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1. Definition of Contemporary Theater

Known as a type of art that 
integrates various elements, 

including art, dance, and music

Carry the breath of the 
most modern things

Does not have pre-
established stage rules

The main objective is to 
get the public to react, 

often by opening a 
debate.



2. Overview of the performing art market in the world 

• Performance art originated in the early 20th 
century with futurism

• In the 1990s, became popular by addressing 
various social issues

• In the 1960s and '70s, characterized by 
spontaneity, audience interaction, and 
political activism

Brief history 

Idecaf Theatre Stage

The quintessence of Tokin



2. Overview of the performing art market in the world 

12 months before Covid: Performing Arts audiences were also 
attending 

(Source: The Audience Agency, 2023)

In-person Attendance: In the 12 months before the 
pandemic

(Source: The Audience Agency, 2023)

Before Covid-19

Performing Arts audiences mostly attended Museum and Heritage, and 19% said that they had 
seen a Play in the Mainstream and 19% in Contemporary type had been to a live music gig. 

The Performing Arts market situation in the World



2. Overview of the performing art market in the world 

After Covid-19The Performing Arts market situation in the World

The 
market 

statistics

Dance covered 31.6%, 
largest compared to other 

competitors.

Annual growth rate (CAGR) of 16.2% 
rose, from $156.04 billion (2020) to 
$181.39 billion (2021)

Annual growth rate (CAGR) for other 
categories is 9.6% from 2020 -2025.

Expected to reach 
$244.6 billion in 2025.



2. Overview of the performing art market in the world 

After Covid-19The Performing Arts market situation in the World

• Performing Art Companies Industry Overview
o Companies displays significant fragmentation
o The overall market is highly competitive and 

diverse

• Growth in Emerging Markets

• Increasing Demand for Live Entertainment



3. Overview of the performing art market in Viet Nam 

Performing arts in 
Vietnam is an important 
part of cultural heritage 

with its diversity and 
depth 

Folk performing arts have 
existed for thousands of 

years and are often 
passed down via 

generations

Since 1986 renovation, 
professional performing 
arts have become more 

developed



4. The story and the reason to choose business

A place to preserve and develop traditional 
Vietnamese culture

Address the challenges faced by actors in theater: 
unemployment, low salary

A platform for talented young individuals to advance 
their careers and contribute to the growth of vietnam’s 

dramatic arts sector.



5. Company Introduction



5. Company Introduction
Company Description

Type of company: Private company and limited liability

Slogan: “The contemporary breath in the essence of the 
East”

Location: Gate 1, Hacinco Student Village, 79 Nguy 
Nhu Kon Tum, Thanh Xuan District, Hanoi

Company’s name: LucTeam Contemporary Art Theater



5. Company Introduction
Company Description

Mission
We committed to delivering the most special 
and unique artistic experiences to the 
audience by blending creativity, modernity, 
with the desire to preserve cultural and 
artistic values, inspire, and elevate the lives 
of all.

Vision
By 2028, LucTeam will become an icon 
of contemporary theater in Vietnam, 
symbolizing innovation, creativity, and 
serving the spiritual life of humanity.

Core Value

 INSPIRATION  COLLABORATION  CREATIVITY  PASSION 



II MARKET ANALYSIS AND VALUE PROPOSITION

1. Market 
potential

2. Market 
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3. Market 
analysis
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1. Market potential 

Post-Covid 
Growth and 

Industry Leaders

Diversity and 
Innovation

Social Relevance 
and Activism

Role of Young 
Talent

Financial Support

The potential of the Global Contemporary Theater Market



1. Market potential 
The potential of the Vietnam’s Contemporary Theater Market

Innovative Fusion of 
Tradition and Contemporary 

Storytelling

International 
Exposure and 
Collaboration

Challenges in 
Vietnamese 

Contemporary Drama

Cultural Richness 
of Vietnam

Government Support 
for Cultural 

Development
Growth in Entertainment 

Industry



• In the world, 1 in 8 people is affected by a 

mental disorder. 

• The rate of depression in Vietnam in Covid-19 epidemic 

is 14,636%

-> The trend not only cares about physical health but 

also the mental health and emotions of Vietnamese 

people.

2. Market trend analysis
1. Trend of interest in mental health



Vietnamese people are showing a stronger 
tendency to access and pay attention to products 
of the performing arts industry to have a healthy, 
positive and optimistic spiritual life . 

2. Market trend analysis
2. The growth of performing arts therapies for mental health

Performing arts activities have a positive impact 
on reducing anxiety, stress and depression.



2. Market trend analysis
3. The trend of preserving traditional cultural and artistic values

• In recent years, traditional cultural values, have 
always been focused on preserving and 
promoting. 

• Many activities to introduce and bring 
traditional art forms closer to the public have 
been carried out by young people with full 
enthusiasm. 



2. Market trend analysis
4. The trend of integrating digital technology into performing arts

• Technology is increasingly developing and is increasingly 
making a major contribution to the performing arts 
industry.

Scenic

Lighting

Projection



3. Market analysis

Direct Competitors Le Ngoc Stage

Main Product: 
Drama, Puppetry, Opera, Cairo 
jess, Opera-ballet

Price: 
VVIP ticket:399.000VND
VIP ticket: 299.000 VND 
Regular ticket: 199.000 VND



3. Market analysis

Youth Theater of Vietnam
Main Product: 
• Drama, Singing, Dancing, Light 

music, Ethnic music, Pantomime

Price: 
• From 100,000VND to 180,000VND

Direct Competitors



3. Market analysis

Direct Competitors

Vietnam National Drama Theater
Main Product: 
• Classic drama, Modern drama

Price: 
• VVIP ticket: 550,000 VND 
• VIP ticket: 450,000 VND
• Standard 1: 350,000 VND
• Standard 2: 250,000 VND



3. Market analysis

CGV Cinema Royal 
City

The Quintessence of 
Tonkin

Vietnam National 
Puppetry Theatre

Price From 65,000VND 
to 150,000VND

From 200,000VND 
to 600,000VND

From 120,000VND to 
400,000VND

Product Movies Mixed art 
performing Water Puppetry

Indirect Competitors



3. Market analysis

Lesson and practical experience

Focus on quality 
and service attitude

Analyze competitors 
and build a reasonable 
business strategy

Pay attention to the 
choice of construction 

site



4.  SWOT Analysis

Strengths
- Director Tran Luc with extensive experience

- A team of young actors, grasping modern trends
- The stage style "Uoc le - Bieu hien" 

- The participation and advice of renowned artists
- A diverse range of services

- Central location easily attracts customers

Weaknesses

- As a relatively new theater company
- The actor training process is lengthy and time-consuming.
- Financial resources are limited.
- Organizational operations still have several shortcomings.
- The innovative theatrical style may not appeal to 
everyone's artistic tastes.

Opportunities
- The public's need to enjoy art is increasing.

- Contemporary theater tends to be popular in the art 
market.

- The trend of cultural tourism development in Vietnam.
- The younger generation preserves Vietnam's cultural and 

artistic traditions.
- The diverse development of various forms of media. 

Threats
- Facing competition from various other artistic and 
entertainment sectors.
- Facing competition from other theater companies.
- Many audiences prefer traditional theater over 
innovative contemporary forms.
- Copyright enforcement in Vietnam is still not well-
defined.

TO
S W

T



5.  Customer Segmentation 
Survey Method

Interview 1:1 Survey Online Customer Persona

01 02 03



5.  Customer Segmentation 
1. Interview 1:1

The sample consist of 14 interviewees
-       Age range from 18 – 45
-       Have lived, studied or worked in Hanoi
-       All interviewees have watched LucTeams plays

- The difference between middle-aged and young audiences' reasons for coming to see 
plays
- LucTeam's unique blend of classic and modern principles attracts clients
- Unsatisfied customer elements in the play
- Suggestions for improvement

Insight Summary



5.  Customer Segmentation 
2. Survey Online

DEMOGRAPHIC SEGMENTATION



5.  Customer Segmentation 
2. Survey Online

(Source: World Population Review, Recited by Hanoitop10.net, 2022)

HaNoi Population:
8,418,883

HaNoi Density:
2,398 people /km²

GEOGRAPHIC SEGMENTATION



5.  Customer Segmentation 
2. Survey Online

PSYCHOGRAPHIC SEGMENTATION
- Find an entertainment space after stressful working 
hours

- Enjoy relaxing time with family or friends

- Prioritize the meaningful content and quality of the play

- Consider the reasonable ticket price and the play's 
timing to fit your busy schedule. 



5.  Customer Segmentation 
2. Survey Online

BEHAVIOR SEGMENTATION

Spending habits

Frequency of participation

Influential factor



5.  Customer Segmentation 
3. Customer Persona

Contemporary performance 



5.  Customer Segmentation 
3. Customer Persona

Training course



5.  Customer Segmentation 
3. Customer Persona

Stage hiring service



6. Value Proposition

Unique stage concept 

A revolution in stage 
language

An interactive art experience: 
Beyond the performance 

The combination of modern 
and traditional stage design.

Dedicated customer service 
process

Innovative acting and script 
writing courses01

02

03

04

05

06



7. LucTeam Business Model Canvas



01 Key activities

02 Center structure

03 Key partners

04 Key resources

05 Distribution Channel

06 PESTEL Strategy

07 Marketing mix

08 Marketing plan

III



1. Key activities 

Center management

Financing, 

accounting, billing

Servicing motif

Marketing

Customer Service

Maintenance



2. Center Structure



3. Key partners

Experienced 
artists and 
lecturers

Makeup & Stylist

Stage 
construction and 
design

Costumes and props 
for actors

Design and Sew 
Uniforms

Card payment 
service provider



4. Key resources

1,100,000,000VND from equity

Financial resources

Suppliers

Human resources



5. Distribution channel
Direct Channels

Indirect Channels



6. PESTEL Strategy

PESTEL 
STRATEGY

Political:  Communist Party of 
Vietnam about Decree 15/2016/ND-
CP and Decree 79/2012/ND-CP

Economic: GDP is estimated at 409 
billion USD in 2022 (GSO), Moreover, 
Vietnam's GDP growth rate in 2022 
increased by 8.02% in this time (GSO)

Social: A population of about 99 million 
(Worldometer, 2023), 4.67 million VND 
monthly income (GSO, 2022). Increase 
interest in entertainment (Statista 2021)

Technological: By the beginning of 2023, 
Vietnam has nearly 78 million internet users, 
more than half of them using it for 
entertainment (Vietnam Digital Report, 
2023)

Legal: Follow various laws such as Law of 
establishing of a company, licensing 
activities, Safety regulations and 
copyright

Environmental: Too rapid 
urbanization can cause adverse 
impacts on the environment if not 
managed carefully



7. MARKETING 7PS

7Ps 
MARKETING 

MIX

Product

Price
Physical evidence 

PromotionPeople

Process Place 



7. MARKETING 7PS

PRODUCT

Short play excerpts Stage rental service



7. MARKETING 7PS

PRODUCT Acting & Script Writing 
training course

Basic acting course 
15 sessions

Advanced acting course 
30 sessions

Basic script writing course 
15 sessions

Advanced screenwriting course 
15 sessions



7. MARKETING 7PS

“Uoc Le” Ticket
  200,000VND

Happy Ticket
250,000VND

Contemporary Ticket
350,000VND

AI Ticket
450,000VND

Short play 
excerpts

PRICE



7. MARKETING 7PS

PRICE

Courses Price
First Steps to Acting - 15 session 
course 

4,500,000VND

Improving Acting Skills - 30 session 
course

8,000,000VND

Screenwriting Basics - 15 session 
course 

4,500,000VND

Improving Screenwriting Skills - 30 
session course

8,000,000VND

Acting & Screenwriting training course

Number of hours Rental price

7:00 am – 2:00 pm 6,000,000VND

3:00 pm – 10:00pm 7,000,000VND

Renting stage service



Gate 1, Hacinco Student Village, 79 Nguy Nhu Kon Tum, 
Thanh Xuan District, Hanoi

7. MARKETING 7PS
PLACE



7. MARKETING 7PS

1st floor

PLACE

Waiting Room for Customers Office Area Exhibition Area

Cashier Counter 



7. MARKETING 7PS

LucTeam’s 
Stage

Actor’s 
Makeup 

Room

2nd floor



Digital Channel Community
share experiences, exchange knowledge, 
and offer drama-related 
recommendations

cultivate a sense of belonging and 
camaraderie among its customers and 
fans

encouraging lively discussions not only 
about drama but also about the 
distinctive services it provides. 

7. MARKETING 7PS

PROMOTION



7. MARKETING 7PS

PROMOTION

share information about the brand's 
core values, goals, and mission.

Interact with and support customers 
through various tools 

two-way communication channel with 
customers offer detailed information 
about the plays

Digital Channel Website



7. MARKETING 7PS

PROMOTION

WORD-OF-MOUTH
carefully prepared, from studio 
decorations to inviting guests

OFFLINE EVENTS

specially printed banners serve both 
marketing purposes and sharing event 
information 



7. MARKETING 7PS

PEOPLE

People manage the 
functional department

People directly interact and 
take care of customers

People who create plays 
and perform them



7. MARKETING 7PS

PROCESS



7. MARKETING 7PS

PROCESS



7. MARKETING 7PS



7. MARKETING 7PS

PHYSICAL EVIDENCE

LucTeam Fanpage LucTeam Logo



Employee identification card

LucTeam Card Visit

7. MARKETING 7PS



7. MARKETING 7PS

LucTeam Website LucTeam Uniform

PHYSICAL EVIDENCE



8. MARKETING PLAN

It coordinates company goals and 
objectives. It defines the target market, 
allowing us to segment them according to 
your needs.

MARKETING PLAN

   2023-2024



Phase 1 (15/9 - 15/10)

Phase 3 (15/11 - 31/12)

Phase 2 (15/10 - 15/11)

Reintroduce the brand

The needs of entertainment

The expectation of customer

8. MARKETING PLAN

PILOT TESTING

123-456-

7890

PHONE 

NUMBER
EMAIL 

ADDRESS

LucTeam Fanpage



PILOT TESTING RESULT

Facebook like and new followers (15/09 – 15/11/2023) (Source: Meta Business Suite)

Facebook follower demographic (15/09 – 15/11/2023)

(Source: Meta Business Suite)

8. MARKETING PLAN



Launching the Stage Trailer: 
sharing the audience's 

experiences and insights, 
collaborating with KOLs 

Phase 1

Increasing Customer Awareness 
and Engagement: interviews 

with director and actors, 
celebrate dedicated audience

Phase 2

Post seeding articles to groups 
and communities of theater 

lovers

Phase 3

8. MARKETING PLAN

PRE – OPENING MARKETING STAGE Duration: 1/1/2024 - 31/1/2024
Campaign’s name: LucTeam - Spotlight Symphony

Campaign slogan: Experience the magic of live storytelling



8. MARKETING PLAN

OPENING MARKETING STAGE

Duration: 1/3/2024 - 14/3/2024

Run Fanpage Facebook Ads

Run TikTok Channel Ads 

Seeding group KOCs review

ONLINE MARKETING



8. MARKETING PLAN

OPENING MARKETING STAGE

The highest score: 
1 million cash, 02 AI Ticket 

2nd highest scorers: 
500.000 VND, 01 AI Ticket 

3rd highest scorers: 
01 AI Ticket 

ONLINE PROMOTION



8. MARKETING PLAN

15% discount for first 30 customers join 
"check-in" event.

Up to 30,000 VND, for 31 -50 customers 
with bill over 600.000 VND

Give the lucky wheel for customer 
checking in on Facebook, posting, 
location, tagging LucTeam

OFFLINE PROMOTION
OPENING MARKETING STAGE



Duration: 16/3/2024 - 31/12/2024

Talk shows at High schools and Universities 

MARKETING PLAN FOR THE UPCOMING YEAR

8. MARKETING PLAN



Duration: Day 10th monthly

Providing free courses

MARKETING PLAN FOR THE UPCOMING YEAR

8. MARKETING PLAN



Duration: 15/06/2024 - 15/12/2024

Organize a major nationwide competition

MARKETING PLAN FOR THE UPCOMING YEAR

8. MARKETING PLAN



Time Duration Budget (VND)

Pre - opening Phase 1 (1/1/2024 -
15/1/2024 27.270.000

Phase 2 16/1/2024 -
31/1/2024) 20.500.000

Opening Phase 1
1/3/2024 - 7/3/2024 43.688.000

Phase 2
8/3/2024  - 14/3/2024 500.000

Online 15/3/2024  -31/12/2024 25.900.000
Offline 30/3/2024 - 15/12/2024 207.000.000
Total 324.858.000

MARKETING BUDGET 2024
Activities Budget in 2025 

(VND)
Budget in 2026 
(VND)

Run Ads on Facebook 96.000.000 120.000.000

Run Ads on TikTok 120.000.000 120.000.000

Booking KOL 100.000.000 50.000.000

Minigame 60.000.000 84.000.000

Publicity 10.000.000 20.000.000

Other 43.660.000 138.072.800

Total 429.660.000 532.072.800

MARKETING BUDGET 2025-2026

8. MARKETING PLAN



Time Activities
Total Budget 

(VND) Total reach
Total new 
followers

Pre - opening
1/1/-31/1

Facebook Ads 1.200.000 1,500 320

TikTok Ads 3.000.000 3,500 700

Opening
1/3 - 14/3

Facebook Ads 2.000.000 2,500 600

TikTok Ads 3.500.000 4,000 350

Online
15/3 - 31/12

Facebook Ads 10.900.000 15,000 1,000

TikTok Ads 15.000.000 25,000 2,000

Offline
15/3 - 31/12

Facebook Ads 50.000.000 80,000 4,000

TikTok Ads 23.000.000 40,000 1,500

Time Channel
Total 

Budget(VND)
Reach per 

time Conversionrate Click/ 
Engage

2025
Facebook 96.000.000 50,000 13.17% 6583

Tiktok 120.000.000 20,000 16.02% 3205

2026
Facebook 120.000.000 50,000 14.71% 7356

Tiktok 120.000.000 20,000 18.02% 3606

2027
Facebook 144.000.000 80,000 12.94% 10352

Tiktok 120.000.000 35,000 13.59% 4758

EXPECTED MARKETING KPI 2024-2027

8. MARKETING PLAN



IV FINANCIAL PLAN

INITIAL CAPITAL

REVENUE STREAM

COST STRUCTURE AND EXPENSES

FINANCIAL ANALYSIS

01

04

03

02



Initial capital

Working Capital
580,513,000

Initial Investment
519,487,000

Legal Procedure 
10,000,000

Rent 
240,000,000

Equipments 
100,727,000

Software, Sales Computer 
26,200,000

Printing
2,150,000

Furniture 
55,170,000

Renovation and Reconstruction Fee 
85,240,000



Estimate sales and revenue

Pessimistic Most likely

2.700.000.000

1.545.000.000

1.248.000.000

5.493.000.000

Optimistic

Ticket Sales

Courses

Stage Rental Service

1.890.000.000

1.081.500.000

873.600.000

3.845.100.000

Ticket Sales

Courses

Stage Rental Service

1.350.000.000

772.500.000

624.000.000

2.746.500.000

Ticket Sales

Courses

Stage Rental Service



Revenue Stream

5,493,000,000
6,138,000,000

7,601,040,000
8,281,440,000

9,513,360,000

3,845,100,000
4,296,600,000

5,320,728,000
5,797,008,000

6,659,352,000

2,746,500,000
3,069,000,000

3,800,520,000
4,140,720,000

4,756,680,000

0

2,000,000,000

4,000,000,000

6,000,000,000

8,000,000,000

10,000,000,000

Year 1 Year 2 Year 3 Year 4 Year 5

Total revenue (2023-2028)

Optimistic Most likely Pessimistic



Cost structure and expense

Total per year: 
521,258,500 Internet

1.17%
Rental

93.33%

Sanitation
0.12%
Depreciation

5.38%

Fixed Cost Structure



Cost structure and expense

Total in Year 1
1,650,307,119 Electricity expense

3.79%

Water expense
0.16%

Marketing expense
19.68%

Logistics Expenses
1.00%

Printing Expenses
4.25%

Commission for Sales platform
9.16%

Salary
50.17%

Social insurance
8.78%

Health insurance
1.51% Unemployment insurance

0.50%

Miscellaneous Expenses
1.00%

Variable Cost Structure
Most likely Case



Financial analysis

5,493,000,000 
6,138,000,000 

7,601,040,000 
8,281,440,000 

9,513,360,000 

5,189,580,000 

5,811,222,336 

7,177,488,336 
7,857,021,336 

9,065,034,336 

2,602,309,553 
2,741,610,622 

3,345,956,619 
3,732,837,680 

4,598,830,496 

 -

 1,000,000,000

 2,000,000,000

 3,000,000,000

 4,000,000,000

 5,000,000,000

 6,000,000,000

 7,000,000,000

 8,000,000,000

 9,000,000,000

 10,000,000,000

 Year 1  Year 2  Year 3  Year 4  Year 5

Net Sale, Gross Profit and Net Income in Optimistic Case (2023-2028)

Total Sales Revenue Gross Profit Net Income



Key financial figures 

01

02

03

NET PRESENT VALUE 
(NPV): 9,927,464,134

DISCOUNTED PAYBACK 
PERIOD: ABOUT 5 MONTHS 

IRR: 248%

DISCOUNTED PAYBACK 
PERIOD: ABOUT 5 MONTS 

Optimistic Case 



Financial analysis

3,845,100,000 
4,296,600,000 

5,320,728,000 
5,797,008,000 

6,659,352,000 

3,607,347,000 
4,035,489,336 

4,993,089,336 
5,467,635,336 

6,312,984,336 

1,338,827,505 1,475,382,974 
1,903,257,709 

2,170,470,671 
2,609,003,418 

 -

 1,000,000,000

 2,000,000,000

 3,000,000,000

 4,000,000,000

 5,000,000,000

 6,000,000,000

 7,000,000,000

 Year 1  Year 2  Year 3  Year 4  Year 5

Net Sale, Gross Profit and Net Income in Most likely Case (2023-2028)

Total Sales Revenue Gross Profit Net Income



Key financial figures 

01

02

03

NET PRESENT VALUE 
(NPV): 5,040,151,985

DISCOUNTED PAYBACK 
PERIOD: ABOUT 10 MONTHS 

IRR: 136%

DISCOUNTED PAYACK 
PERIOD: ABOUT 10 MONTHS 

Most likely Case



Financial analysis

2,746,500,000 
3,069,000,000 

3,800,520,000 
4,140,720,000 

4,756,680,000 

2,552,814,000 
2,851,956,336 

3,535,956,336 
3,875,289,336 

4,477,995,336 

497,505,457 
675,307,326 

911,372,651 
1,107,320,713 

1,442,990,588 

 -

 500,000,000

 1,000,000,000

 1,500,000,000

 2,000,000,000

 2,500,000,000

 3,000,000,000

 3,500,000,000

 4,000,000,000

 4,500,000,000

 5,000,000,000

 Year 1  Year 2  Year 3  Year 4  Year 5

Net Sale, Gross Profit and Net Income in Pessimistic Case (2023-2028)

Total Sales Revenue Gross Profit Net Income



Key financial figures 

01

02

03

NET PRESENT VALUE 
(NPV): 1,863,841,043

DISCOUNTED PAYBACK 
PERIOD: ABOUT 2 YEARS

IRR: 62%

Pessimistic Case



RISK MANAGEMENT

01
THE RISK FROM 

CUSTOMER 

02
THE RISK FROM 

COMPETITOR

06
THE RISK FROM 

COPYRIGHT 

04
THE RISK OF 
TECHNICAL 
PROBLEMS

05
THE RISK 
OF LEGAL

03
THE RISK OF 

SUPPLIER 

V



Risk management

• Disruptive or disrespectful 
behavior

• Overbooking, seating dispute
• Cancellation of stage rental 

booking, delay in payments
• Out-dated Content

RISK FROM 
CUSTOMER

• Lower-priced tickets
• Large capacity
• Reputation

• Comparable Products or Services
• General Target Market

RISK FROM 
COMPETITORS

Direct Competitors

Indirect Competitors



Risk management

RISK FROMTECHNICAL 
PROBLEM

Audio or visual equipment can 
fail unexpectedly.

RISK FROM SUPPLIER
▪ Poor quality

▪ Delay in shipments, 

▪ Unexpected price increase

RISK FROM LEGAL
▪ Contract disputes 

between parties involved

RISK FROM COPYRIGHT
▪ Lower-priced tickets

▪ Large capacity
▪ Reputation



Risk management

STARTUP PHASE YEAR 0

INTRODUCTION PHASE
YEAR 1

GROWTH PHASE
YEAR 2, 3

YEAR 4 MATURITY PHASE

EXTENSION PHASE
AFTER YEAR 5



FUTURE ORIENTATION

STARTUP PHASE

• Target audience 
and local demand

• Unique offerings.
• Building up 

Infrastructure
• Short-term & long-

term goals, and 
budget

INTRODUCTION 
PHASE

• Execution and 
Adaptability 

• Customer Base: 
Build loyalty

• Excellent Customer 
experiences 

• Financial 

• Market Position
• Strategy: Stability 

and growth
• Alignment
• Finances and 

operations 
• Enhance 

experiences

MATURITY 
PHASE

• Presence 
Expansion 

• Strong foundations
• Grow in 

contemporary 
stage art

• Service 
Enhancement

• Strategic Planning

GROWTH PHASE

• New markets
• Drive Creativity
• New projects and 

artists.
• Talent 

Development
• Impact on the 

artistic community

EXTENSION 
PHASE

VI



PREVIEW PERFORMANCE

45000000 46000000 47600000

105 107 110
0

20000000

40000000

60000000

August November October
Revenue QuantitySold

Month August November October

Revenue 45.000.000 46.000.000 47.600.000

Quantity Sold 105 107 110



PREVIEW PERFORMANCES
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