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operating reality that satisfies client
demand for something that only we
and our Engine partners can offer.
We believe we have a broad, flexible
and relevant toolkit for 21st century
sponsorship.

“Not only does Synergy trip off the
tongue more easily alongside thoe
names of its new stablemates, Crow
believes it more succinctly conveys
the company’s capabilities and its
business ethos.

“Synergy brilliantly encapsulates
what we do and how we do it. That’s
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among the people who work with us
at Synergy and Engine, but among
our clients as well,” he explains.

“To determine whether Synergy
can be judged as a success you have
to look at the company we keep. [
have always believed that a client is
not simply someone you have sold
something to - the relationship is
more sophisticated than that.

“We are fixated on the need to look
after our clients in the knowledge
that everything else will follow and
that we are in a better position to do
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integrate sponsorship consultancies
within broader based marketing
companies ended in acrimony and
ultimate failure.

But in changed times, the breadth
of expertise and service capability
demanded by clients is driving new
relationships.

“We are proud of the tradition of
innovation in sponsorship which we
established as Karen Earl and the
principles of client focus and rights
neutrality which Karen established
remain part of our DNA.”

rights marketing agency, Sportfive,
until 2020.

The Sweeney Report, revealed

a distinct drop in the Australian
public’'s response to their sports
stars. Of the top ten most
marketable stars all but one had
suffered a marked decline in ratings.
The rankings as a whole, according
to the report, demonstrate a
downwards trend in marketability.

South Africa Rugby agreed a deal
with Absa to extend its Currie Cup
title sponsorship for another five
years.



