
EXPERIENCE, the difference.

How has a Palm Springs-based advertising business, founded in 1958, managed to survive and 
thrive for 60 years, earning its rightful place as the Inland Empire’s premier advertising agency?
  
Dozens of entrepreneurial ad spirits who have come and gone would love to know the answer 
beyond “They must be doing something right.”

Milt Jones, founder of the long-lived Jones Agency, admitted he had some ideas about success 
in this illusive business, but not all of the answers.

Good concepts aside, nothing gets old faster more than a prized portfolio. Clients don’t 
care that much about what you did for them yesterday.  They want to know about today and 
tomorrow. It takes tight fiscal management and a nimble talent for staying on top of trends 
and technology to keep the product fresh and relevant.

Jones was kind enough to give me a nod of credit, then as his general manager. 
Preserving his vision, energy and passion for the business keeps me on my toes. 
While I love managing the agency and his legacy, I am forever grateful for the major-market 
experience I received while building my career in Chicago, a VP with BBV, DDB/Chicago 
and advertising/marketing specialist with Frankel, as their VP Director of Retail Operations 
McDonald’s Corporation.

When asked about commitment - I like to say, “You bet I take business personally; I like to 
treat every client’s business as if it is our own. I want to grow that business and give them 
advertising options that will give them their best return on every marketing dollar.”

I like to build our “team” with professionals who have “major-market experience and 
big-picture thinking.”  We adjust our strategic-thinking skills to include everything from the 
most traditional to programmatic targeting; social media, digital mobile marketing, and 
new applications as they present themselves. Our belief in internet content borders on 
zealotry and we have been a desert leader in technologies that deliver sales as well as 
analytic accountability.

Today, Jones Agency’s operational base continues as full service, encompassing 
strategic planning, business assessment, creative storytelling, design, media 

planning, negotiating and buying, original video content, award-
winning wordsmithing, photography and public relations, including 

social media.

Jones Agency regime’s fresh and effective approach has 
resulted in a stunning number of top industry awards, most 
recently, the American Advertising Federation’s 2018 Best of 
Show, winning top honors for the Sirota video exhibit at the 
Palm Springs Air Museum. This year the agency garnered 
20 ADFED awards alone. 

Less understood is the longstanding relationship 
between science—both social and physical—and 
advertising. It was trained cognitive psychologists 
such as George Gallup, a professor at Drake 
University who later started Young & Rubicam’s first 
research department, and Paul Cherington, director 
of research at J. Walter Thompson Co. and professor 
of marketing at the Harvard Business School, who in 
the 1930s first developed methods for segmenting 
and targeting large and previously undifferentiated 
consumer populations.

For roughly 80 years starting in the early 1930s, 
agencies grew increasingly sophisticated about 
targeting audience segments across largely static 
media—broadcast (and later cable) television, radio, 
out-of-home, print and even early digital (i.e., the 
World Wide Web). Indeed, segmentation was a core 
competency in an era of static media, and social 
science added tremendous value to the life 
of a campaign.

But we don’t live in an age of static media 
anymore. We live in the age of the programmable 
internet—a dynamic, highly personalized network of 
interconnected devices, applications and consumers. 
The programmable internet delivers a bespoke 
experience to a billion consumers. Just compare your 
Amazon or Pandora apps to someone else’s, and 
you’ll see what I mean.

Today, advertisers need data science to harness the 
power of their art. That means building algorithms 
that enable the delivery of bespoke advertising 
experiences. Simply put, if advertisers can’t deliver 
campaigns that are every bit as customized as 
digital content itself, they can’t drive brand or 
performance at scale.
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The New Art and Science of Advertising
At its very best, advertising is art. Everyone knows that. During the industry’s golden age, marketers and agencies 
routinely employed illustrators as diverse as Ben Shahn, Andy Warhol and Norman Rockwell to furnish their 
campaigns with creative of the highest aesthetic caliber.

No agency continues to have the depth of 
knowledge the Jones Agency has about the 
Coachella Valley and Inland Empire area. 
One thing learned from Milt, many years ago, 
was how vital it is to reach spheres of influence 
the world over from this unusual geographical 
position. We often reach the world’s pockets of 
affluence with local media budgets. 

Because of this anomaly, the agency shares 
a market that is perfect for new product 
introductions and branding, especially involving 
education, entertainment, financial, fashion, 
healthcare and food and beverage innovation.

In addition, Jones Agency knows how the market 
works and the unique point of difference every 
community brings to the larger landscape. 
We focus on the wheres and whys of our ever-
changing demographics, how to reach both the 
resident as well as the visitor,  and to craft many 
of the brand promises they carry forward. It’s a 
great perspective and one that surely benefits 
from the marriage of art and science these days.
  
The ART of MARKETING never gets old, 
even after 60 years! 
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