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Abstract: The Boston Celtics are one of the 11 original professional basketball teams being founded June 6th, 1946. To this day they are known as the most successful basketball team of all time with 17 NBA championships.

































The Boston Celtics provides an entertainment platform and lifelong consumer experience to the public in the form of merchandise, tickets, and overall branding. Like all sports teams, the Boston Celtic’s target audience is their fan base and any other potential fans. The team has grown their fan base by 174 percent in the last five years according to https://www.nba.com/celtics/partners/demographics  . The company’s employees vary from corporate positions to of course, team-related positions. The player and coach benefits come primarily from a humongous annual salary as well as an off season of no company related work. There are four players on the team that make above 10 million dollars per year with the highest salary being a 31 million dollar per year contract and the lowest being 838 thousand. Even the practice squad players make 77 thousand dollars per year. https://hoopshype.com/salaries/boston_celtics/. The corporate employees in the marketing and public relation positions also benefit from a multitude of 13 types of health insurance ranging from mental health care to supplemental life insurance. Financially, these corporate employees are given stock options, performance bonuses, retirement, pension, and a 401k. Tuition assistance, job training, three-day weekends in the summer, and phone discounts are some of the other benefits. https://www.glassdoor.com/Benefits/Boston-Celtics-US-Benefits-EI_IE15831.0,14_IL.15,17_IN1.htm. 

	Traditional Media Celtics.com and email marketing 

	In the last decade, VP of digital marketing Peter Stringer has launched Facebook, Twitter, and Instagram accounts (all with multiple million followers) in addition to video content being posted on YouTube and the team website. The company adapts to new apps immediately as they gain popularity such as Snapchat. Even with Stringer’s doubts in its validity as a branding tool, it is established nonetheless. The Boston Celtics use new media to capitalize off of trends as well. In light of the “Ice Bucket Challenge”, the team posted their head coach participating where it gathered 60 thousand views within two hours on Facebook. The company uses Facebook as their primary video median when explicitly trying to attract views. On Facebook, the company is aggressive with paid posts for promotional needs such as season ticket sales being announced, or merchandise being unveiled. Free posts such as live player interviews post-practice is prevalent across Twitter and Facebook pages for the company. The team’s ticket or merchandise sales are traced back to their paid posts to track the success of the post in correlation to sales, where they find more detailed statistics on consumers that may not be a social media follower of the page that can still stumble on a promotional post and ultimately purchase tickets or merchandise. https://sherpablog.marketingsherpa.com/marketing/social-media-marketing-boston-celtics/. The team’s website has a special tab for their multiple social media platforms named “social” with direct links and descriptions. These include a team Facebook, their dancing team’s Facebook, YouTube, Twitter, Google Plus, Instagram, Pinterest, and their official mobile app. The cite in general also works as a blog for polished pieces and articles that constantly circulate as team news year-round. https://www.nba.com/celtics/. 
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