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Asian Cup 2015 
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OECD	
  Defini*on	
  of	
  Social	
  Cohesion	
  

A	
  cohesive	
  society	
  works	
  towards	
  the	
  well-­‐being	
  of	
  all	
  its	
  members	
  by:	
  

1.  FighDng	
  exclusion	
  and	
  marginalisaDon	
  	
  

2.  CreaDng	
  a	
  sense	
  of	
  belonging	
  

3.  PromoDng	
  trust	
  

4.  Offering	
  its	
  members	
  the	
  opportunity	
  of	
  upward	
  mobility.	
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The	
  Asian	
  Cup	
  –	
  A	
  step	
  into	
  the	
  unknown	
  

•  Australia joined the Asian Football 
Confederation in 2006 

•  January 2015 – Australia hosted its first 
Asian Cup.  

•  First time Australia had hosted an event as 
an Asian country 

•  16 Countries participated,  

•  Highest ranked was Japan - 56th  in world 

•  Eddie Maguire said it would be “A Lemon” 

•  Australian government invested over 70 
million 

•  Once in a lifetime opportunity to engage East 
Asian and West Asian diaspora communities 
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Iraqi	
  Community	
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Iranian	
  Community	
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Pales*nian	
  Community	
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Japanese	
  Community	
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Chinese	
  Community	
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Korean	
  Community	
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•  Cultural Engagement Fear: Segmentation vs Separation 

•  Ethnic Clubs in Football- A negative legacy 

•  Anglo Australians unlikely to support matches outside Socceroos 

•  Asian Cup Lack of Knowledge ( First round of surveys) 
-   Lack of Cup knowledge (89% of Iranians knew of the Asian Cup vs 55% of 
Chinese) 
-  Lack of Tournament Knowledge 
-  Lack of knowledge on tournament locations 
-  Lack of knowing how to buy tickets and where to buy them (low online 

ticketing culture) 
-   Lack of knowledge on players 
 

	
  
Program	
  Required	
  to	
  address	
  the	
  gaps	
  and	
  facilitate	
  social	
  
cohesion	
  by	
  bringing	
  communiDes	
  together.	
  	
  

Social	
  Cohesion	
  Challenges	
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•  280 Community Ambassadors – 5 cities 

•  80 Community Partners 

•  192 events – repeated interaction 

•  100 Media partners 

•  Program Management including: 

1.  Community consultation 
2.  Strategy 
3.  Ambassador program 
4.  Media partnerships 
5.  Community Engagement 
6.  Business Chamber engagement 
7.  Event execution 
8.  Fundraising 
9.  Partner Management 
10. Ticket Sales 

 

Media Community Partner 
Program

Events

Ambassadors

Program Management and Sponsorship Leverage

The	
  Communi*es	
  Program	
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Program	
  design	
  principles	
  for	
  social	
  cohesion	
  

Program	
  
Design	
  	
  

Outcome	
   Program	
  elements	
  

Personal	
   Empower	
  Community	
  Leaders	
  with	
  Status,	
  
event	
  budgets	
  and	
  media	
  opportuniDes	
  

Community	
  Ambassador	
  Program	
  

Intracultural	
   UniDng	
  communiDes	
  with	
  different	
  
religions,	
  facDons	
  and	
  migraDon	
  recency	
  

Steering	
  commiWee,	
  Ambassador	
  
events,	
  Events	
  Program	
  

Intercultural	
   Bringing	
  specific	
  communiDes	
  together	
   Specific	
  community	
  matchups	
  

MulDcultural	
   Bringing	
  all	
  Asian	
  communiDes	
  together	
   Major	
  MulDcultural	
  Events	
  

InsDtuDonal	
  
connecDon	
  

Football	
  communiDes	
  connect	
  to	
  Australian	
  
A-­‐League	
  teams,	
  Police	
  and	
  local	
  councils.	
  
ParDcipaDon	
  in	
  local	
  clubs	
  

Partnerships	
  with	
  A-­‐League	
  Clubs,	
  
grassroots	
  clubs	
  

Awareness	
   CommuniDes	
  fully	
  informed	
  and	
  engaged	
  on	
  
their	
  own	
  countries	
  and	
  Socceroos	
  

AdverDsing	
  and	
  Content	
  MarkeDng	
  
campaigns,	
  Collateral	
  in	
  language	
  

IncenDves	
   Grassroots	
  Dcket	
  sales	
  campaign	
   Community	
  Ticket	
  program	
  (bonus)	
  

Access	
   Tickets	
  priced	
  aggressively	
  for	
  all	
  segments	
  –	
  	
   Affordable	
  Dcket	
  program	
  -­‐	
  $5	
  entry	
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Program	
  Social	
  Cohesion	
  Philosophy	
  
	
  
•  SegmentaDon	
  is	
  crucial	
  

•  Engage	
  early	
  and	
  deep.	
  Building	
  trust	
  takes	
  Dme	
  

•  IdenDfy	
  and	
  select	
  the	
  best	
  leaders	
  

•  Acknowledge,	
  empower	
  and	
  celebrate	
  

•  Provide	
  status	
  and	
  opportuniDes	
  

•  Repeated	
  mixing	
  of	
  communiDes	
  (intra	
  and	
  inter)	
  

•  Connect	
  	
  Ambassadors	
  and	
  the	
  communiDes	
  to	
  Australian	
  insDtuDons	
  (BriDsh	
  Special	
  Branch	
  
case	
  –	
  “leaderless	
  jihad	
  study	
  –	
  most	
  common	
  cause	
  is	
  alienaDon	
  78%	
  studied	
  cut	
  off	
  from	
  
cultural	
  and	
  social	
  origins	
  –	
  absence	
  of	
  connecDon	
  is	
  a	
  necessary	
  condiDon)	
  

•  Modify	
  the	
  program	
  –	
  constantly	
  take	
  on	
  feedback	
  

•  Allow	
  people	
  the	
  chance	
  to	
  cherish	
  and	
  celebrate	
  their	
  heritage	
  and	
  it	
  will	
  help	
  develop	
  their	
  
Australian	
  idenDty	
  and	
  sense	
  of	
  belonging.	
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Community	
  Ambassadors	
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Community	
  Ambassadors	
  –	
  The	
  program	
  bedrock	
  

•  Ambassadors	
  by	
  appointment	
  only	
  –	
  clear	
  leaders	
  in	
  football,	
  business,	
  religion,	
  
cultural,	
  media	
  or	
  social	
  media	
  

•  Key	
  entry	
  point	
  for	
  community	
  members	
  

•  All	
  selected	
  were	
  great	
  community	
  examples	
  of	
  “dual	
  idenDty”	
  
	
  

•  On	
  average,	
  each	
  Community	
  Ambassador	
  can	
  speak	
  2.25	
  languages	
  

•  90%	
  of	
  Ambassadors	
  speak	
  a	
  language	
  other	
  than	
  English	
  	
  

•  36	
  unique	
  languages	
  spoken	
  amongst	
  the	
  group	
  

•  1	
  out	
  of	
  3	
  Ambassadors	
  spoke	
  3	
  or	
  more	
  languages	
  

•  Main	
  languages	
  spoken:	
  Arabic,	
  Japanese,	
  Mandarin,	
  Cantonese,	
  Farsi,	
  Korean	
  

•  1	
  in	
  2	
  Ambassadors	
  are	
  acDve	
  on	
  social	
  media	
  (TwiWer,	
  Facebook,	
  Weibo)	
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Incentivised Ambassadors 
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Events provide the repeated interaction to develop trust	
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Ambassador speaking opportunities 
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A-League Community Engagement	
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Intracultural Events – Australian Lebanese cup/Iranian futsal	
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Intercultural Events – Nepal v Philippines/Japan v Korea	
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Multicultural Event – Wanderers Asian Cup	
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Multicultural Event – Sydney FC Asian Cup	
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Awareness: Editorial and advertising/posters	
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Communities taking ownership	
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Intra community Education and Awareness	
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Awareness	
  through	
  collateral	
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Participation: Intracultural event drives mainstream 
participation	
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Community banner creation – intra community co-operation	
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Widespread media coverage of tournament issues	
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Intracultural	
  events	
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Media coverage of intra-community unity	
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Pickup	
  by	
  mainstream	
  media	
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Interna*onal	
  media	
  interest	
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Cultural	
  celebra*on	
  –	
  community	
  pride	
  –	
  space	
  to	
  be	
  proud	
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Outcomes	
  

Sheikh Salman Bin Ebrahim Al Khalifa, President of the Asian Football Confederation wrote that 
the 2015 Australian version was “the most successful Asian Cup.”  

•  650,000 attended – Target was 350,000 

•  $25 million surplus 

•  Non Socceroos games Average attendance of nearly 15,000 (target of 
6,000) 

•  3 Non Socceroos game sellouts 

•  Thousands of volunteer hours 

•  7000 community emails added to Football family database 

•  Strong ongoing links between A-League and communities 
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32%$

86%$

Pre$A+League$Engagement$ Post$A+League$Engagement$

Ambassador)Affilia-on)with)A2League)

Community	
  Ambassador	
  Connec*on	
  (survey)	
  

Over 90% of Ambassadors surveyed said they had never felt 
more connected to Australia than during the Asian cup 
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General	
  Cultural	
  Popula*on	
  survey	
  

28%$

60%$

Pre$A+League$Engagement$ Post$A+League$Engagement$

Followed'an'A+League'Club'

*	
  pre	
  A-­‐League	
  sample	
  size	
  
1580	
  responses	
  
*	
  post	
  A-­‐League	
  sample	
  size	
  
3580	
  responses	
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A cohesive community can bring powerful change	
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Change!!	
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IMPACT	
  ON	
  ANGLO	
  AUSTRALIANS	
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Social	
  Cohesion	
  benefits:	
  Pride	
  in	
  dual	
  iden*ty	
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@redelephantaus	
  
www.redelephantprojects.com	
  


