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Description of 
the campaign 

Leading fintech and business 

solutions provider, FEXCO, is 

one of Ireland’s most successful 

companies employing 2,300 

people across 29 countries. 

Asia, a key market for FEXCO, 

hosts the annual Asian Gaelic 

Games and Asia Business 

Forum. In 2015, leveraging an 

enhanced PR campaign, FEXCO 

reenergised their sponsorship 

of the Games. 

The GAA has had roots in Asia since 1990 when the first 
ever game of Gaelic football was played in the region in 
Yokohama, Japan for the Ned Kelly Cup. Subsequently, a 
number of GAA clubs were established in the region.  In 
1995 the inaugural Asian Gaelic Games (AGG) were held 
in Manila when six men’s teams took part in a football 
competition with a total of 42 players. 

In October 2015, with FEXCO as headline sponsor, 
Shanghai hosted the 20th edition of the Games with 27 
clubs and almost 800 players participating. To date over 
55 different nationalities have been represented at the 
Games. As part of the event, the 9th annual Asia Pacific 
Irish Business Forum was held on the eve of the Games 
in the Wyndham Hotel, Shanghai further enhancing the 
sponsorship property for FEXCO.

Despite the recent economic slowdown, China and indeed 
the greater Asia region are recognised as key targets 
for growth for Irish industry. China alone represents 
over 1.3billion consumers encompassing over 1million 
millionaires and the world’s largest middle class.

Partnering with a Chinese enterprise presents unrivalled 
opportunities for Irish companies – take for example the 
Bank of China – a business would automatically partner 

with over 1.75million employees equivalent to more 
than the combined populations of Cyprus, Iceland and 
Luxembourg. 

However, doing business in China can be a daunting and 
lengthy process for an ‘outsider’. Language, customs, and 
the pace of doing business must be observed strictly and 
even then there is no guarantee of success. Like the Irish, 
the Asian community recognises the value in a network. 
To achieve success in Asia, be it through partnership or 
venture, a company must demonstrate a commitment to 
the region and invest in building their business network 
there. 

FEXCO identified the sponsorship of the AGG as a platform 
to generate goodwill, raise brand awareness and potentially 
generate new business. By 2015, however, activation of the 
sponsorship had become dated generating scant media 
coverage with limited digital support in place.  We needed 
to radically update the PR approach to ensure maximum 
positive benefits of the sponsorship were recognised. 

Background to the campaign
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Statement of objectives

As sponsor of the 2015 event, 
FEXCO recognised the Games 
as a platform to raise brand 
awareness both in Ireland an 
in the increasingly challenging 
Asian market. More specifically, 
the sponsorship facilitated two 
of FEXCO’s objectives for doing 
business in Asia; establishing and 
investing in a business network 
and demonstrating commitment to 
the region. As with any corporate 
sponsorship, an integral goal was to 
affect the bottom line through sales 
or new contracts – a metric by which 
the success of the sponsorship was 
measured. 

Overarching objectives

The campaign comprised of four 
overarching objectives:

I. Reenergise the sponsorship 
through a refreshed and 
carefully considered PR 
approach supported by digital 
and social activity.

II. Increase brand awareness of 
FEXCO both at a consumer        
and B2B level.

III.Grow FEXCO’s network of 
business contacts through          
the sponsorship.

IV. Identify a new business 
opportunity for FEXCO in            
the APAC region.

Metrics of success* 

While we were clear on our 
overarching objectives, we wanted 
to set key campaign metrics by 
which these objectives could be 
quantified and measured.  

1. Ensure FEXCO is mentioned 
in at least 50% of all campaign 
communications and outputs.

2. Increase brand awareness 
of FEXCO at B2B level, both 
spontaneous and when prompted, 
by a minimum 5%.

3. Increase coverage levels by a 
minimum 50%, measuring both 
quantity and value, on 2014 
campaign.

4. Increase social following of FEXCO 
assets by an aggregate 30%.

5. Increase traffic to www.fexco.com 
over the duration of the campaign: 

a. Increase total global traffic to 
www.fexco.com by a minimum 5%

b. Increase total traffic to                    
www.fexco.com from Asia by a 
minimum 40%

c. Increase organic traffic to            
www.fexco.com from Asia by a 
minimum 20%

d. Increase direct traffic to               
www.fexco.com from Asia by a 
minimum 20%

e. Increase referral traffic to             
www.fexco.com from Asia by a 
minimum 15%

f. Increase social traffic to               
www.fexco.com  from Asia by a 
minimum 50%

* Metrics are measured looking at activity 
for the 2015 Campaign from 1 August 2015 
– 1 November 2015 and compared to the 
corresponding period in 2014. 
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Background

The Games were held in Shanghai 
Community Sports Club on 
October 24 and 25. As part of the 
event, the 9th annual Asia Pacific 
Irish Business Forum (APIBF) was 
held on the eve of the Games, 
on Friday, October 23 in the 
Wyndham Hotel, Shanghai. The 
Forum welcomed representatives 
of Asia/Irish companies, Irish 
business people in Asia, and 
representatives of local Embassies 
and Consulates to a day-long 
forum for creative thinking and 
advice on doing business in Asia. 
Through the sponsorship, FEXCO 
was invited to deliver a keynote 
address which was presented by 
Denis Cleary, MD of the FEXCO 
Merchant Services division. 

Audience

We identified two audiences for 
this campaign:

1. Reaching Irish consumers, both 
male and female, to generate 
increased brand awareness of, 
and goodwill towards FEXCO. 

2. Reaching potential partners in 
Asia leading to new business 
opportunities in the region.

Phase I Launch 

While the games take place in 
Asia, the launch is historically held 
in partnership with the GAA on a 
Friday evening in Ireland. The aim 
of the launch is to generate as 
much publicity as possible for the 
Games and the APIBF. 

Timing

Working with the Asian County 
Board and their representatives in 
Ireland, we reviewed the tradition 
of launching the games on a Friday 
evening which can significantly 
limit traditional media coverage. 
We agreed to launch the 2015 
Games on a Tuesday morning in 
early August in the height of the 
GAA Championship when interest 
in the sport would be at its peak.  

Ambassadors

We carefully selected three Games 
ambassadors that would reach 
our desired target audiences in 
Ireland simultaneously ensuring 
we generated coverage around 
the launch of the Games.

Cora Staunton

Ladies county footballer for Mayo 
and All-Ireland senior medallist. 
Cora was selected to help us reach 
our female demographic.

Alan Brogan

Dublin footballer, subsequently 
retired. Alan was selected based 
on his popularity   with the Dublin 
media and – taking a risk – we 
anticipated Dublin would be in 
contention for the Championship 
at the time of the launch making 
Alan particularly interesting to 
media.

 Mícheál Ó 
Muircheartaigh, 
Gaelic games commentator and GAA 
legend. In a career spanning six decades 
he is regarded as the ‘voice of Gaelic 
games’. Mícheál was selected to ensure 
we reached the demographic that have 
long supported the endeavours of the 
GAA.

Commenting on the sponsorship, 
Ó Muircheartaigh said:

“The AGG embody the spirit and the 
ethos of our national games and what it 
means to so many to be Irish. Through 
FEXCO’s support, the 2015 edition was 
finest example yet.  From the launch 
right through to the event itself - 
FEXCO was more than just a sponsor 
but a real support and true partner of 
these special gamese.”
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 The launch event

The event was held in Croke 
Park on Tuesday, 4 August with 
FEXCO issuing a press release to 
announce the 20th edition of the 
Games. Leveraging Alan Brogan 
we selected the date on foot of the 
GAA Football All-Ireland Senior 
Championship Quarter Finals 
when Dublin took on Fermanagh 
the previous Sunday - August 2. 
Media were invited to attend the 
event, interview the ambassadors 
and cover the story.  We received 
an overwhelming response to 
the invitation with twenty media 
attending from print, online and 
broadcast including national TV.

Phase II Sustaining 

coverage

Following the success of the 
launch, we faced a challenge to 
sustain coverage until the Games - 
end October 2015.  We also wanted 
to widen the remit of the coverage 
bringing it from the sports pages 
to business and consumer media. 

We developed a 3-month media 
relations campaign creating 
story angles and pitching topics 
outside of the just the games 
themselves. Participating teams 
were also encouraged to publicise 
their efforts directly resulting in 
a swathe of national coverage. 
Examples include a live interview 
on TodayFM with members of 
UCD’s first of its kind international 
ladies GAA team, online coverage 
of the success of Irish expatriate 
businesswomen participating in 
the Games as well as coverage of 
FEXCO’s business ventures in the 
Asia region.

Phase III Publicising the 

event from Asia

By virtue of time differences, 
language barriers and national 
law, publicising the games from 
China presented its own logistical 
challenges. The Games needed 
to be communicated as close to 
live as possible or interest in them 
would be lost. Working with the 
ACB a new approach to PR was 
developed to ensure coverage of 
the events from the Business Forum 
to the Games was generated both 
locally and in Ireland. 

Traditional

FEXCO branded press releases 
accompanied by daily photography 
detailing the results of the Games 
were issued to National Irish and 
local sports media ensuring the 
results were communicated on both 
sides of the globe.

 Clifford Coonan 
China Correspondent for the Irish Times, 
Clifford Coonan - based in Beijing - was 
invited to attend the event in Shanghai. 
Clifford dedicated significant coverage 
to both the Business Forum and the 
Games themselves. 

Commenting on the sponsorship, 
Coonan said:

“While China presents a huge market 
opportunity for Irish business, not 
withstanding the recent slowdown 
in growth, actually doing business 
in China can prove a lengthy and 
challenging process. Sponsorship of an 
event like the Asian Gaelic Games is a 
good way of getting targeted access 
to Irish and other expatriates as well as 
local businesses, as the visibility of the 
games is high in the host cities.”
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Social

National law in China means there 
is no access to the social media 
channels; Facebook, Twitter or 
LinkedIn. A dedicated FEXCO 
PR representative was sent to 
China to capture content, sent 
in real time via email and shared 
socially from Ireland – maximising 
engagement. 

Online media

Contracted videographer Jerome 
Quinn captured highlights of the 
Business Forum and the Games. 
At the culmination of each day, 
Jerome speedily packaged video 
content including highlights like 
Mícheál Ó Muircheartaigh’s live 
commentary of the finals and 
syndicated it to online sports blogs 
in Ireland.  These packages were 
carried on a number of high profile 
outlets including  www.the42.com, 
www.gaa.ie and www.hoganstand.
com generating interest in the 
Games not before seen. 

Measurement

Overarching objectives

I. Anecdotally FEXCO and the 
organisers of the Games, the 
Asian County Board, can attest 
to a reenergised PR campaign 
clearly evidenced in the metrics 
below. 

II. The increase in brand 
awareness is evidenced in the 
metrics below. 

III. Through our presence at 
the APIBF with Denis Cleary 
delivering the keynote 
address, FEXCO significantly 
increased their network of 
business associates in the 
region. 

IV. Arguably, the most successful 
outcome of the sponsorship 
is that FEXCO identified 
a potential partner in the 
APAC region on foot of the 
event. This partnership is now 
at MOU stage with a new 
contract on schedule to go live 
within 12 months.

Metrics of success

1. FEXCO was mentioned in over 
75% of all coverage surrounding 
the Games across all media 
sectors.

2. B2B Research conducted 
by Behaviour & Attitudes 
(B&A) in 2014 showed that 
FEXCO did not register in 
spontaneous brand awareness. 
Research conducted with B&A 
immediately after the Games 
(Nov 2015) demonstrated a 
5% increase in spontaneous 
awareness which increased to 
50% when prompted.

3. The sponsorship generated over 
50 pieces of coverage across 
print, online and broadcast 
media [AVE €60,000] and 
increase of 300% on the 2014 
campaign. 

4. Following on FEXCO’s social 
assets increased by an 
aggregate 42%.

5. The following metrics 
demonstrate the increase in 
traffic to www.fexco.com over 
the course of the campaign:

a. Global traffic to www.fexco.com 
increased by an aggregate 7.5% 

• Increase of 9% (sessions)
• Increase of 6%  (new users)

b. Total traffic to www.fexco.com from 
Asia increased by an aggregate 57%

• Increase of 59% (sessions)
• Increase of 55% (new users)

c. Organic traffic to www.fexco.com from 
Asia increased by an aggregate 47%

• Increase of 47% (sessions)
• Increase of 47% (new users)

d. Direct traffic to www.fexco.com from 
Asia increased by an aggregate 103%

• Increase of 105% (sessions)
• Increase of 101% (new users)

e. Referral traffic to www.fexco.com from 
Asia increased by an aggregate 24%

• Increase of 29% (sessions)
• Increase of 19% (new users)

f. Social traffic to www.fexco.com from 
Asia increased by an aggregate 191%

• Increase of 222% (sessions)
• Increase of 160% (new users)

Budget

Total sponsorship cost €20,000
Total PR Cost outside of sponsorship €6,000
Total hours 100



“FEXCO’s dedication and commitment to 
this year’s Asia Gaelic games contributed to 
it being one of the largest ever international 
GAA events.  Through FEXCO’s support we 
welcomed 27 clubs representing over 800 
players of over 25 nationalities to the 20th 
edition of the games in Shanghai. This type 
of event further strengthens and enhances 
the reputation of our national games around 
the world and I would like to thank FEXCO for 
their support.”

Aogan O’Farrell, 

President of the GAA

“While Ireland might be a small country far from Asia, 
we enjoy an excellent reputation in the Asian Region on 
account of our economic recovery, excellent education 
system, superb agri-tech firms,  record in international 
financial services, successful track record in FDI, talented 
young people and our innovative and globally ambitious 
firms. 

“China, Hong Kong and Macau present a dynamic and 
significant market opportunity for trade in goods and 
services for Irish firms and this has been highlighted 
by FEXCO through their engagement with and support 
for the Asian County Board and the Asia Pacific Ireland 
Business Forum. 

“This dynamic and expanding event provides a unique 
platform for Irish entrepreneurs and businesses looking 
to enter the Asian market and to connect with key Irish 
and local professionals based in the region. With FEXCO’s 
involvement, it has grown into the most important event 
in the region to facilitate business links between Ireland 
and Asia. As a great success story in its own right, FEXCO 
has led the way in helping a new generation of Irish 
companies build their networks and business in the Asian 
Region – Long may it continue”

Peter Ryan, 

Consul General of Ireland to Hong Kong and Macau, 
Consulate General of Ireland, Hong Kong

Sponsorship of the AGG. March 2016

Endorsements of

FEXCO
“Asian County Board back in 2006 until now 
has seen huge growth in the number of clubs 
formed and players in all codes of our National 
games. Even more compelling is the fact that 
over half of the players are female and about 
a third are non-Irish. This is the mixture in the 
melting pot that is Asian GAA. The sense of 
community that comes out from the annual 
Asian Gaelic Games (AGG) reminds me of the 
small town I grew up in Co. Mayo and it truly 
shows what a wonderful export we have in 
Gaelic football and hurling. 

“However none of this would be possible 
without the support of FEXCO. From the first 
time FEXCO Deputy Chairman and former 
Tánaiste Dick Spring joined us in 2007 to 
support the games and the APIBF, they have 
been right by our side supporting us financially 
and encouraging us to continue on our path. 
Denis McCarthy, Dermot O’Shea, Dennis 
Cleary, Maria McGrath, Lisa Fitzpatrick and all 
the team at FEXCO have been great friends 
of the GAA in Asia and we consider ourselves 
very fortunate to call them teammates. 

“They should be commended for having the 
foresight and confidence to partner with the 
Asian GAA when Ireland was going through 
some rough times and it demonstrates the 
truly global visionaries they are. As the 
seanfhocal says - Ni neart go cur le cheile.”

 Paraic McGrath, 

Chair of the Asian Gaelic Games


