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CEOCFO: Mr. Wenham, the idea behind pNeo?
Mr. Wenham: pNeo originally started as an electronics 
development company and we saw that there were solid, 
marketable ideas but they never really took-off anywhere. In 
some cases, these were life-saving products - but because the 
inventors did not understand how to get it to market, these 
products stayed in a garage and inventors tried take on all the 
roles themselves. Because of this, they and their products really 
struggled. We saw that there was a specific need to not only help 
develop the products, but assist these inventions see the light of 
day and make them available to everyday consumers. 

CEOCFO: Who is turning to you for services and what is a typical engagement?
Mr. Wenham: The majority of the people we deal with are people who have found a specific need – they are not product 
designers. We do not work with people that are just trying to make money by creating products for their job; we deal with 
people who have found a specific need and have created a product in response to the need. We have worked with 
anyone from church pastors through to experienced doctors in pediatric and emergency medicine, helping them get 
products completed and to market.

CEOCFO: What is involved in providing that help?
Mr. Wenham: The beauty of pNeo is that we provide the entire operations back-end for our brand partners. People who 
come to us can have grandiose ideas that they are an inventor and are going to make millions and take over the world. 
They seemed to have glossed over or do not understand the real work involved in getting an idea to market and growing it 

“It appears that our reputation for delivering results is being recognized. We have never pursued 
products, but have always had an abundance of people coming to us that we have had to turn down, 
even some that we thought had solid potential, simply because we cap how many we drive to market 
each year - we need to ensure that we are allocating resources appropriately to ensure that each 
brand has the highest likelihood of success.”- Peter Wenham
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into a successful brand. pNeo have the knowledge, skills and contacts to manage product development from end-to-end, 
starting with the manufacturing phases, product compliance, the logistics of moving products internationally, warehousing 
and distribution, and selling to the appropriate people. We ensure that these products are supported by market awareness 
to ensure consumers are purchasing the products, and providing the post-sales support. In many cases these products 
are unique in the way they work, so we must drive consumer awareness and provide exceptional customer service and 
follow-up. It turns into an absolutely enormous roll-out. However, for many of our partners, there is only one or two people 
sitting there trying to do all of that. We have the entire infrastructure and we can take that burden off the inventor so that 
they can have a much bigger view of what is going on in their business. 

CEOCFO: Sometimes, you see ads on late-night TV suggesting if you have an invention or idea, come to them. 
How do people understand that you are offering comprehensive, quality service?
Mr. Wenham: We have been around for ten years and have a track record. We have people who have been able to 
create a product, see it on the shelf in their favorite store and they still get a buzz from it to this day. I still get emails or 
messages from some of the inventors when they have walked into one of the major retailers, seen their product on the 
shelf and takes a photo, because they so excited to have moved into another major retailer with their product. We have 
been doing it long enough that our track record speaks for itself. 

CEOCFO: When people are turning to pNeo, what do you look at about the product and perhaps about the person 
themselves, who may be somewhat reluctant to give up some control?
Mr. Wenham: That is extremely common. In essence, pNeo are asking them to hand over part of what could be as 
emotionally significant as sending their child to school - they are so involved and passionate about their business, but 
understand that this is a positive step. We understand that. We have specialized in innovative consumer healthcare and 
baby products and work hard to stay within that niche. Occasionally we will play on the fringes of other markets if we can 
see that the product has genuine value, but we really do have a passion for consumer healthcare and baby products. As a 
licensed medical manufacturer, we leverage that to our advantage because we can take the products that make a 
difference to peoples’ health and wellbeing to market. We have a Chief Medical Officer and a good group of engineers to 
ensure that the product will genuinely make a difference to people and be a high quality product, as we are often 
concerned by some of the dangerous products that make it to market. We also consult with various focus groups to get 
consumer feedback and ensure that the product meets market demands and need. We have seen that it is essential to 
have clear, open lines of communication and consistent vision with our partners to ensure that we have a strong working 
relationship. There are cases where we don’t believe that we can have a constructive business relationship, and even if 
the product is strong, we must walk away. 

CEOCFO: Where does the price point come into play?  Will people pay for better, in general?
Mr. Wenham: In some cases. Overall though, it comes down to consumer understanding of the benefit of the product. We 
have seen that when it comes to a child’s health, most people will be happy to pay whatever it takes. When it comes to 
their own health, they are a lot more price conscious for some reason. We work hard to ensure we are keeping the 
margins as tight as possible because we do understand price is important to people and we want to make sure these 
products are genuinely accessible to people. 

CEOCFO: What is the business model at pNeo?
Mr. Wenham: We have an ownership share in each of the companies that we work with. We work to make sure the 
founders remain involved - that is part of who we are. There is a great story behind each of the products and the founder 
is still involved with each of those products. However, we do make sure that we have a solid share in each of those 
companies that allow us to be agile in the process, so that we are able to work on improvements such as safety 
refinements or fine-tuning packaging without each thing needing board approval. This enables us to ensure that our 
products remain relevant to consumers and compliant with industry requirements.

CEOCFO: How do you stay ahead of the trends?
Mr. Wenham: We do not really care about trends. We are looking for genuinely good products and ultimately if it is a 
genuinely good product it is always going to be something that people care about no matter what the other trends are out 
there. Some of our products have various fabric prints in them and things, but even with those, the products themselves 
are a much better quality than anything else, that it is not our driving factor in the market. 

CEOCFO: What product surprised you in how well it took off and what surprised you on something you knew 
was good but just did not get the traction?
Mr. Wenham: Our favorite product is Baby Shusher, which uses a long, rhythmic ‘shush’ to calm a baby, just like your 
Mom did for you, and her Mom did before her. It is a great product because it works. The founder invented it because he 
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could calm their baby, and his wife struggled. All their friends saw how beautifully it worked, they wanted it and he created 
the App – and it simply went from there. When the founder came to us it had been an app for a while and was working 
towards developing a physical product. We quickly found that parents were coming to us saying that they were grateful for 
the product because it allowed them to focus on their child again instead of getting stressed out. It was nothing unique or 
cutting-edge, but the way it was delivered allowed parents to actually enjoy settling their child and spending time with 
them. Products that surprised us? I do not know if I would say surprised. We have a new one in the process of launching 
and we decided we would try crowd funding simply because we are seeing a lot of larger companies doing it and wanted 
to see what media attention the product could get. I think what surprised us is crowd funding takes a lot more attention 
than mainstream marketing. The product itself provides a safer place for children to land when they start climbing out of 
the crib. There is nothing unique about that, parents have been trying to do that for years, they would be piling up pillows 
and everything else they could imagine. This product is an effective solution to a problem that we recognized by talking to 
our Chief Medical Officer and a lot of other doctors and child safety specialists that have seen a lot of emergency 
presentations after toddlers climb out of the crib and end up falling on their face or head. It is going to come down to the 
education process with parents about why this product will give parents that peace of mind, that when a child does end up 
climbing out of the crib and falling, it is going to be a less traumatic experience for everyone. 

CEOCFO: How do you reach out to people that may have new products or does your reputation precede you?
Mr. Wenham: It appears that our reputation for delivering results is being recognized. We have never pursued products, 
but have always had an abundance of people coming to us that we have had to turn down, even some that we thought 
had solid potential, simply because we cap how many we drive to market each year - we need to ensure that we are 
allocating resources appropriately to ensure that each brand has the highest likelihood of success. 

CEOCFO: Have you considered bringing an investor into pNeo?
Mr. Wenham: We have never really contemplated it much until this year, which was the first year that we had so many 
great ideas come to us that we had to turn some away. We have had to do this for several products which have strong 
market appeal and potential, it simply does not fit our schedule. We have had to ask them to come back to us or refer to 
other people. It can hurt to turn away products, but because we understand that launching new products successfully is 
time and resource intensive, we have to manage our resource allocation effectively. 

CEOCFO: Why is pNeo an important company particularly for people who are buying your products?
Mr. Wenham: I think it is because we take the sector that we are driving very seriously. We are a licensed medical 
manufacturer. We put the systems in place to show that the product we are bringing people genuinely works to start with, 
and is safe and effective. I think that makes a difference to consumers - they know they are getting a quality product. The 
retailers we work with know that anything they put on the table or shelf gets driven well with great support and is a product 
that ultimately people will start buying once they are aware of it. 


