
EXPERIENCE, the difference.

The wildflowers are everywhere, the 

mountains are green and the washes 

actually have standing water! That can 

only mean one thing. The drought must be 

over….no?

Well there’s no sign of an idea drought 

over here at Jones. Creating unique ways 

to build our clients various businesses is 

always in full bloom with us.

And, at the very heart of it all, is engaging 

storytelling. We develop conversations 

that connect customers to brands, crafting 

informative ways to spotlight product 

benefits as we focus on the brand’s promise. 

For instance – every one of our locals 

knows there is a Palm Springs Air Museum. 

They probably know it has something to 

do with airplanes if they haven’t been 

there. What they may not know is that it’s 

a living history museum. A one-of-a-kind 

Coachella Valley 4-wall that houses very 

personalized stories, not just artifacts. 

Airplanes that were flown by heroes, 

POW bracelets on display that 

were donated on behalf of 

heroes, trench metalwork 

created by heroes 

while defending 

and protecting our 

country, is artistry 

that really has 

to be seen to 

be believed. 

It’s these 

stories that 

emotional 

connections 

are made 

every pizza brand that is available. It just goes and 
does it based on some configuration that you have,” 
Kelshaw said. Voice interaction is “going to privilege 
the leader or the default, or the pre-selected,” he 
added. So “get ready to start having the discussion 
with the people who control or aggregate audiences 
such as Amazon or Google,” he said, noting that 
these discussions are typically held in the sales 
department, not marketing.

Try augmented audio
Kelshaw predicts we could soon reach “peak screen” 
in which people can’t use screens like smartphone 
displays more than they already do. So brands 
must be prepared to reach consumers in other 
ways, including via augmented audio powered via 
smartphone sensors or wearables. He pointed to 
technology like a wireless smart earbud brand called 
Here One by Doppler Labs that allows listeners to 
control real-world sound. The brand recently partnered 
with the Cleveland Cavaliers, using its “layered 
listening” technology to allow fans to selectively filter 
out crowd noise, or stream play-by-play commentary 
and stats over the real-world sounds of the game.

Give your chatbot a voice
Most artificial intelligence-powered chatbots 
communicate via text, like the “TacoBot” Deutsch 
created for Taco Bell that allows consumers to place 
orders via Slack.

But Deutsch Chief Digital Officer Winston Binch 
envisions that bots will soon seamlessly toggle between 
voice and text commands. The need to communicate 
via voice is “going to catch a lot of brands by 
surprise,” said Binch, whose agency has formed a new 
AI and bots division called Great Machine. “This is all 
theory but we do know that with the investments being 
made by the tech giants in voice and AI that this world 
is going to be there pretty quickly.”

So the next time you think audio – think earworms.  It’s 
those sounds, notes, wordsmithing and styling that you 
just can’t get out of your head – no matter how many 
times you change the channel!

An earworm, sometimes known as a brainworm, 
sticky music, or stuck-song syndrome, is a catchy piece 
of music that continually repeats through a person’s 
mind after it is no longer playing.

It’s a small, small, small, small world…God help me 
if I have this running around in my head all day 
long again!    - Kyle
 
                   Article taken in part from an Advertising Age article,   
                   published April 13, 2017

visit JonesAgency.com

Audio, as much as visuals, is emerging as a critical branding consideration as voice-
powered personal assistants like Alexa rise in popularity and so-called “hearables” 
-- like smart headphones -- enter the market. This new audio era is a throwback to the 
days when radio ads ruled, but with a twist: Instead of simply talking at consumers, new 
technologies have allowed brands to have a two-way voice dialogue.

“There are definitely a lot of very solid fundamentals and best practices from 
communicating with people via radio that we can take into this space, but then there are 
some things that are new,” said Tom Kelshaw, director of creative technology at WPP 
media agency Maxus, who is working on a white paper on the topic. “Radio doesn’t 
know anything about you. It’s not addressable. It’s not context aware.”

Perfecting your brand’s sound is also important in traditional media because viewers 
are more distracted than ever before. “You might be supposedly watching a TV show 
but actually you are texting your friend and looking up something online,” said Colleen 
Fahey, U.S. managing director of audio branding agency Sixième Son. But “if you avert 
your eyes, your ears are still hearing and you don’t have to be listening to be hearing.”

Just in case you want your branding to be heard…below are some audio branding tips:

Define your audio DNA
Everyone knows about audio logos, like Intel’s familiar four-note signature. But Fahey, 
co-author of “Audio Branding: Using Sound to Build Your Brand,” advocates that brands 
go further to create an audio style guide that can be used to create a consistent sound 
across everything from ads to on-hold music and the sound played at trade show booths. 
Brands run into trouble when they make these choices in isolation. Huggies once used 
different sounds all over the world. But Sixième Son recently created a 46-second audio 
DNA soundtrack for the brand combining playful music, a baby cooing and a mother 
humming meant to replicate the sound of a mother and child bonding. The sound identity 
is now being used in ads all over the world. 

When Coke launched its new global campaign last year, it paid close attention to sound, 
creating a new audio signature with vendor Deviant Ventures that combines audio of a 
bottle opening with “ahhhh” and the “Taste the Feeling” song verse.

“The sound of a brand sticks with people and becomes part of pop culture,” said Coca-
Cola Group Director of Global Entertainment Marketing Joe Belliotti. He added that 
sounds “can endure longer than most other pieces of marketing. This gives brands a 
great opportunity as consumer attention turns to new ways of engaging with technology.” 

Be the default
Picture an online product search. It returns plenty of choices visually. Now imagine that 
same search only using audio. “If you ask Siri to order you a pizza, it doesn’t reel off 
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of. Sure we could advertise ticket sales to 

the museum – but that’s not what we are 

selling. It’s about a visit to the Palm Springs 

Air Museum as a hauntingly memorable 

experience; an experience worth sharing 

with friends and family – whether it be 

through word-of-mouth, social media or 

traditional media outreach.

This brings me to the ASK. (Because Milt 

would be very disappointed if we didn’t 

always ASK FOR THE ORDER.) Do you have 

a business or a brand just waiting to take 

flight? Are your sales in the weeds? Do you 

need a fresh new way to grow? If the answer 

to any of these questions is yes – then please 

contact us today. It will be the best R.O.I. you 

can make!

And what about metrics and performance 

you ask, as a last thought? Good question. 

Let’s look at this year’s performance for 

the Palm Springs Air Museum; it’s a great 

example. General attendance up 10% over 

last year. Banquet and corporate rentals up 

over last year. Membership up over last year.  

Annual Fundraising Gala record-breaking 

participation in 2017. Advertising recall 

and heighten top-of -mind awareness 

numbers up across all targeted segments. 

Lastly, refreshed branding, unique event 

marketing and creative excellence were 

recognized repeatedly at this year’s annual 

American Advertising Federation Awards, 

garnering 3 Golds and 3 Silvers for the 

work submitted and judged. 

In closing, if you get a chance this spring 

– take a Warbird Ride at the Air Museum – 

it’s a bucket list item for sure!

Sincerely, 

          -
 Kyle 

m
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CONGRATS 
GO TO TEAM JONES 

AND OUR 
    CREATIVE 
    PRODUCT! 

On March 11, the American
Advertising Federation held its annual 

creative awards called the Addy’s.  Jones 
Agency had entered 16 samples of work 

– and we received 15 recognitions!  
Fantastic %!

 3 GOLD went to the work we 
did for the Palm Springs Air Museums 
20th Anniversary Campaign and the 

Master of the Air Gala Campaign

3 SILVERS to the Air Museum 
for our Gala Invitation, our Masters of the 

Air logo and our 2016 Honoree video

2 SILVERS to the TRAM – 
one for each of the 2 campaigns we 
developed for them this past year – 

ELEVATE and ESCAPE

4 SILVERS to Jones Agency for 
the work we did on our own branding, 

website and promotional materials

1 BRONZE to Red Earth Casino 
for the Radio Campaign we 

created for them

2 BRONZE – again to the 
agency, 1 for our JA Whiteboard Media 
Video and another for our Only in Palm 

Springs attraction partner co-op logo
 

On top of that, we received another….
4 SILVERS for the work we did 
for our longtime partner Agua Caliente 

Creative Services – 2 for the Agua 
Caliente Resort Casino property and 2 

for the SPA Resort Casino property

 

AWARDS
NOW THAT’S SOME METAL!

ALL IN ALL IT WAS A GREAT NIGHT!  
Our clients are happy, their businesses 

are growing and the creative work 
speaks for itself!  - Joanie Connell, Flying Without a Helicopter: How to Prepare Young People for Work and Life

UPWARDLY M BILE  
In 2013, ‘smartphone’ penetration exceeded the feature 
phone in the US for the first time, and Online audiences 
had started to shift away from PCs faster than expected.
 
To say in 2017 that things have changed would be an 
understatement. While people still prefer computers for 
some tasks, US adults spend almost a full hour longer 
a day accessing digital media on “mobile” rather than 
on desktop. And the largest social networks- Facebook, 
Linkedin, Instagram , Pinterest and Twitter get the 
overwhelming number of their visitors from “mobile”. 

Mobile’s share of US internet advertising was 36% last 
year, with an expected 42% share this year, and will 
cross the 50% threshold by 2018. 
  
The ad dollars are definitely flowing in mobile’s direction.   
  
But spending more in “mobile” is not enough. The hard 
part is figuring out ways to market in mobile to a user 
base that is even more resistant to advertising than it 
was to desktop. That is the challenge in 2017.                          * Advertising Age- Mobile Fact Book 2016

By now you may have noticed that there’s no mention 
of McDonald’s in its latest campaign, which banks 
on the social cred of Mindy Kaling, the power of 
Google, as well as its own reputation as the best place 
to consume something other than burgers and fries 
-- Coca-Cola.

A new effort out of We Are Unlimited stars the 
comedian and actress (wearing a yellow dress and 
standing in front of a red backdrop) talking about 
the “place where Coke tastes soooo good,” and 
then urging viewers to go ahead, Google it.  MCD 
corporate branding takes over the entire look and feel 
without a nod to Mickey D’s!!!

Turns out, she’s slyly directing viewers to the Golden 
Arches. It so happens there’s a whole pop culture 
mythology around Coca-Cola tasting extra delicious 
at McDonald’s, and the fast feeder is using it for its 
latest beverage promotion -- where Cokes (and any 
other soft drinks) will be $1, and small McCafe drinks 
are going for $2.

The film lives on a YouTube channel, “That place where 
Coke tastes SO good,” which also includes other funny 
ads that riff on the theme. On April 13, Mindy Kaling, 

a self-proclaimed (and quite righteous) McDonald’s fan, 
tweeted, “I partnered with a brand w/o being able to say 
the name of the brand. Is that normal? If so, can I be paid 
in fries?” It accompanied one ad featuring Kaling and an 
unnamed beverage technician, both of whom get bleeped 
every time they presumably say the restaurant’s name.

Another ad depicts Kaling interviewing a mysterious 
worker at the unnamed restaurant trying to explain why 
the Coke tastes so good, but things take a hilariously 
absurd turn when the ad attempts to distort his voice.

According to McDonald’s, this is the company’s first 
unbranded marketing campaign. The ad was created 
during the tenure of outgoing McDonald’s U.S. Chief 
Marketing Officer Deborah Wahl. In early April, 
McDonald’s announced Wahl would be replaced this 
month by PepsiCo’s Morgan Flatley.

So say what you will, this is the perfect example of 
how a BRAND and its connection is oh so much more 
than a simple logo – even when that logo depicts the 
golden arches!

                         AD AGE Media Buzz, published on April 18, 2017

WHAT’S NEW? We are now entering the land of the 

unbranded campaigns. crazy but true!

“Compared to other generations, millennials tend to be more collaborative, 
are accustomed to working in teams & have a passion for pressure.”

Maryanne Coury
D I R E C T O R  O F  M E D I A


