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Our mission—my mission—is to
populate the world with fantastic
new creations, and help others
do the same. Underneath it all is
velief that through brands,
innovation and entrepreneurship,
ue.

On the pages that follow are some
lessons I've learned over the
course of many rodeos. I hope
you find this useful as part

of your own present and future.

See you out there.

PAUL EARLE
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Business is personal.

A Day In the Sun

N° 2

An A+ story wrapped around
a B+ product will outperform the
inverse every time.
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N° 3

'The more things you try, the
luckier you get.

A Day In the Sun

N° 4

Innovators must always honor their
instincts, even in the face of muddled
data. Potter Stewart had it right.

N° 5

Emotion is the ace of spades in
innovation, and any other endeavor.
If you can’t really fee/ the idea, form and
function don’t matter that much.

N° 6

If you simply focus on doing
cool things, and being good to people,
financial success will follow.
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N° 7 N° 9

You must infuse ideas with something The best ideas often arise within the first
that is strangely anomalous, unusually few days of tackling a problem.
strong, oddly contradictory, Be mindful of the law of diminishing
even ever-so—sl}i, htly... pecuﬁar. creative returns.
Then ceigebrate it.

N° 8

The opposite of love is indifference,
not hate. A toxic, polarizing idea may be
thisclose to awesome.
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N° 18

If you make a mistake, consider
keeping it in there.

N° 17

If you're stuck on a problem, call five
interesting people. Your pathway will be
illuminated quickly.
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N° 19

If you have a giant idea whose time has
come, practically nothing can stop you.

Keep going.
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N° 20

Innovators must dismiss “but we tried

that before” as rationale for inaction.

Key external factors change over time.
(Plus, you can make it better.)

N° 21

Optimism is potent. And required for
progress. There are no examples of a
cynic who groused his way to success.
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N° 28 N° 29

Consumers are generally a forgiving lot. Stop accepting “normal” as normal.

As long as you're honest, you'll get a It might not be. Ciritically question
second chance. Maybe a third. So go for it. everything.

N° 30

The brands that obviously are havin%
fun will win almost every time. People
can sense it. Joy is attractive.
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N° 37

There is no such thing as
a boring category.

Only boring brands.
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N° 38

The term “consumer” should be
replaced by “person” wherever possible,
and ideally “fsn.” Never “target” (unless
it’s the store), and for the love of God,

never ever ever ever user.
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