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Online Gaming

As part of NYSERDA’s Big Savings campaign, Energy Pirates educates New Yorkers how to bet-
ter manage power demand in their homes by using ENERGY STAR qualified products, power 
strips and energy-saving features to prevent energy waste.

The player must prevent the pirate from stealing power by “turning off” appliances and elec-
tronics the pirate has turned on. Similar to the 1980s game Simon, an electronic game that 
tests a person’s rhythm and memory skills, the player must turn them off in the same se-
quence that the pirate turned them on. The sequences increase in difficulty within each level. 
Educational messages with specific tips to save energy and information about NYSERDA initia-
tives appear as each level is completed.
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Digital

Strategy

Branding

Interactive
HTML and Rich Media •

E-Blast •
Video on the Web •

Web Design •
Gaming •

Partnerships

Digital is at the heart of everything we do. Whether it’s online or offline, how an idea 
connects digitally is our matrix for success. Digital ideas are the new media because a 
strong idea can be transmitted to a million touch points in a matter of seconds and can 
have a reach and frequency stronger than a thirty second Super Bowl spot. Whether it’s 
a wiki, a banner ad, a web application or video, we excel at getting customers to have 
conversations about our client’s products. 

Some interactive agencies simply develop websites or games for their clients. At William 
Burk, no matter what the assignment is, a solid strategy is formulated to make sure a 
client’s brand is reinforced and a measurable ROI can be estabilished. The five case 
studies mentioned in this booklet illustrate how digital ideas with traditional strategies 
have the legs to carry messaging further and stronger than simple web entertainment. 

Many consider the internet a digital form of direct response because of measurability. This 
is true, but the thought that branding cannot be leveraged via the internet is nonsense. 
Consumers wish to engage with like-minded brands that share their core values. If a 
person makes an online purchase, that transaction goes further than a utilitarian function, 
but becomes the first connection into an ongoing relationship. A conversation has begun 
that needs to be nurtured in the same way brands have been developed for centuries. 

Interactive advertising was once the ugly stepchild of the happy, tried-and-true print/TV/
radio family. Not any longer. We have been at the forefront of interactive communications 
with a solid background working with clients such as ING DIRECT, Citigroup, King 
Pharmaceuticals and Novartis, just to name a few. We have put together a best-in-class 
team from around the world that works seamlessly with the advertising department from 
the beginning to make sure no stone is left unturned and every option is utilized.

Good designers are a dime a dozen. Great designers who can strategize with the client, 
however, are a very rare breed. Our digital designers all have an understanding of brand-
building combined with a passion for reinvention. They are the ones who put the polish on 
all the great ideas we put forward. From logos, brochures to wild postings, they do it all.

William Burk has countless strategic partners from media buying to general advertising. 
We are currently the digital arm for The Ad Store, NYC. Our partnership means we have 
an extended roster of creative talent and account services to properly manage any project, 
regardless of its size. Check out The Ad Store at www.adstore.com.
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