206,73€ 487.703,96€ 44.699,94€ 29.059,34€ 25.245,59€ 28.401,28€ 28.283,04€ 28.363,54€ 28.687,13 €
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Appendix 18: Cash Flow Projection Year 5 (Best-Case)

Cash flow projections for CS:GO @ Benfica

By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management

SCENARIO: BEST | Year 5
‘January February March April May June July August ‘1 October November December
Sponsorship 81.666,67 € 81.666,67 € 81.666,67 € 81.666,67 € 81.666,67 € 81.666,67 € 81.666,67 € 81.666,67 € 81.666,67 € 81.666,67 € 81.666,67 € 81.666,67 €
Merchandise 7.763,25€ 7.833,81€ 7.782,75 € 7.642,61€ 7.447,95 € 7.23535€ 7.043,42€ 6.912,77 € 6.886,06 € 7.007,96 € 7.325,15€ 7.886,35€
Content Creation / Streaming 3.690,87 € 3.672,81€ 3.599,00 € 3.486,54 € 3.352,53 € 3.214,07 € 3.088,26 € 2.992,20 € 2.942,99 € 2.957,72€ 3.053,51€ 3.24743 €
Prize Money 6.873,13 € 6.937,66 € 6.894,42 € 6.772,17 € 6.601,48 € 6.414,74 € 6.246,18 € 6.131,86 € 6.109,67 € 6.219,31€ 6.502,32 € 7.002,07 €
Royalties - € - € - € - € 750.000,00 € - € - € - € - € - € € - €
Player Sales - € - € € - € - € - € - € € - € - € € - €
Further Revenues 3.209,63 € 3.262,15€ 3.263,45€ 3.226,24 € 3.164,52 € 3.093,53 € 3.029,81€ 2.991,15€ 2.996,62 € 3.066,57 € 3.222,60 € 3.487,59 €
Sum of revenues 103.203,55€ 103.373,10€ 103.206,29 € 102.794,24€ 852.233,15€ 101.624,36€ 101.074,33 € 100.694,65€ 100.602,01€ 100.918,22€ 101.770,23€ 103.290,10 €
Expenses

Player acquisition - € - € - € - € - € - € - € - € - € - € - € - €
Salary Player 28.600,00€  28.600,00€  28.600,00€ 28.600,00€  28.60000€  28.600,00€  28.600,00€  28.600,00€  28.600,00€  28.600,00€  28.600,00€  28.600,00 €
Salary Coach 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00 € 3.025,00€ 3.025,00 € 3.025,00 € 3.025,00€ 3.025,00 € 3.025,00 €
Salary Content Creator 12.100,00€  12.100,00€  12.100,00€  12.100,00€  12.10000€  12.10000€  12.10000€  12.100,00€  12.100,00€  12.100,00€ 12.100,00€  12.100,00 €
Hardware & Software 10.000,00 € - € - € - € - € 3.000,00 € - € - € - € - € - € - €
Merchandise 4.657,95€ 4.700,29 € 4.669,65 € 4.585,57 € 4.468,77 € 4.34121€ 4.226,05€ 4.147,66 € 4.13164 € 4.204,77 € 4.395,09 € 4.731,81€
Travel expenses 10.32035€  10.337,31€  10.32063€  10.27942€  85.22331€ 10.16244€ 10.10743€ 10.06947€  10.060,20€  10.091,82€  10.177,02€  10.329,01€
Boot camps - € - € - € 5.000,00 € - € - € - € 5.000,00 € - € - € - € - €
Other 3.096,11 € 3.101,19€ 3.09,19 € 3.083,83€  25.566,99 € 3.048,73 € 3.032,23€ 3.020,84 € 3.018,06 € 3.027,55€ 3.053,11€ 3.098,70 €
Sum of expenses 71.799,41€ 61.863,79€ 61.811,47€ 66.673,82€ 158.984,08€ 64.277,38€ 61.090,71€ 65.962,97€ 60.934,90€ 61.049,14€ 61.350,22€  61.884,52 €
Total 31.404,14€ 41.509,31€ 41.394,82€ 36.120,42 € 693.249,07€  37.346,98 € 39.983,62 € 34.731,69 € 39.667,11 € 39.869,08 €  40.420,01 € 41.405,58 €
Total discounted (monthly) 20.611,91 € 27.006,42€  26.696,71 € 23.091,64 € 439.320,52€  23.460,54 € 24.897,45 € 21.438,22 € 24.270,78 € 24.181,30€  24.301,33 € 24.676,45 €

Appendix 19: Key Performance Indicators

Key Performance Indicator:

Key performance indicators for C5:GO @ Benfica

By Philipp Schauerte and Philipp Weber, as part of their Field Lab in Sports Management

Break-even in years

Revenue Growth YoY (CAGR)

NPV /PV

% of Cash Flow needed for
repayment of external investor

Worst-Case Base-Case Best-Case
n/a 3,4 19
12,23% 26,06% 20,75%
- 886.391,34€ 957.435,83 € 2.213.333,23 €
n/a 59,91% 30,24%

Additional information:

Expected (PE-
Risk-free return [Market risk Unlevered Beta |Discount factor *P (PE)
return
2,90% 6,12% 134 11,10% 13,90%
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