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Innovative or Pas-
sionate?
Who are you, and why are you doing this?
Regardless of your business acumen or educational back-
ground, basic concepts are necessary to launch a brand 
into the retail sales arena. You will struggle to reach your 
goal without a few essential tidbits of information or insight 
into potential pitfalls in an industry with more failures than 
successes. 
Now - let’s discuss the word failure; Edison and many oth-
ers claimed that failing was an excellent way of learning. 
During my career in product and business development, 
over 20 years, I experienced many learning curves. Suffu-
sive to say, far more than were imagined. Success occurred 
by being fortunate enough to have amazing people 
around me providing support and training. These teachers 
and mentors made the bumps in the road mere minor in-
conveniences. Once, it was suggested to me to reference 
the hurdles as Duck Bites; a duck bite is, simply put, a nui-
sance. It may be somewhat painful at first, and no one has 
(to my knowledge) ever died from one. So shrug the event 


aside and learn what you can from it. It doesn’t define you 
or your career; if nothing else is to be gained by the duck 
bite, you, at least, have a great story to tell at a future suc-
cess party.
Before jumping into the nuts and bolts, you must know lit-
tle about me. 
My career has spanned pharmaceutical and personal care 
product lines since my early twenties. Curious by nature, I 
loved playing with products and testing their miraculous 
claims. Early on, I had the privilege of working for a small 
company that decided to utilize its company name to 
brand a haircare line. Annual revenues from the salon chain 
generated multi-millions of dollars; adding a product line 
appeared to be a natural addition to the organization. Mul-
tiple service outlets set the product up succinctly for taking 
a new product to market. I will return to their success story 
at the end of the book. 
Working with the world-renowned stylist team and product 
line developers, I started my adventure into the world of 
product development. This journey provided the opportu-
nity to take on the role of General Manager for a small per-


sonal care product manufacturer. Working in this environ-
ment provided a fantastic opportunity to learn a new indus-
try and to garner knowledge concerning regulations and 
requirements for consumer-facing products. After seven 
years of managing this organization, the next great oppor-
tunity appeared. I took on a position as a project manager 
for a pharmaceutical contract manufacturing company. Al-
though this may seem like a downgrade on the career 
path, it allowed me to step into a world I knew very little 
about and led me to discover one of the most fascinating 
industries in the world. 
Ten years later, having worked my way up to Business De-
velopment and Project Management leader, the company 
had grown, and I had a vested financial interest in the fu-
ture. Fortune smiled upon us when an acquisition from an 
international corporate brand was complete. While many 
of the people I worked with chose to stay and continue 
with the organization, I opted to move on and follow my 
passion. My passion, you may wonder, is to continue to 
grow and learn with the end goal of helping others achieve 
their success. A variation of Christian and Buddhist teach-
ings has taught me something I strive for every day:


It is not what we gain in life but what we give back that pro-
vides true contentment. 
To quote Helen Walton,  “It’s not what you gather, but what 
you scatter that tells what kind of life you have lived.”
Before moving into the whats and hows, remember that no 
one does it alone. The opportunity to share my knowledge 
with you would never have occurred without the people 
along the way who taught me, pushed me, irritated me, 
and forced me to learn. 
So who are you, and why are you doing this? 
Be clear about your intent when starting this project. What’s 
your end game look like? Create clear goals, adjust them 
when necessary, and be flexible on this journey, as it will 
consume your days, nights, and money. 
Don’t skip past any chapters thinking you already know 
best, doing so will be costly to you at some point. I say that 
because I experienced grave mistakes firsthand and was 
very lucky that no one ever died.


At the book’s beginning, the questions were posed; Are 
you Innovative or Passionate? It is a trick question; you 
must be both to achieve a successful product line. 
Either one, utilized by itself, will never grow a success story.


Conceptualization
It is assumed that if you are reading this book, you have an 
idea of a product to launch or already have and are strug-
gling to move it forward. The first article we will address is 
the who, what, and how question. What makes you differ-
ent?
Three key areas you need to define before going forward: 
Platform, Difference, Target Audience
Platform
★Area of Expertise
★Benefits
★Science
 
 
 


Good luck with your adventure. I take great pride in pass-
ing along the information I have captured over the years. I 
intend to assist others in following their passion and taking 
their product into the marketplace.         Thadeus Parkland


If you would like additional insights or guidance for your 
project, you may reach Thadeus Parkland through P1Press. 
Various programs are available to assist you in taking your 
product to market. 
Thadeus Parkland is not affiliated with any manufacturing 
company nor does he receive any compensation for ven-
dor recommendations.
© P1Press 2021
All rights reserved.
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