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NBA taps mto Filipinos’
mad love for baslsetbal[
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By Tina Arcec-Dumlac
@tinaarceodumlao

ast Jan. 13, the nth edition of Jr.

NBA Philippines presented by

Alaska officially started.

By the end of this year's run in
May, more than 250,000 boys and
girls aged 10-14 are expected to par-
ticipate with the help of as many as
900 coaches.

Since its launch in zo07, lhe free Jr.

1 key
provinces including Agusan del Norte,
Batangas, Benguet, Cavite, Misamis
Oriental and Negros Occidental.

Because of the various activities

_ mounted over the years, Jr. NBA Philip-

pines has been able to establish itself
as a major platform to improve the

among the Filipino youth.

NBA Philippines managing director
Carlo Singson says Jr. NBA Philippines
is a vital part of the bigger campaign of
the National Basketball Association to

The NBA is already one of the most
recognized and admired brands in the
Philippines, but it wants to endear it-
self even more to one of professional
basketball's most lucrative markets.
And earn handsomely along the way.
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pa.rtnershIﬂ-wtthcnmpamesﬂiatcan
relate to its branding promise of
health, fitness and family or who want
to tap into its massive and passionate
fan base.

According to Singson, the Philip-
pine fan base cannot be ignored be-
cause of its size.

NBA Philippines data show that as
of Dec. 20 last year, there are 6.5 mil-
lion Philippine followers on the global
NBA Facebook page, making it the
largest source ommhy outside the
United States.

NBA Phillppmes meanwmle has
31 million followers on Facebook,
68,000 followers on Twitter. The NBA
Store Philippines has its own market
with 35,000 followers on Instagram.

_ "If you combine the love for Face-
book and the love for the NBA, then
yuuhaveawm—wm.simauon, Singson

_ tells the

HBAPh:hppinesaLmesﬁmatesﬁ:at
about 1.5 million Filipinos watch an
NBA regular season game, skyrocket-

lngduﬁrtgmeﬁnalstoq.smﬂlion,pm'
ticularly if Filipino Goltl_
en State W

liers are gunning for the t:hampi
onship.

The NBA is very well aware of the
size and passion of the Filipino market,
such that management has exerted ex-
tra effort to put more content on social

Miami Heat and Erik Spoelstra and Jor-
dan Clarkson of the Los Angeles Lakers
because of the family connection to the
Philippines and the Golden State War-
riors.

“The Chicago Bulls also rate pretty
high here still. A lot of older fans go for
the Celtics, the Spurs. The Philippines
is such a great market with a lot of true

‘blue fans,” Singson says, “The teams

tell us that the Philippines is usually
among the top five on their site. Like
second after the United States. Evf:i
the lesser known

lowing from the Philippines.”

The NBA appreciates the fact, how-
ever, that past and current success
does not guarantee success LOMOIrow.
'l't!relauousbjpwithﬂtemarlethas
to be continuously nurtured for it to
stay strong and for the markert to re-
main loyal.

Thus the conscious attempt,
Singson says, to deliver content that
fans are interested in, and that content
comes in many forms—primarily the
live games, and then the specials such
as documentaries, talk shows and fea-
tures onthe players.
 Another way through which the
NBA is reaching out to its Filipino
is merchandising, primarily
the NBA stores.

The Philippines has four official
mmmmdmebmchalmin
the world.

The NBA is likewise excited abo
the prospects of e-commerce, with
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