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Ambush Marketing Is Dead, Long Live Ambush Marketing
Article Summary
The emergence of ambush marketing is not a new phenomenon since it has been there for some time now, a little more than 30 years old. Ambush marketing can be termed as a strategy towards marketing where an advertiser who is marketing a service or a product “ambushes” an event to provide competition to other businesses who have posted their advertisers in the same event. Ambush advertising is now a feature that has been established on activities relating to both marketing communications and sporting mega-events. Most of the sponsors are associated with these activities. This activity has been placed in the landscape of event marketing and provided a growth boundary in legislative means as a manner of providing protection against it and has caused fundamental competency. In turn, fundamental competency towards the many countries and events that are sponsored have sponsorship-protection measures where ambush marketing has developed towards becoming mainstream on marketing-communications that is practiced by various organizations that have the largest brands around the globe. 
There is a progress in ambush marketing and organizations are learning the sophistication growing as the brands get to learn what ambushing really entails. In the age of growth and second-generation ambushing, there are various types of practice also associated with sponsorship in ambush marketing. Moreover, there are strategies that seek to provide a better understanding of the manner that various ambush marketers and sponsorship stakeholders’ best can handle opportunities and the challenges that are present. It essential to know that the aiding organizations (sponsors) and brands that are based across the ambushing area have an obligation to manage more effectively all marketing activities and initiatives towards brand protection. 
Personal Opinion
Ambush marketing can help in ensuring a brand of an organization is made aware to the public and if the brand quality is good, consumers boost the market by purchasing the products. This is a factor that I like since sponsorship goes hand in hand with ambush marketers. In the event, the marketers can “hijack” the interest of the sponsors if the brand they are marketing proves to be of great potential. On the other hand, there are challenges that make ambush marketing not such a good strategy. There is a balancing act that many see as difficult especially the sponsors who see ambush marketers as those that expose themselves to accusations that are unwanted and also have heavy-handedness on stifling the natural desire of the sponsors to “connect” with these events. Some of the ambush marketers are never interested in what the events entail but rather, what they are willing to present when ambush marketing. Moreover, some of the sponsors are dedicated to funding these events with a lot of resources and hence the ambush marketers have no relation with these events unless they have been concluded as open to external advertisements. The better solution is to make the sponsorship stakeholders handle the events in a manner that is resource friendly and not put too many funds. Moreover, some of the ambush marketers must find a friendlier strategy like pre-advertisement. This is a means that can be seen as an earlier presentation and showcase to the sponsors before the actual presentation in the events. 
Sponsorship and Ambush Marketing
The organizations that offer sponsorship often have an aim to also benefit from these organizations. This is seen as a win-win situation for both parties. Ambush marketers and sponsor has some differences. Sponsorship organization has the aim of offering to fund to the brands presented while ambush marketers have the urge to take the brands to both local and international markets with the help of sponsorship. In the arena of sports, the brand that is competing has to have a connection with the sporting event without having to pay for the sponsorship fees. Some similarities include that both parties have an aim at dominating in the competitive market. Some of the sponsorship organization can have competition from other non-profit organizations that are willing to provide the necessary aid required by brands. Most sports organizations are a good example of how the sponsorships come in relation to ambush marketers who also present their brands in these events. By the end of the day, some of the consumers do not care about these ambush marketers and if the brand qualifies in the top quality grade, some of the sponsors together with the consumers can tend to weigh their options and move to the new upcoming brands. Every party is determined to provide the best they can offer and win over the competition which is a similar effect to both parties.
Conclusion
The reason that ambush market will always work lies under the perspective of the behavioral nature of the consumer. By the end of the day, the consumer has the upper hand. If consumers gain interest at the brand the ambush marketer provides, it presents some future potential and hence some of the sponsors gain interest and shift over to fund the brand. The best lesson is that ambush marketing is an old strategy that works well even with the recent times and more brands, especially sports brands, are coming to light and known to the public. On the other hand sponsorship organization increase to host events that ensure these brands are presented and made known to the public.
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