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Abstract : The emergence of sponsorship as a new marketing communication tool and a source of competitive advantage in
the marketplace has changed the entire marketing communication process.  Sponsorship has overtaken other marketing
communication tools in terms of growth and expenditure. This paper seeks to evaluate the role of sponsorship in marketing
communication tools. The study recommends that proper measures be taken before the company embarks into sponsorship
programs. This is necessary because investment in sponsorship does not always guarantee sustainable competitive advantage
in the marketplace.
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