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Introduction

The Wall Street Journal, which was first published on July 8, 1889, is one of the oldest and most famous publications devoted to daily reporting on business, finance, and the economy. It also is arguably the world’s most authoritative source on the art of the business quote. Having reported for the Journal for fifteen years, I have firsthand knowledge of the deep wisdom about and reverence for the business quotes inside that august daily business newspaper. And because I share that reverence, I was honored to compile The Big Book of Business Quotations.

Until I joined the Journal’s reporting staff in 1981, I couldn’t have imagined that business quotes were viewed as a kind of literary gemstone. Nor had I realized that business quotes were so widely coveted. Writers, thinkers, businesspeople, speechwriters, sloganeers, essayists, spiritualists, executive coaches, a broad cross-section of civic leaders, clergy, lawyers, students, and carnival barkers alike all find need at one time or another to brandish a business quote.

Like all gemstones, however, business quotes vary widely in quality. As a result, the quotes in these pages made the cut only after the most discriminating consideration. Predictable utterances—“If at first you don’t succeed, try again”—were routinely banished. I evaluated the sharpness and forcefulness of the quotes and included a wide range of voices and authors. I provided the source of the quotes where possible, though the true origin of many is unknown. Quotes from unknown sources had to be unusually incisive or insightful to be included.

The quotes that follow provoke deep thought, buttress credibility, convey scope, and even tug on emotions. I hope they spark your creativity and prove to be useful in your endeavors.


Advertising

Among the many ruins of Pompeii were dainty perfume bottles, a statuette of Alexander the Great, and, of course, advertising. The New World Encyclopedia, in fact, informs us that the origins of “commercial” messaging is prehistoric, and advertising was among the earliest forms of human communication. While civilizations have come and gone, the prevalence of come-ons to consumers is ubiquitous. GroupM, the global media investment group, says that nearly $1 trillion a year (as of 2016) is poured into drawing consumers’ attention worldwide, prompting their purchase of goods and services. And advertising has advanced toward the realm of science fiction. Advertisers can now target and geographically trail mobile-phone users in order to deliver ads tailored for that individual.

 

In advertising not to be different is virtually suicidal.

—William Bernbach, advertising legend and cofounder of the Doyle Dane Bernbach agency
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When business is good it pays to advertise; when it is bad you have got to advertise.

—Red Auerbach, legendary coach of the Boston Celtics
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The real axis of evil in America is the genius of our marketing and the gullibility of our people.

—Bill Maher, comedian and television host (from When You Ride Alone You Ride with bin Laden, 2002)

The essence of trust building is to emphasize the similarities between you and the customer.

—Thomas J. Watson, chairman and CEO of IBM
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Don’t blame the marketing department. The buck stops with the chief executive.

—John D. Rockefeller, industrialist, cofounder of Standard Oil Co., and philanthropist (from John D. Rockefeller on Making Money: Advice and Words of Wisdom on Building, 2015)
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The joy of music should never be interrupted by a commercial.

—Leonard Bernstein, composer/conductor

Advertising works most effectively when it’s in line with what people are already trying to do.

—Mark Zuckerberg, cofounder and CEO of Facebook (from Time magazine, July 17, 2007)
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It is true that you may fool all of the people some of the time; you can even fool some of the people all the time; but you can’t fool all of the people all the time.

—Abraham Lincoln, US president
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It’s just called “The Bible” now—we dropped the word “Holy” to give it a more mass-market appeal.

—Hodder & Stoughton, publisher/editor (from The Daily Telegraph, December 30, 1989)

Transforming a brand into a socially responsible leader doesn’t happen overnight by simply writing new marketing and advertising strategies. It takes effort to identify a vision that your customers will find credible and aligned with their values.

—Simon Mainwaring, advertising creative director and social media specialist (from website Mashable, April 22, 2011)
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Advertisers in general bear a large part of the responsibility for the deep feelings of inadequacy that drive women to psychiatrists, pills, or the bottle.

—Marya Mannes, author and critic (from But Will It Sell?, 1964)
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People don’t believe what you tell them. They rarely believe what you show them. They often believe what their friends tell them. They always believe what they tell themselves.

—Seth Godin, author, entrepreneur, and public speaker

In day-to-day commerce, television is not so much interested in the business of communications as in the business of delivering audiences to advertisers. People are the merchandise, not the shows. The shows are merely the bait.

—Les Brown, songwriter, orchestra leader, and author (from Television: The Business Behind the Box, 1971)
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I have … had a disturbing dream in which I break through a cave wall near Nag Hammadi and discover urns full of ancient Coptic scrolls. As I unfurl the first scroll, a subscription card to some Gnostic exercise magazine flutters out.

—Colin McEnroe, columnist and radio host
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Advertising is the greatest art form of the 20th century.

—Marshall McLuhan, Canadian philosopher, futurist, and communications theorist (from Advertising Age, September 3, 1976)

Doing business without advertising is like winking at a girl in the dark. You know what you are doing but nobody else does.

—Steuart Henderson Britt, marketing consultant, psychologist, and author (quoted in the New York Herald Tribune, October 30, 1956)
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Ensure your employees understand what your brand stands for so they can be your first line of word-of-mouth advertising.

—Simon Mainwaring, advertising creative director and social media specialist (from website Mashable, April 22, 2011)
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When a man throws an empty cigarette package from an automobile, he is liable to a fine of $50. When a man throws a billboard across a view, he is richly rewarded.

—Pat Brown (quoted in Ogilvy on Advertising, 1983)

The business that considers itself immune to the necessity for advertising sooner or later finds itself immune to business.

—Derby Brown
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It is not unprofessional to give free legal advice, but advertising that the first visit will be free is a bit like a fox telling chickens he will not bite them until they cross the threshold of the hen house.

—Warren E. Burger, Chief Justice, US Supreme Court (from State of the Judiciary speech to the American Bar Association, 1986)
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Advertising is the ability to sense, interpret … to put the very heart throbs of a business into type, paper and ink.

—Leo Burnett, founder of Leo Burnett Worldwide ad agency

Chess is as elaborate a waste of human intelligence as you can find outside an advertising agency.

—Raymond Chandler, novelist and screenwriter (from the novel The Long Goodbye, 1953)
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A tremendous amount of the entrepreneurial initiative, if you want to call it that, comes from the dynamic state sector on which most of the economy relies to socialize costs and risks and privatize eventual profit. And that’s achieved by, if you like, advertising.

—Noam Chomsky, linguist, philosopher, cognitive scientist, historian, social critic, and political activist (from interview with Democracy Now!, April 3, 2006)
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Advertising produces familiarity which produces sales.

—Paul Cookson, poet-performer

Advertising is the life of trade.

—Calvin Coolidge, US president (from The International Dictionary of Thoughts, 1969, compiled by John P. Bradley, Leo F. Daniels, and Thomas C. Jones)
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We do not invest in advertising…. So racing is the best advertising for Ferrari.

—Luca Cordero di Montezemolo, former chairman of Fiat (from the Wall Street Journal, September 25, 2013)
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You can tell the ideals of a nation by its advertisements.

—Norman Douglas, British writer (by fictional character Don Francesco in the novel South Wind, 1917)

Suppliers and especially manufacturers have market power because they have information about a product or a service that the customer does not and cannot have, and does not need if he can trust the brand. This explains the profitability of brands.

—Peter F. Drucker, management consultant, educator, and author (from A Functioning Society: Community, Society, and Polity in the Twentieth Century, 2011 edition)
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Advertising isn’t about truth or fairness or rationality, but about mobilising deeper and more primitive layers of the human mind.

—Brian Eno, musician, composer, and producer (from The Guardian, July 8, 2009)
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Ads are the cave art of the twentieth century.

—Marshall McLuhan, Canadian philosopher, futurist, and communications theorist

The philosophy behind much advertising is based on the old observation that every man is really two men—the man he is and the man he wants to be.

—William Feather, publisher and author (quoted in The Crown Treasury of Relevant Quotations, 1978)
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Advertising isn’t just the disruption of aesthetics, the insults to your intelligence and the interruption of your train of thought. At every company that sells ads, a significant portion of their engineering team spends their day tuning data mining, writing better code to collect all your personal data.

—Jan Koum, Internet entrepreneur and computer programmer (from WhatsApp blog, June 18, 2012)
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The trouble with us in America isn’t that the poetry of life has turned to prose, but that it has turned to advertising copy.

—Louis Kronenberger, critic and author (from “The Spirit of the Age,” in Company Manners, 1954)

Mass demand has been created almost entirely through the development of advertising.

—Calvin Coolidge, US president (from his address before the American Association of Advertising Agencies, October 27, 1926)
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Society drives people crazy with lust and calls it advertising.

—John Lahr, senior drama critic at The New Yorker magazine (from the The Guardian, August 2, 1989)
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I view advertising as being this romanticizing element that helps us appreciate, understand and enjoy how remarkable it is that we’ve been able to do so much, and learn so much. I view it as really vital, even though sometimes it can be really annoying.

—Jaron Lanier, computer scientist, author, and composer (from interview with technology publication saydaily.com, September 9, 2011)

Advertising may be described as the science of arresting the human intelligence long enough to get money from it.

—Stephen Butler Leacock, Canadian teacher, political scientist, writer, and humorist
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So long as there’s a jingle in your head, television isn’t free.

—Jason Love, marketing executive
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The secret of all effective originality in advertising is not the creation of new and tricky words and pictures, but one of putting familiar words and pictures into new relationships.

—Leo Burnett, founder of Leo Burnett Worldwide ad agency (from 100 Leo’s: Wit & Wisdom from Leo Burnett, 1995)

Nothing except the mint can make money without advertising.

—Thomas Babington Macaulay, British historian and Whig politician
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There is a great deal of advertising that is much better than the product. When that happens, all that the good advertising will do is put you out of business faster.

—Jerry Della Femina, advertising executive and restaurateur (from his book, From Those Wonderful Folks Who Gave You Pearl Harbor: Front Line Dispatches from the Advertising War, 1970)
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Our society’s values are being corrupted by advertising’s insistence on the equation: Youth equals popularity, popularity equals success, success equals happiness.

—John Fisher, British admiral (from his book The Plot to Make You Buy, 1968)

Advertising is a racket, like the movies and the brokerage business. You cannot be honest without admitting that its constructive contribution to humanity is exactly minus zero.

—F. Scott Fitzgerald, novelist (from a letter to his daughter published in The Letters of F. Scott Fitzgerald, 1963)
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We grew up founding our dreams on the infinite promise of American advertising. I still believe that one can learn to play the piano by mail and that mud will give you a perfect complexion.

—Zelda Fitzgerald, socialite, novelist, and wife of F. Scott Fitzgerald (from her novel Save Me the Waltz, 1932)
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Advertising is, of course, important because advertising is the final design. It’s the last layer that speaks to the customer, that tells them what you have.

—Tom Ford, fashion designer (from interview with website The Daily Beast, December 12, 2009)

The essence of good advertising is not to inspire hope, but to create greed.

—Charles Adams, advertising executive
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Advertising—a judicious mixture of flattery and threats.

—Northrop Frye, Canadian literary critic (from The Fitzhenry & Whiteside Book of Quotations, 1993)
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Advertisements are now so numerous that they are very negligently perused, and it is therefore become necessary to gain attention by magnificence of promises and by eloquence sometimes sublime and sometimes pathetic.

—Samuel Johnson, British author (from his magazine The Idler, January 20, 1759)

Advertising is the lubricant for the free-enterprise system.

—Leo-Arthur Kelmenson, ad executive (from the New York Times, 1976)
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I love advertising, because I love self-promotion. I love mirror time, which is Me Time.

—Jarod Kintz, author
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Any time an investment company has to spend heavily on advertising, it’s probably a bad business in which to invest.

—Robert Kiyosaki, author (from article on his website richdad.com, February 18, 2009)

When air conditioning, escalators, and advertising appeared, shopping expanded its scale, but also limited its spontaneity. And it became much more predictable, almost scientific. What had once been the most surprising became the most manipulated.

—Rem Koolhaas, Dutch architect, architectural theorist, urbanist, and Harvard professor (from interview with indexmagazine.com, 2000)
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Ideally, advertising aims at the goal of a programmed harmony among all human impulses and aspirations and endeavors. Using handicraft methods, it stretches out toward the ultimate electronic goal of a collective consciousness.

—Marshall McLuhan, Canadian philosopher, futurist, and communications theorist (from his book Understanding Media: The Extensions of Man, 1964)
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I am one who believes that one of the greatest dangers of advertising is not that of misleading people, but that of boring them to death.

—Leo Burnett, founder of Leo Burnett Worldwide ad agency

History will see advertising as one of the real evil things of our time. It is stimulating people constantly to want things, want this, want that.

—Malcolm Muggeridge, journalist and broadcaster (quoted in the book The Want Makers: Inside the World of Advertising, 1988)
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I think that I shall never see/A billboard lovely as a tree/Perhaps, unless the billboards fall/I’ll never see a tree at all.

—Ogden Nash, poet (from his poem “Song of the Open Road,” published in The New Yorker, October 15, 1932)
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I know that campaigns can seem small, and even silly. Trivial things become big distractions. Serious issues become sound bites. And the truth gets buried under an avalanche of money and advertising. If you’re sick of hearing me approve this message, believe me—so am I.

—Barack Obama, US president (speaking at the Democratic National Convention, 2012)

Advertising in the final analysis should be news. If it is not news it is worthless.

—Adolph S. Ochs, newspaper publisher (from article in the Indiana Gazette, March 26, 1958)
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It takes a big idea to attract the attention of consumers and get them to buy your product. Unless your advertising contains a big idea, it will pass like a ship in the night. I doubt if more than one campaign in a hundred contains a big idea.

—David Ogilvy, founder of Ogilvy & Mather ad agency (quoted in Ogilvy on Advertising, 1983)
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Promise, large promise, is the soul of an advertisement.

—Samuel Johnson, British author (from his magazine The Idler, January 20, 1759)

Anyone who thinks that people can be fooled or pushed around has an inaccurate and pretty low estimate of people—and he won’t do very well in advertising.

—Leo Burnett, founder of Leo Burnett Worldwide ad agency
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The business of the advertiser is to see that we go about our business with some magic spell or tune or slogan throbbing quietly in the background of our minds.

—Marshall McLuhan, Canadian philosopher, futurist, and communications theorist (from his book Understanding Media: The Extensions of Man, 1964)
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Advertising is the rattling of a stick inside a swill bucket.

—George Orwell, novelist, essayist, journalist, and critic (from his novel Keep the Aspidistra Flying, 1936)

Vertical search engines that match your business, service or products with a target market offer you a higher conversion rate than traditional search engines. Because they have already qualified their interest by coming to a search engine with a specific focus, searchers will be more receptive to targeted advertising.

—Marc Ostrofsky, Internet entrepreneur and author (from huffingtonpost.com, January 12, 2012)
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The word “you” is the most important word in the English language, as far as writing advertising copy is concerned. People respond to this word because they like talking about themselves and being talked about in a positive manner.

—Peter J. Patsula, founder of Patsula Media and author (from his online publication The Entrepreneur’s Guidebook Series, 2001–2007)
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Living in an age of advertisement, we are perpetually disillusioned.

—J. B. Priestley, English playwright, novelist, biographer, literary critic, screenwriter, and broadcaster (from his book The Balconinny and Other Essays, 1929)

When the historian of the Twentieth Century shall have finished his narrative, and comes searching for the subtitle which shall best express the spirit of the period, we think it not at all unlikely that he may select “The Age of Advertising” for the purpose.

—Printers’ Ink monthly, May 27, 1915
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Advertising, music, atmospheres, subliminal messages and films can have an impact on our emotional life, and we cannot control it because we are not even conscious of it.

—Tariq Ramadan, Swiss academic, philosopher and writer (from his book The Quest for Meaning: Developing a Philosophy of Pluralism, 2010)
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Never stop testing, and your advertising will never stop improving.

—David Ogilvy, founder of Ogilvy & Mather ad agency (from his book Confessions of an Advertising Man, 1963)

Creative without strategy is called “art.” Creative with strategy is called “advertising.”

—Jef I. Richards, professor of advertising
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Advertising is the art of convincing people to spend money they don’t have for something they don’t need.

—Will Rogers, American cowboy, vaudeville performer, humorist, newspaper columnist, social commentator, and stage and motion picture actor
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The work of an advertising agency is warmly and immediately human. It deals with human needs, wants, dreams and hopes. Its “product” cannot be turned out on an assembly line.

—Leo Burnett, founder of Leo Burnett Worldwide ad agency

There are huge advertising budgets only when there’s no difference between the products. If the products really were different, people would buy the one that’s better. Advertising teaches people not to trust their judgment. Advertising teaches people to be stupid.

—Carl Sagan, astronomer, cosmologist, astrophysicist, and author (from his book Contact, 1985)
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Advertising is the modern substitute for argument; its function is to make the worse appear the better.

—George Santayana, philosopher, essayist, poet, and novelist
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Google was founded to get information to everybody. A by-product of that strategy is that we invented an advertising business which has provided great economics that allows us to build the servers, hire the employees, create value.

—Eric Schmidt, executive chairman of Alphabet Inc., formerly Google (from article in The Guardian, April 19, 2013)

Don’t bore your reader. You can’t bore people into buying your products or services. If your ad is boring then it probably means your company and your products are also boring.

—Peter J. Patsula, founder of Patsula Media and author (from his online publication The Entrepreneur’s Guidebook Series, 2001–2007)
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Advertising is an environmental striptease for a world of abundance.

—Marshal McLuhan, Canadian philosopher, futurist, and communications theorist (quoted in Subliminal Seduction: Ad Media’s Manipulation of a Not So Innocent America, 1974)
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Don’t Tell My Mother I Work in an Advertising Agency—She Thinks I Play Piano in a Whorehouse.

—Jacques Seguela, cofounder of French advertising agency RSCG (title of his 1979 autobiography)

A lot of advertising has gotten worse. I think it’s kind of lost its nerve, to be honest with you. I feel like the advertising of the ’60s, they were nervier. You know why? Because there was less at stake.

—Jerry Seinfeld, comedian, actor, writer, and producer (interview with Adweek, December 17, 2013)
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Advertising is the art of making whole lies out of half truths.

—Edgar A. Shoaff, entrepreneur and motivational speaker
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Starbucks is not an advertiser; people think we are a great marketing company, but in fact we spend very little money on marketing and more money on training our people than advertising.

—Howard Schultz, CEO of Starbucks (from interview with CNN.com, December 28, 2007)

What is the difference between unethical and ethical advertising? Unethical advertising uses falsehoods to deceive the public; ethical advertising uses truth to deceive the public.

—Vilhjalmur Stefansson, Canadian explorer and ethnologist (from his autobiography Discovery, 1964)
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With no ads, who would pay for the media? The good fairy?

—Samuel Thurm, senior vice president, US Association of National Advertisers
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Early to bed, early to rise, work like hell, and advertise.

—Ted Turner, founder of Turner Broadcasting and CNN (from Montana State University–Northern commencement address, May 2011)

Good advertising does not just circulate information. It penetrates the public mind with desires and belief.

—Leo Burnett, founder of Leo Burnett Worldwide ad agency (from 100 Leo’s: Wit & Wisdom from Leo Burnett, 1995)
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Many a small thing has been made large by the right kind of advertising.

—Mark Twain, humorist and writer (from his novel A Connecticut Yankee in King Arthur’s Court, 1889)
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Advertisers constantly invent cures to which there is no disease.

—Unknown

Any seeming deception in a statement is costly, not only in the expense of the advertising but in the detrimental effect produced upon the customer, who believes she has been misled.

—John Wanamaker, department-store magnate (from Whatever Happened to Madison Avenue?, 1991)
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Advertising is legalized lying.

—H. G. Wells, writer (from Crown’s Book of Political Quotations, 1982)
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We have always said that advertising is just the icing on the cake. It is not the cake.

—Meg Whitman, chairman and CEO of Hewlett-Packard

As advertising blather becomes the nation’s normal idiom, language becomes printed noise.

—George Will, newspaper columnist and political commentator
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We are a consumer company and our success is directly linked to our users trusting us. Therefore, we have the same incentive as the user: they want to see relevant advertising so their experience of Google is positive and we want to deliver it.

—Susan Wojcicki, CEO of YouTube (from interview in The Telegraph, December 4, 2010)
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Half the money I spend on advertising is wasted; the trouble is, I don’t know which half.

—John Wanamaker, department-store magnate (quoted in David Ogilvy’s Confessions of an Advertising Man, 1963)

Advertising says to people, “Here’s what we’ve got. Here’s what it will do for you. Here’s how to get it.”

—Leo Burnett, founder of Leo Burnett Worldwide ad agency (from 100 Leo’s: Wit & Wisdom from Leo Burnett, 1995)


Business

The world has 7.5 billion people, and most have had an observation about business, a universal pursuit as old as mankind and unavoidable in modern life. Most of the 7.5 billion viewpoints are valid. As merchant, consumer, or vendor, each person occupies the business ecosystem, however primitive or advanced. What follow are resonant musings on the topic by notables the world over.

 

A larger business is not merely a bigger small business; it is a related but new entity.

—Nick Lyons, teacher, writer, and publisher

[image: image]

Care for your infant business or career as you would care for your infant child—with loving attention, with no expectation of any reward, being in the moment with it, accepting it as is, watching it grow, enjoying every step of the way.

—Marc Allen, publisher and author (from his book The Millionaire Course: A Visionary Plan for Creating the Life of Your Dreams, 2003)
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It takes more than capital to swing business. You’ve got to have the A.I.D. degree to get by— Advertising, Initiative, and Dynamics.

—Isaac Asimov, author and professor of biochemistry

That’s one thing we never did much of while we were building Wal-Mart, talk about ourselves or do a whole lot of bragging outside the Wal-Mart family—except when we had to convince some banker or some Wall Street financier that we intended to amount to something someday, that we were worth taking a chance on.

—Sam Walton, founder of Wal-Mart
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Online business models are still evolving. New and different products and services pop up every day. This gives rise to supporting products and services. A business can make substantial profit by helping others execute their plans for making money.

—Marc Ostrofsky, author, entrepreneur, and investor (from his book Get Rich Click: The Ultimate Guide to Making Money on the Internet, 2011)
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I should say in general the advantage of education is to better fit a man for life’s work. I would advise young men to take a college course, as a rule, but think some are just as well off with a thorough business training.

—John D. Rockefeller, industrialist, cofounder of Standard Oil Co., and philanthropist

Going after a target market larger than your ability to serve can lead to bankruptcy, not fortune—greed is no substitute for good planning. On the other hand, going after a target market too small to support your business is just plain silly. A target market must be big enough to earn a profit.

—Peter J. Patsula, author and founder of Patsula Media (from his online publication The Entrepreneur’s Guidebook Series, 2001–2007)
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Business is a combination of war and sport.

—Andre Maurois, French author (from National Catholic Reporter, October 27, 1991)
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I tell young entrepreneurs to use the leader in their industry and as a benchmark as they work to create their own brand. Don’t look at what your competition is doing—if you emulate the leader in your industry, you will achieve a higher level of engagement with consumers and make their buying experience richer.

—Steve Stoute, advertising executive and marketing expert (from CNN.Money.com, October 3, 2011)

In general, an asset should be sold when it has greater value to a buyer. This happens when a buyer has a complimentary business or capability that would enable them to do more with that business. Many businesses we have exited were not failures, but had simply reached a point in their life cycle where they no longer provided a core capability or served as a platform for growth.

—Charles Koch, co-owner of Koch Industries
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In industries where a lot of competitors are selling the same product—mangoes, gasoline, DVD players—price is the easiest way to distinguish yourself. The hope is that if you cut prices enough you can increase your market share, and even your profits. But this works only if your competitors won’t, or can’t, follow suit.

—James Surowiecki, journalist (from The New Yorker magazine, November 9, 2009)
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If the spirit of business adventure is dulled, this country will cease to hold the foremost position in the world.

—Andrew Mellon, banker, industrialist, philanthropist, and US ambassador

The Internet is the Viagra of big business.

—Jack Welch, GE chairman and CEO (addressing the sixth annual World Business Forum, October 2010)
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Business after all is a form of warfare; you bring all your available weapons to bear. If you don’t you’re a fool.

—Cornell Woolrich, novelist (from his novella Jane Brown’s Body, 1938)
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The essence of a successful business is really quite simple. It is your ability to offer a product or service that people will pay for at a price sufficiently above your costs, ideally three or four or five times your cost, thereby giving you a profit that enables you to buy and to offer more products and services.

—Brian Tracy, author (from Entrepreneur.com, July 7, 2004)

If you can build a business up big enough, it’s respectable.

—Will Rogers, American cowboy, vaudeville performer, humorist, newspaper columnist, social commentator, and stage and motion picture actor
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Business is not financial science, it’s about trading … buying and selling. It’s about creating a product or service so good that people will pay for it.

—Anita Roddick, founder of the Body Shop (from AnitaRoddick.com)
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Every great business is built on friendship.

—J. C. Penney, founder of retail chain JCPenney

Corporations are like protean bacteria; you hit them with accountability and they mutate and change their names.

—Doug Anderson, author
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The primary advantage of [a partnership] business formation is the pooling of talent, experience, and capital. However, dual or multiple ownership structures can lead to serious complications if the relationships between individuals break down. Quite often, the pool becomes a drain.

—Peter J. Patsula, founder of Patsula Media and author
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People are definitely a company’s greatest asset. It doesn’t make any difference whether the product is cars or cosmetics. A company is only as good as the people it keeps.

—Mary Kay Ash, founder of Mary Kay Cosmetics

Corporations are social organizations, the theater in which men and women realize or fail to realize purposeful and productive lives.

—Lester Bangs, music journalist, critic, author, and musician
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Corporation, n., An ingenious device for obtaining profit without individual responsibility.
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