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1. Executive Summary

This plan sets out a Sports Events & League Business in India — operating a season-based competitive league or
tournament series, selling title and associate sponsorship, broadcast and digital rights, team entry and franchise

participation, ticketing and hospitality, merchandise, and ancillary clinics and activations.

This business owns no facility, employs no athletes and coaches nobody. It assembles a competition out of other
people's assets — venues rented from operators like the turf business in this vertical, teams that already exist, officials from
recognised panels, sponsors, broadcasters — and it monetises attention rather than participation. That places it
alongside the esports arena as the vertical's second attention-economics plan, and structurally closest to the pure

intermediaries this library has already examined.

Its economics invert the order most promoters expect: participant fees and ticketing are the smallest lines,
while sponsorship and broadcast or digital rights carry the business (57% - 62% of revenue). Ticketing in Indian
domestic sport below the top tier is, honestly, negligible — it is worth reporting as a metric of audience rather than
as a source of income. Which produces the sharpest version of the buyer-user split in this library: the customer who
pays is not the customer who attends, and is not even present in the transaction the audience experiences.
The sponsor buys attention; the audience receives sport; the teams receive competition. An operator who forgets which

of those three is funding the enterprise will build a beautiful event nobody paid for.

Leagues are cash-negative for years, and the reason is structural rather than a matter of ramp: credibility
must be bought before it can be sold. Prize money, production quality, competent officiating and a published calendar
have to exist before any sponsor will pay for them — the same "buy the asset first" shape the LMS platform and the pet

food brand carried, and it produces a Year 1 loss of 42 lakh on X1.58 crore of revenue before profitability arrives in Year 3.

And the failure mode that ends most Indian leagues has a name: season-two collapse. A first edition is
straightforward to fill on novelty and goodwill. A second requires three things to have actually happened — teams
had a worthwhile experience, sponsors saw measurable return, and the operator paid everybody. The third is
the one nobody writes down, and it is where this sector's reputation was lost: unpaid prize money and delayed vendor
settlements are chronic in Indian amateur and semi-professional competition, and a league that does not pay
its prize money in season one has no season two regardless of how good the event looked. This plan therefore
carries prize money paid within 30 days of the final: 100% and vendor, venue and official payments within
agreed terms: 100%, and reports returning-team rate (58% - 88%) and sponsor renewal (44% - 82%) as the two

metrics that determine whether a league exists or whether an event merely happened twice.

This plan models a league requiring ¥1.15 crore (340 lakh promoter + %55 lakh investor + %20 lakh working-capital
finance), moving from ¥1.58 crore revenue and a %42 lakh loss in Year 1 to ¥4.18 crore revenue and ¥53 lakh

profit by Year 3. (Rights and sponsorship business; renewal-driven — figures illustrative.)

2. Business Description, Vision & Legal Structure

Concept: A season-format league with a published calendar, contracted teams, panel officials, broadcast-standard
production and streaming distribution, sold to sponsors on measured audience delivery and supported by ancillary clinics,

activations and merchandise.

Vision: To still be running in season five, with the same teams.



Mission: Pay the prize money before the celebration ends; publish the calendar and keep it; put qualified officials on every

match; measure what the sponsor actually received; and build a league rather than stage a tournament.

Legal structure options

o Private Limited — effectively required: sponsorship contracting, rights sales, investor funding and prize-money
liability.

e LLP — unsuitable once rights and external investment are contemplated.

o Section 8 / federation-affiliated body — relevant where the league seeks official sanction and development

positioning.

Regulatory anchor: the exposures are contractual and integrity-related rather than licensing-based. Sanction and
affiliation matter where a recognised federation governs the sport — an unsanctioned competition may face player-
eligibility consequences that damage the teams rather than the organiser, which makes it their problem and therefore the
league's. Alongside: player and team contracts covering participation, image rights, injury and payment terms;
broadcast and digital rights agreements, where the league must actually own what it is selling — venue,
participant and music rights all sit inside a broadcast and are frequently assumed rather than secured; event insurance
covering participants, spectators and third parties; venue safety, crowd management and municipal permissions;
advertising and sponsorship compliance, including surrogate advertising rules that matter in Indian sport
sponsorship; GST on sponsorship and rights; and — most seriously — competition integrity, since betting-related
manipulation is the principal reputational and legal risk in Indian sport, and a league that has not thought

about it before its first season has already left the door open.

3. Promoter & Ownership

Led by a promoter with sports commercial, event or broadcast background. Three competences decide outcomes:
sponsorship sales, since that is the revenue; event delivery, because a badly run first season cannot be repaired by a better
second one; and financial discipline through a loss-making build, because the credibility this business sells must be paid for
in advance. Commercial relationships, production quality, payment reliability & integrity governance are the differentiators.

Ownership, equity & investor terms are editable inputs.

4. Market Analysis — India

Demand is driven by the franchise-league template's success across Indian sport, brand appetite for regional and
niche audiences, digital distribution removing the television gatekeeper, and a large base of semi-professional and
amateur competition with no organised structure. The market is real but crowded with short-lived attempts. It is

sponsorship-funded, renewal-dependent and reputationally fragile .

Demand drivers

« The franchise template's proven appeal across cricket, kabaddi, football and emerging sports.

« Brand demand for regional and niche audiences that national properties price out of reach.

« Digital distribution, which allows a small league to reach an audience without a television deal.

¢ Unstructured semi-professional competition in most sports and most cities, waiting to be organised.

¢ Player demand for meaningful competition beyond age-group and club cricket.



Market sizing (illustrative framing)

TAM Indian sports sponsorship & rights spend Large; concentrated at the top
SAM Regional/niche properties brands will fund Narrow; relationship-bounded
SOM (Yr 1-3) Renewed sponsors x delivered audience Sponsor renewal 44% — 82%

The core strategic distinction in this business, and the reason to build a league rather than run tournaments,
is that a tournament is an event and a league is an asset. A tournament happens, concludes, and leaves the
organiser with a bank balance and some photographs; every edition starts from zero on sponsorship, teams and
audience. A league — a published calendar, a table that means something, teams with continuing identity, a season that
builds toward something — accumulates. Sponsors can plan against it, teams organise their year around it, audiences
know when to watch, and the property becomes worth more each season rather than the same amount
repeatedly. The practical difference is not scale but structure: a fixture list published a year ahead, standings that
persist, and the same teams returning. That is why returning-team rate is the metric this plan leads with — a
competition whose participants change entirely each year is a tournament series wearing a league's name,

and it will never accumulate the value that makes rights saleable.

Target segments

o Title and associate sponsors — the funding customer; regional brands, category sponsors, ecosystem partners.
« Digital platforms and broadcasters buying rights or revenue-sharing distribution.

« Teams and franchises paying entry or franchise fees for a credible competition.

¢ Local audiences — small ticket revenue, large sponsorship value.

¢ Government and federation programmes supporting sport development, occasionally funding.

5. Competition & Competitive Advantage

Landscape: established national leagues absorbing most sponsorship, other regional leagues and tournament series,
federation-run competitions, and — most importantly — the sponsor's alternative uses of the same money, which
include digital advertising with far better measurement. A league does not merely compete with other leagues; it

competes with a performance-marketing spreadsheet.

The business's edge

Measured audience delivery reported to sponsors, rather than assertions about exposure.

Production quality above the threshold at which a property looks like a media asset.

« Payment reliability, which in this sector is genuinely differentiating.

Integrity governance, which is what a sponsor is actually buying protection against.

o A calendar that holds, letting teams and sponsors plan.

Competing against a performance-marketing budget requires accepting what sponsorship cannot do and being
precise about what it can. A sponsor comparing a league to digital advertising sees a channel with worse targeting,
weaker attribution and no click-through — and dismissing that comparison as philistine loses the sale. What

sponsorship offers instead is association, category exclusivity, physical and emotional context, and access to an

audience in a state of attention that a scrolling feed does not produce. Those are real, and they are also



unmeasurable in the way a performance marketer wants. The bridge is to measure everything that CAN be measured
and report it unprompted: watch-hours delivered, reach, cost per watch-hour (32.60 falling to X0.62), activation footfall,
content performance. A league that hands its sponsor a numbered report at season end renews at a materially
higher rate than one that sends photographs — and the reason is simply that the sponsor has to justify the spend

internally to someone who was not at the match.

6. Revenue Model — The Payer Is Not the Audience

Title & associate sponsorship Per season, contracted Largest line; renewal-dependent
Broadcast & digital rights Rights fee / revenue share Grows with audience; digital-led
Team entry & franchise fees Per team per season Participation; caps at credibility
Ticketing & hospitality Per match ~8% — an audience metric, not income
Merchandise & licensing Per item / licence Small; identity-building
Ancillary events, clinics & activations Per programme Off-season; sponsor-funded
Prize money paid within 30 days 100% — by policy The season-two precondition

Digital rights rather than television is where a league of this size actually monetises, and the distinction
matters because it changes what the business must build. Indian broadcast rights below the top tier are thin — a
regional league will not sell a meaningful television deal, and structuring the business around one is how
promoters spend two years in unproductive meetings. Digital distribution inverts the position: the league can
publish directly, retain the audience relationship, measure delivery precisely, and sell that measurement to
sponsors — which is why the 24 lakh of production capability in the capital plan is not a vanity item but the mechanism
that converts an event into a property. The threshold effect here is sharp: below a certain production standard a
sponsor sees a recording of a match and values it at nothing; above it, the same match becomes content the
sponsor can use in its own channels, and the sponsorship multiplies. There is very little middle ground, which is

why under-investing in production is the most expensive saving available in this business.

7. Go-to-Market — Selling Season One, Earning Season Two

Season one

o Anchor sponsor secured before announcement, since a launch without funding commits the operator to a loss it

has not sized.
o Credible teams recruited — the competition's quality is the product sponsors are buying.
« Calendar published early, allowing teams and sponsors to plan around it.

e Production and distribution contracted before the first match rather than improvised during it.

Season two and beyond

« Pay everyone, promptly — the single highest-return action available to a first-season league.
o Report measured delivery to every sponsor, unprompted, within weeks of the final.
« Retain teams through experience quality, fair officiating and prompt settlement.

o Grow the audience asset, since rights value follows watch-hours rather than assertions.



Sales approach

Secure anchor sponsorship —= recruit credible teams — deliver a well-run, well-produced first season - pay everybody -
report measured returns - renew and expand. The commercial error that kills first-season leagues is over-
committing prize money against unsigned sponsorship. A large prize pool attracts strong teams, strong teams attract
sponsors, and the temptation to announce the pool before the money is contracted is enormous —and it is precisely how
leagues end up unable to pay, which is the one failure this sector does not forgive. This plan funds the season-
one prize pool from raised capital before the season opens (332 lakh of the X1.15 crore), so that the prize money is
committed capital rather than hoped-for revenue — expensive, deliberately conservative, and the reason a season

two exists.

8. Operations Plan (contract, stage, officiate, produce, settle)

« Team contracting: participation agreements, eligibility, payment terms, image rights and conduct obligations.

« Venue and calendar: venues booked and paid, fixture list published early and held.

« Officiating: officials drawn from a recognised panel (100%), with match assessment and a disciplinary process
independent of the commercial team.

Integrity: education for players and officials, reporting channel, anomaly monitoring and a documented

investigation process.

e Production & distribution: broadcast-standard capture, commentary, streaming, highlights and content for sponsors'
own channels.

e Sponsor servicing: activation delivery, brand visibility execution, and a measured delivery report to every
sponsor.

« Player welfare: insurance in force for every participant, medical presence at matches, injury protocol.

o Settlement: prize money within 30 days of the final; venues, officials and vendors within agreed terms.

Season lifecycle

m Activity Control point

Fund Anchor sponsorship contracted; prize pool funded Prize pool from capital, not hope
Assemble Teams, venues, officials, production Teams 16 - 32; officials 100% panel
Stage Matches, integrity monitoring, welfare Matches 62 — 168; insurance 100%
Produce Broadcast-standard capture & distribution Watch-hours ~140k » ~1.05m
Settle Prize money within 30 days; vendors on terms 100% — the season-two precondition
Renew Measured reports; team & sponsor retention Teams 58% - 88%; sponsors 44% - 82%

Competition integrity deserves treatment as a commercial asset rather than as a compliance chapter, because
it is precisely what a sponsor is buying protection against. A brand attaching its name to a competition is exposed to
that competition's conduct — and in Indian sport, betting-related manipulation is the principal reputational risk,
not a hypothetical one. A small regional league is in some ways more exposed than a large one: the players are semi-
professional and modestly paid, the matches are streamed and therefore bettable, and the scrutiny is lower.
Three controls belong in the plan from season one rather than after an incident. Education for players, officials and

team management, because many participants genuinely do not know where the line sits. A reporting channel that

does not route through the team or the commercial staff, following the same logic the sports academy applied to



safeguarding. And a documented investigation process with real consequences, which is what allows the league to
act rather than to hope. This plan reports integrity matters investigated and upheld as small non-zero numbers, on
the same reasoning the academy used for safeguarding: a league reporting no integrity concerns at all is not

necessarily clean — it may simply have no way for anyone to raise one.

9. Sanctioning, Rights & Integrity Governance (India)

« Sanction & affiliation where a recognised federation governs the sport — an unsanctioned competition can

create player-eligibility consequences that fall on the teams, which makes it the league's problem too.

+ Rights ownership: the league must actually own what it sells — venue, participant, image and music rights all sit

inside a broadcast and are frequently assumed rather than secured.

« Player and team contracts covering participation, eligibility, image rights, conduct, injury and payment terms with

dates.

o Integrity: education, independent reporting channel, anomaly monitoring, documented investigation and sanction

process — betting-related manipulation being the principal reputational risk in Indian sport.

« Event insurance for participants, spectators and third parties; player insurance in force for every participant
(100%).

« Advertising compliance, including surrogate advertising rules relevant to Indian sport sponsorship, and accurate

audience claims to sponsors.

¢ Venue safety, crowd management and municipal permissions; GST on sponsorship and rights income.

10. Organisation & Manpower Plan

Promoter / league commissioner

Broadcast & content production 5 9 15
League operations & match management 5 9 14
Commercial & sponsorship sales 4 8 13
Marketing & digital audience 4 7 11
Team & player liaison 2 4 6
Integrity, officiating & disciplinary 2 3 5

Admin, finance & accounts

Production is the largest single function throughout — the plan's thesis in payroll, since the produced content is what
converts a competition into something a sponsor can buy. Integrity and officiating is staffed separately from

commercial, for the same structural reason the adventure plan separated the safety decision from the revenue decision.

11. Implementation Timeline & Milestones




Build Month 0-5 Anchor sponsor, team recruitment, venue contracts, production capability, integrity framework

Season 1 Month 5-12 16 teams, 62 matches; X1.58cr revenue, 42L loss; everyone paid within terms
Season 2 Year 2 Returning teams 78%, sponsor renewal 68%; X2.58cr, 4L loss
Season 3 Year 3 32 teams, ~1.05m watch-hours; ¥4.18cr, X53L profit; renewal 82%, teams 88%

12. Financial Plan (lllustrative)

All figures are illustrative model assumptions for an Indian context, shown so the promoter can replace them with live rates.
Returning-team rate, sponsor renewal, watch-hours delivered and payment reliability are the levers — and

the Year 1 loss is structural, because the credibility this business sells must be bought before it can be sold.

12.1 Project cost & means of finance

capital reqUirement _

Season 1 prize pool & team payments (funded upfront) 32,00,000
Broadcast & production capability 24,00,000
Working capital (pre-revenue season build) 20,00,000
Marketing, launch & audience building 16,00,000
Venue booking deposits & advances 12,00,000
Technology (scoring, streaming, ticketing, league management) 6,00,000
Legal, sanctioning, insurance & registrations 5,00,000
Promoter contribution 40,00,000
Investor funding 55,00,000
Working-capital finance 20,00,000

Note that the season-one prize pool is capitalised rather than treated as an operating cost to be met from

revenue — the deliberate conservatism that makes a season two possible.

12.2 Projected Profit & Loss (3 years)

_

Title & associate sponsorship 68,00,000 1,08,00,000 1,68,00,000
Team entry & franchise fees 34,00,000 48,00,000 68,00,000
Broadcast & digital rights 22,00,000 46,00,000 92,00,000
Ancillary events, clinics & activations 14,00,000 22,00,000 34,00,000
Ticketing & hospitality 12,00,000 20,00,000 32,00,000

Merchandise & licensing 8,00,000 14,00,000 24,00,000



1'58’00'000 2’58'00’000 4'18’00'000

Prize money, team payments & player fees 48,00,000 62,00,000 88,00,000
Broadcast production & streaming 36,00,000 46,00,000 66,00,000
Salaries (league ops, commercial, marketing, admin) 34,00,000 46,00,000 66,00,000
Venue hire, officials & match operations 32,00,000 44,00,000 62,00,000
Marketing & audience building 22,00,000 28,00,000 36,00,000
Integrity, officiating standards & disciplinary process 6,00,000 8,00,000 11,00,000
Insurance (player, event, liability) 5,00,000 7,00,000 10,00,000
Technology & digital platform 5,00,000 7,00,000 10,00,000
Depreciation, interest & other 12,00,000 14,00,000 16,00,000

Total expenses 00,000 2,62,0 [0]0] 3,65,00,000

Net profit / (loss) before tax (42,00,000) (4,00,000) 53,00,000

Net margin (26.6%) (1.6%) 12.7%
RETURNING-TEAM RATE — league vs event 58% 78% 88%
SPONSOR RENEWAL RATE 44% 68% 82%
Prize money paid within 30 days of the final 100% 100% 100%
Vendor, venue & official payments within agreed terms 100% 100% 100%
Sponsorship + rights as % of revenue 57.0% 59.7% 62.2%
Ticketing as % of revenue — an audience metric, not income 7.6% 7.8% 7.7%
Digital watch-hours delivered (cumulative) ~140,000 ~420,000 ~1,050,000
Cost per watch-hour delivered to sponsors () 2.60 1.10 0.62
Officials drawn from a recognised panel 100% 100% 100%
Integrity matters investigated / upheld — reported, not zero 2/1 3/1 4/1
Player insurance in force for every participant 100% 100% 100%
Measured delivery report issued to every sponsor 100% 100% 100%
Teams participating / Matches staged 16 /62 24 /108 32/168

12.3 Unit economics & break-even

¢ Returning-team rate and sponsor renewal are the only two numbers that matter in year one.Revenue in a
first season can be manufactured; renewal cannot, and it is the sole evidence that an asset rather than an
event was created.

o Cost per watch-hour delivered (32.60 - ¥0.62) is the number that makes sponsorship defensible internally
at the sponsor's end — and the sponsor's internal justification, not the sponsor's enjoyment, is what drives renewal.

o Ticketing is reported and is not the business. At under 8% it is an audience indicator; a promoter modelling

Indian domestic sport on gate revenue has misunderstood the market.



* Prize money is capitalised for season one so that it is committed capital rather than hoped-for revenue —
expensive, deliberately conservative, and the reason a season two exists.

+ Break-even: Year 3. Two loss-making seasons are structural: production, prize money and officiating
standards must be visible before sponsorship will pay for them — the same shape the LMS and pet food plans

carried.

12.4 Projected Cash Flow — Year 1 (quarterly, illustrative)

S [ ey ey ey

Opening balance 78,00,000 58,00,000 44,00,000 36,00,000
Collections 22,00,000 48,00,000 52,00,000 32,00,000
Prize money, production, venues, salaries & overheads 42,00,000 62,00,000 60,00,000 36,00,000

Closing balance 58,00,000 44,00,000 36,00,000 32,00,000

The cash shape of a league is the mirror image of most businesses in this library: costs are front-loaded into
the season and sponsorship is collected in instalments that frequently trail delivery. Venues, officials, production
crew and player fees are paid during the season; sponsorship contracts commonly pay a portion on signature and
the balance against milestones or season completion, and corporate payment cycles do the rest of the
damage. The result is that the league funds its own season and is reimbursed afterwards, which is survivable once
and fatal if the second season is scaled up on the assumption that the first season's receipts have arrived. Three disciplines
follow. Contract sponsorship with a substantial advance component — a sponsor unwilling to pay anything before the
season is a sponsor funding nothing. Never commit a prize pool that is not already funded, which is why it sits in the
capital plan. And size season two against collected cash rather than contracted revenue, because the commonest
way a promising league dies is expanding on the strength of a successful first season whose money had not

yet been received.

12.5 Key Performance Indicators to Monitor

o The two that decide it: returning-team rate and sponsor renewal rate, tracked by season and by sponsor tier.

e Audience & rights: watch-hours delivered; cost per watch-hour; content performance; rights value per season.

« Reliability: prize money paid within 30 days; vendor and official settlement within terms; calendar adherence;
match completion rate.

o Integrity & welfare: officials from recognised panel; integrity matters investigated and upheld; player insurance

coverage; disciplinary process independence.

13. Funding Requirement & Bankability

Total ask: 55 lakh investor funding plus 20 lakh working-capital finance against 40 lakh promoter contribution.
Four points. First, this is an equity proposition — there is no security whatsoever, and a business designed to lose
money for two seasons cannot service term debt from cash flow. Second, the metric to underwrite is renewal, not
revenue. A first season's revenue proves only that the promoter can sell a launch; returning teams and
renewing sponsors prove that something was built — and a league in season three with 40% sponsor renewal is a
tournament series with good marketing. Third, examine payment history forensically. Unpaid prize money is the
sector's characteristic failure, and a promoter who has previously run an event that did not settle its
obligations should be regarded as carrying that history into this one. Fourth, ask what the league actually

owns. Rights sold without underlying venue, participant, image and music clearances are revenue recognised against



an obligation the league may not be able to fulfil — a documentation question that is unglamorous and decisive.

13.1 Funding utilisation

Season 1 prize pool & team payments (funded upfront) 32,00,000 27.8%
Broadcast & production capability 24,00,000 20.9%
Working capital (pre-revenue season build) 20,00,000 17.4%
Marketing, launch & audience building 16,00,000 13.9%
Venue booking deposits & advances 12,00,000 10.4%
Technology (scoring, streaming, ticketing, league management) 6,00,000 5.2%
Legal, sanctioning, insurance & registrations 5,00,000 4.4%

1'15'00’000 100%

14. Risk Analysis & Mitigation

_ Mitigation

Season-two

collapse

Over-committing
prize money
against unsigned

sponsorship

Forgetting who
pays

Modelling on ticket

revenue

Under-investing in

production

A first edition fills on novelty; a second requires teams to have had a worthwhile experience,
sponsors to have seen measurable return, AND THE OPERATOR TO HAVE PAID EVERYBODY — the
third being the one nobody writes down. Unpaid prize money and delayed settlements are chronic in
Indian semi-professional sport, and a league that does not pay in season one has no season two
regardless of how good the event looked. Prize money within 30 days: 100%; returning teams 58% -

88%; sponsor renewal 44% — 82%

A large pool attracts strong teams and strong teams attract sponsors, so the temptation to announce
before the money is contracted is enormous — and it is precisely how leagues end up unable to
pay, which is the one failure this sector does not forgive. Season-one pool capitalised (332L of

X1.15cr) so it is committed capital rather than hoped-for revenue

The sharpest buyer-user split in this library: the customer who pays is not the customer who
attends and is not even present in the transaction the audience experiences. An operator who
forgets which of sponsor, audience and teams is funding the enterprise will build a beautiful

event nobody paid for

Indian domestic sport below the top tier has negligible gate income — ticketing is worth reporting as
an AUDIENCE metric, not as a source of income (under 8%). A promoter modelling on gate has

misunderstood the market

A sharp threshold effect: below a certain standard a sponsor sees a recording of a match and
values it at nothing; above it, the same match becomes content the sponsor can use in its own
channels and the sponsorship multiplies. There is very little middle ground — which makes

under-investing in production the most expensive saving available in this business



Betting-related manipulation is the principal reputational risk in Indian sport, not a hypothetical

one — and a small regional league is in some ways MORE exposed: players are semi-

Competition

integrity

professional and modestly paid, matches are streamed and therefore bettable, and scrutiny is

lower. Education, a reporting channel that does not route through the team or commercial staff,

documented investigation with real consequences; matters investigated reported as small non-zero,

because a league reporting NO concerns may simply have no way for anyone to raise one

Venue, participant, image and music rights all sit inside a broadcast and are frequently

Selling rights it

ASSUMED rather than SECURED — rights sold without clearances are revenue recognised against an

does not own

obligation the league may not be able to fulfil

Costs are front-loaded into the season while sponsorship pays on signature, milestones or

Season cash

mismatch

completion — so THE LEAGUE FUNDS ITS OWN SEASON AND IS REIMBURSED AFTERWARDS,

survivable once and fatal if season two is scaled on the assumption season one's receipts arrived. Advance

components contracted; size season two against COLLECTED cash, not contracted revenue

A tournament is an event; a league is an asset. Every tournament edition restarts from zero on

Running

sponsorship, teams and audience, while a league accumulates — and a competition whose participants

tournaments and

change entirely each year is a tournament series wearing a league's name, which will never

calling it a league

accumulate the value that makes rights saleable

Sponsors see worse targeting, weaker attribution and no click-through — dismissing the comparison

Competing with

loses the sale. Sell association, exclusivity and attention, but measure everything measurable and

performance

report it unprompted, because the sponsor must justify the spend internally to someone who

marketing
was not at the match

15. SWOT Analysis

Strengths

A league accumulates value each season where a
tournament restarts from zero; asset-light — no facility
owned, no athletes employed; digital distribution removes the
broadcast gatekeeper; payment reliability is genuinely
differentiating in this sector; measured delivery reporting
drives renewal; ancillary activations extend the season

commercially.

Opportunities

Brand demand for regional and niche audiences priced out of
national properties; large unstructured semi-professional
competition awaiting organisation; digital rights growing
where television below the top tier is thin; franchise-fee
models as credibility builds; content licensing and archive

value; federation and development funding.

Weaknesses

Cash-negative for two seasons because credibility must
be bought before it can be sold; no security and no hard
assets; the league funds its own season and is
reimbursed afterwards; revenue concentrated in a few
sponsor relationships; ticketing negligible; reputationally fragile

— one unpaid season ends it.

Threats

National leagues absorbing sponsorship budgets; performance
marketing as the sponsor's alternative use of the same
money; sponsor budget cyclicality; an integrity incident
destroying the property outright; teams defecting to a

competing league; key-sponsor concentration.

16. Recommended AiSevak Tools for This Business

This league business would use AiSevak's Sports and Media vertical tools in operations:



« Renewal: returning-team and sponsor-renewal tracking by season and tier, sponsor delivery reporting,

activation execution records.

e Audience & rights: watch-hours and cost-per-watch-hour dashboards, content performance, rights inventory

and clearance register.

« Reliability: prize-money and vendor settlement tracker against agreed terms, calendar adherence, match

completion.

o Integrity: independent reporting channel with investigation workflow, official appointment and assessment

records, disciplinary case management.

« Operations: team contracting and eligibility, venue scheduling, player insurance coverage verification.

17. Key Assumptions & Notes

e Sports events & league business: season-format competition with title and associate sponsorship, broadcast and digital

rights, team entry/franchise fees, ticketing and hospitality, merchandise, and ancillary clinics and activations.

A THE VERTICAL'S PROMOTER/RIGHTS PLAN — IT OWNS NO FACILITY, EMPLOYS NO ATHLETES AND
COACHES NOBODY. It ASSEMBLES a competition out of other people's assets (venues rented from operators
like turf-sports-facility, existing teams, panel officials, sponsors, broadcasters) and MONETISES ATTENTION RATHER
THAN PARTICIPATION — the vertical's second attention-economics plan after esports-gaming-arena, and structurally

closest to the pure intermediaries (webinar-masterclass, epr-compliance-services).

THE ECONOMICS INVERT THE ORDER MOST PROMOTERS EXPECT: PARTICIPANT FEES AND TICKETING ARE
THE SMALLEST LINES WHILE SPONSORSHIP AND BROADCAST/DIGITAL RIGHTS CARRY THE BUSINESS
(57%-59.7%—62.2%) — and TICKETING IN INDIAN DOMESTIC SPORT BELOW THE TOP TIER IS NEGLIGIBLE,
WORTH REPORTING AS A METRIC OF AUDIENCE RATHER THAN AS A SOURCE OF INCOME (under 8%); A
PROMOTER MODELLING ON GATE REVENUE HAS MISUNDERSTOOD THE MARKET - producing THE SHARPEST
BUYER-USER SPLIT IN THIS LIBRARY: THE CUSTOMER WHO PAYS IS NOT THE CUSTOMER WHO ATTENDS,
AND IS NOT EVEN PRESENT IN THE TRANSACTION THE AUDIENCE EXPERIENCES — the sponsor buys attention,
the audience receives sport, the teams receive competition, and AN OPERATOR WHO FORGETS WHICH OF THOSE
THREE IS FUNDING THE ENTERPRISE WILL BUILD A BEAUTIFUL EVENT NOBODY PAID FOR.

LEAGUES ARE CASH-NEGATIVE FOR YEARS AND THE REASON IS STRUCTURAL RATHER THAN A MATTER OF
RAMP: CREDIBILITY MUST BE BOUGHT BEFORE IT CAN BE SOLD — prize money, production quality, competent
officiating and a published calendar must EXIST BEFORE ANY SPONSOR WILL PAY FOR THEM (the same "buy the

asset first" shape as Ims-platform and pet-food-brand), givinga Y1 loss of ¥42L on X1.58cr and profitability only in
Y3.

THE FAILURE MODE THAT ENDS MOST INDIAN LEAGUES HAS A NAME: SEASON-TWO COLLAPSE. A first edition
is straightforward to fill on novelty and goodwill; A SECOND REQUIRES THREE THINGS TO HAVE ACTUALLY
HAPPENED — TEAMS HAD A WORTHWHILE EXPERIENCE, SPONSORS SAW MEASURABLE RETURN, AND THE
OPERATOR PAID EVERYBODY. THE THIRD IS THE ONE NOBODY WRITES DOWN, AND IT IS WHERE THIS
SECTOR'S REPUTATION WAS LOST: UNPAID PRIZE MONEY AND DELAYED VENDOR SETTLEMENTS ARE
CHRONIC IN INDIAN AMATEUR AND SEMI-PROFESSIONAL COMPETITION, AND A LEAGUE THAT DOES NOT
PAY ITS PRIZE MONEY IN SEASON ONE HAS NO SEASON TWO REGARDLESS OF HOW GOOD THE EVENT
LOOKED - carried as PRIZE MONEY PAID WITHIN 30 DAYS OF THE FINAL: 100% and VENDOR, VENUE AND
OFFICIAL PAYMENTS WITHIN AGREED TERMS: 100%, with RETURNING-TEAM RATE (58%—-78%—-88%) AND
SPONSOR RENEWAL (44%—-68%—-82%) AS THE TWO METRICS THAT DETERMINE WHETHER A LEAGUE EXISTS
OR WHETHER AN EVENT MERELY HAPPENED TWICE; related commercial error — OVER-COMMITTING PRIZE
MONEY AGAINST UNSIGNED SPONSORSHIP, since a large pool attracts strong teams and strong teams



attract sponsors, SO THE TEMPTATION TO ANNOUNCE BEFORE THE MONEY IS CONTRACTED IS ENORMOUS
— AND IT IS PRECISELY HOW LEAGUES END UP UNABLE TO PAY, WHICH IS THE ONE FAILURE THIS SECTOR
DOES NOT FORGIVE - season-one pool CAPITALISED (X32L of X1.15cr) SO IT IS COMMITTED CAPITAL RATHER
THAN HOPED-FOR REVENUE: expensive, deliberately conservative, AND THE REASON A SEASON TWO
EXISTS.

THE CORE STRATEGIC DISTINCTION, AND THE REASON TO BUILD A LEAGUE RATHER THAN RUN
TOURNAMENTS: A TOURNAMENT IS AN EVENT; A LEAGUE IS AN ASSET. A tournament happens, concludes, and
every edition starts from zero on sponsorship, teams and audience; a league — published calendar, a table that
means something, teams with continuing identity, a season building toward something — ACCUMULATES: sponsors
can plan against it, teams organise their year around it, audiences know when to watch, AND THE
PROPERTY BECOMES WORTH MORE EACH SEASON RATHER THAN THE SAME AMOUNT REPEATEDLY; the
practical difference is NOT SCALE BUT STRUCTURE — a fixture list published a year ahead, standings that
persist, and the same teams returning - which is why returning-team rate leads the plan: A COMPETITION
WHOSE PARTICIPANTS CHANGE ENTIRELY EACH YEAR IS A TOURNAMENT SERIES WEARING A LEAGUE'S
NAME, AND IT WILL NEVER ACCUMULATE THE VALUE THAT MAKES RIGHTS SALEABLE.

DIGITAL RIGHTS RATHER THAN TELEVISION IS WHERE A LEAGUE OF THIS SIZE ACTUALLY MONETISES —
Indian broadcast rights below the top tier are thin, and A REGIONAL LEAGUE WILL NOT SELL A MEANINGFUL
TELEVISION DEAL; STRUCTURING THE BUSINESS AROUND ONE IS HOW PROMOTERS SPEND TWO YEARS IN
UNPRODUCTIVE MEETINGS - digital inverts it: publish directly, retain the audience relationship, measure
delivery precisely, and sell that measurement, which makes the X24L of production capability not a vanity item
but THE MECHANISM THAT CONVERTS AN EVENT INTO A PROPERTY; and the threshold effect is sharp — BELOW
A CERTAIN PRODUCTION STANDARD A SPONSOR SEES A RECORDING OF A MATCH AND VALUES IT AT
NOTHING; ABOVE IT, THE SAME MATCH BECOMES CONTENT THE SPONSOR CAN USE IN ITS OWN CHANNELS
AND THE SPONSORSHIP MULTIPLIES. THERE IS VERY LITTLE MIDDLE GROUND, WHICH IS WHY UNDER-
INVESTING IN PRODUCTION IS THE MOST EXPENSIVE SAVING AVAILABLE IN THIS BUSINESS. Competing
against a performance-marketing budget requires accepting what sponsorship cannot do —a sponsor comparing a
league to digital advertising sees WORSE TARGETING, WEAKER ATTRIBUTION AND NO CLICK-THROUGH,
and dismissing that comparison as philistine loses the sale — so sell association, category exclusivity,
physical and emotional context, and an audience in a state of attention a scrolling feed does not produce
while MEASURING EVERYTHING THAT CAN BE MEASURED AND REPORTING IT UNPROMPTED (watch-hours,
reach, COST PER WATCH-HOUR %2.60-%1.10-%0.62, activation footfall), because A LEAGUE THAT HANDS ITS
SPONSOR A NUMBERED REPORT AT SEASON END RENEWS AT A MATERIALLY HIGHER RATE THAN ONE THAT
SENDS PHOTOGRAPHS — THE SPONSOR HAS TO JUSTIFY THE SPEND INTERNALLY TO SOMEONE WHO WAS
NOT AT THE MATCH.

COMPETITION INTEGRITY DESERVES TREATMENT AS A COMMERCIAL ASSET RATHER THAN AS A
COMPLIANCE CHAPTER, BECAUSE IT IS PRECISELY WHAT A SPONSOR IS BUYING PROTECTION AGAINST— a
brand attaching its name is exposed to the competition's conduct, and IN INDIAN SPORT, BETTING-RELATED
MANIPULATION IS THE PRINCIPAL REPUTATIONAL RISK, NOT A HYPOTHETICAL ONE, a small regional league is
in some ways MORE exposed: THE PLAYERS ARE SEMI-PROFESSIONAL AND MODESTLY PAID, THE MATCHES
ARE STREAMED AND THEREFORE BETTABLE, AND THE SCRUTINY IS LOWER - three controls from season one:
education (many participants genuinely do not know where the line sits), A REPORTING CHANNEL THAT
DOES NOT ROUTE THROUGH THE TEAM OR THE COMMERCIAL STAFF (the sports-academy safeguarding
logic), and a documented investigation process with REAL CONSEQUENCES — with INTEGRITY MATTERS
INVESTIGATED AND UPHELD REPORTED AS SMALL NON-ZERO NUMBERS, on the same reasoning the
academy used: A LEAGUE REPORTING NO INTEGRITY CONCERNS AT ALL IS NOT NECESSARILY CLEAN — IT
MAY SIMPLY HAVE NO WAY FOR ANYONE TO RAISE ONE; integrity and officiating staffed SEPARATELY from



commercial, for the same structural reason adventure-sports separated the safety decision from the
revenue decision. Regulatory also: sanction/affiliation where a federation governs the sport (an
unsanctioned competition creates PLAYER-ELIGIBILITY consequences that fall on the TEAMS, which makes
it the league's problem too), and RIGHTS OWNERSHIP — the league must ACTUALLY OWN WHAT IT SELLS,
since venue, participant, image and music rights all sit inside a broadcast and are FREQUENTLY ASSUMED
RATHER THAN SECURED; rights sold without clearances are REVENUE RECOGNISED AGAINST AN
OBLIGATION THE LEAGUE MAY NOT BE ABLE TO FULFIL.

e Cash: the shape is THE MIRROR IMAGE of most businesses in this library — COSTS ARE FRONT-LOADED INTO
THE SEASON AND SPONSORSHIP IS COLLECTED IN INSTALMENTS THAT FREQUENTLY TRAIL DELIVERY
(venues, officials, production crew and player fees paid DURING the season; sponsorship paying part on signature and
the balance against milestones or completion, with corporate payment cycles doing the rest) - THE LEAGUE FUNDS
ITS OWN SEASON AND IS REIMBURSED AFTERWARDS: survivable once, FATAL IF SEASON TWO IS SCALED
UP ON THE ASSUMPTION THAT SEASON ONE'S RECEIPTS HAVE ARRIVED - contract a substantial ADVANCE
component (a sponsor unwilling to pay anything before the season is a sponsor funding nothing), never
commit an unfunded prize pool, and SIZE SEASON TWO AGAINST COLLECTED CASH RATHER THAN
CONTRACTED REVENUE, because THE COMMONEST WAY A PROMISING LEAGUE DIES IS EXPANDING ON THE
STRENGTH OF A SUCCESSFUL FIRST SEASON WHOSE MONEY HAD NOT YET BEEN RECEIVED. Production is the
largest single function in headcount throughout — the thesis in payroll. Lender/investor note: an EQUITY proposition
with no security whatsoever, and a business designed to lose money for two seasons cannot service term
debt from cash flow; underwrite RENEWAL NOT REVENUE, since A FIRST SEASON'S REVENUE PROVES ONLY
THAT THE PROMOTER CAN SELL A LAUNCH WHILE RETURNING TEAMS AND RENEWING SPONSORS PROVE
THAT SOMETHING WAS BUILT — a league in season three with 40% sponsor renewal is a tournament series
with good marketing; examine PAYMENT HISTORY FORENSICALLY, because unpaid prize money is the
sector's characteristic failure and A PROMOTER WHO HAS PREVIOUSLY RUN AN EVENT THAT DID NOT
SETTLE ITS OBLIGATIONS SHOULD BE REGARDED AS CARRYING THAT HISTORY INTO THIS ONE and ASK
WHAT THE LEAGUE ACTUALLY OWNS — a documentation question that is unglamorous and decisive.
X1.15cr, 16-32 teams, 62-168 matches, ~140k—1.05m watch-hours, rev 1.58-4.18cr, Y1 —342L -» Y2 —34L - Y3 X53L.

Figures illustrative, exclude GST.

» Use these tools now — free on AiSevak

Every tool referenced in this plan is available on aisevak.in. Open the Sports, Fitness & Recreation Businesses toolkit

to browse and use them all at https://aisevak.in/verticals/sports — or go straight to any specific tool at

https://aisevak.in/service/<tool-name>. No signup needed to explore; each tool guides you step by step.
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