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We discuss about a nature of sports sponsorship and its new strategic effectiveness. Sports sponsor-

ship is a kind of alliance, and sponsor firm is exclusively enabled to use sports entity's properties.

A new strategic effectiveness of sponsorship is to enable sponsor firms to use sports game as

communication channel. By setting an agenda of the game successfully, the sports game will be made

a kind of strong communication channel.

keywords : sports sponsorship, agenda-setting function, image transfer, communication channel
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