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BIO: 

As President and CEO, Lyndon 

Faulkner brings more than 25 years of 

visionary experience to his role and is 

leading Pelican™ Products, Inc., 

through its next era of dynamic 

growth. 

 

Throughout his career, Faulkner has 

been recognized in key senior execu-

tive roles and driven billions in reve-

nue to industry-shaping, Fortune 100 

companies that include Techni-

color®/Nimbus CD International and 

the Microsoft ® Corporation. 

 

He played an integral role in the 

launches of such revolutionary tech-

nologies as the Compact Disc (CD) 

and Digital Video Disc (DVD) in the 

music, computer and movie indus-

tries. In the process Faulkner built one 

of the world's largest and most profit-

able companies in the digital media 

and home entertainment arena. 

 

He continued on to become a driving 

force behind the launches of such 

illustrious products as Microsoft's 

Xbox®, Windows® Vista™ and Win-

dows XP and Office 2007. 

 

Building international organizations he 

led an IPO on the NASDAQ stock 

market which fueled numerous corpo-

rate acquisitions and the building of a 

high-tech, world class operation 

spanning the globe. 

 

Since Faulkner joined Pelican in 

2006, the company has realized a 

sales increase of 400% by following 

an aggressive strategy highlighted 

with acquisitions and international 

expansion. 

 

New sales offices and manufacturing 

facilities across the globe have been 

formed including the acquisition of 

key Australian distributor and the 

launch of the Advanced Area Lighting 

Group. 

 

In December of 2008 the company 

acquired its nearest case competitor, 

Hardigg Industries. This nearly dou-

bled the company's size overnight 

and made it the largest manufacturer 

of equipment protection cases in the 

world. Most recently, he closed a deal 

to purchase the renowned Australian-

based rotational mould case manu-

facturer Trimcast. The move brings 

two legendary brands under the same 

corporate umbrella and signifies the 

Company's explosive regional growth. 

It also dramatically enhances the 

Company's custom packaging solu-

tion offerings in the Australasia re-

gion. 

 

Born and educated in Wales, United 

Kingdom, Faulkner now lives in Los 

Angeles. He has won numerous inter-

national business awards and has 

been featured in Forbes, Fortune and 

other leading business publications. 

 

Company Profile: 

Pelican Products, Inc. is the global 

leader in the design and manufacture 

of both high-performance protective 

case solutions and advanced portable 

lighting systems. Their products are 

used by professionals in the most 

demanding markets including fire 

safety, law enforcement, de-

fense/military, aerospace, entertain-

ment, industrial, and consumer. Peli-

can products are designed and built to 

last a lifetime. The company operates 

in 12 countries, with 22 offices and 5 

manufacturing facilities across the 

globe. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: Mr. Faulkner, would you 

tell us a bit about Pelican? 
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Mr. Faulkner: Pelican is the world’s 

leading design and manufacturer of 

protective cases and advanced light-

ing systems.  

 

CEOCFO: What is it about Pelican 

that makes you the leader? 

Mr. Faulkner: Pelican’s reputation is 

built by the products we make. We 

have over thirty years in establishing 

great products that are recognized for 

their protection and durability in harsh 

environments... that is what the com-

pany is recognized for. 

 

CEOCFO: What is required to make 

products more durable and what sets 

you apart? 

Mr. Faulkner: We make the products 

very much with the understanding and 

an eye to the fact that they have to 

perform in the field. Whether you are 

a kid with a new iPad and you are 

relying on our case to protect it, or 

you are a first responder going into a 

fire with our lighting; that product is 

built tough and will perform 

in that environment. 

 

CEOCFO: Do most of your 

potential customers realize 

the difference? 

Mr. Faulkner: Yes they do. 

 

CEOCFO: Would you tell us about 

more of your products? 

Mr. Faulkner: Most of our products 

have evolved. We have 900 different 

types of protective cases out there. 

Somebody in the oil field may not 

know much about our gun cases but 

what’s important is that the DNA re-

mains constant and that we’re apply-

ing that DNA to new products for new 

markets. We recently launched a 

range of temperature controlled cases 

so that pharmaceutical companies 

can start moving vaccines and bio-

pharma drugs around the world. 

These products are revolutionary to 

that market. BioPharma solutions is a 

good example of new areas in which 

we are branching into. 

 

CEOCFO: How do you decide where 

to go next? 

Mr. Faulkner: We are loyal to our 

existing markets and are constantly 

being asked to expand within those 

markets, so that is an easy one. 

When you are looking at moving into 

the consumer business as we are 

now, then it becomes a much more 

difficult discussion. We can bring 

products out for consumer electronics, 

iPads, iPhones and things like that. 

We incorporate Pelican’s DNA, which 

is better protection than anybody out 

there. But, it is not just bringing prod-

uct to market. When we look at new 

industries, we have to look at the re-

quirements of that industry, the mar-

keting that might be involved in that 

industry and the different selling 

strategies that one might need.  When 

we start going outside what has been 

traditional channels for Pelican, we 

have to look carefully because it will 

typically mean a big investment, 

which means we have to be confident 

that we are going to be successful 

within that new market. 

 

CEOCFO: Where is ahead? 

Mr. Faulkner: There are three areas 

where Pelican is heavily invested. 

First, Pelican is looking at and has 

been investing significantly in geo-

graphic expansion. Over the last two 

years, we have been heavily invested 

in growing our international business 

where today international is about 

35% of the company’s revenue. 

We’ve learned, for example, that 

French first responder demands no 

less than the US first responder. And 

so it is in other regions around the 

world. We have made it easier for 

them to access our products by creat-

ing these subsidiaries within each 

country. Second is expansion through 

new product lines. We are all very 

familiar with the worldwide explosion 

over the last four years of consumer 

electronics;-iPhones, iPads, Kindles, 

e-readers, etc. It was evident that we 

could bring a range of products to 

market that could complement these 

expensive devices and protect them 

better. I am sure by now that there are 

plenty of parents out there that are 

fed-up with the kids dropping and 

breaking their iPhones and iPads and 

having to buy new ones. We know 

that there is definitely a demand and 

a requirement for products with our 

DNA in that consumer space. Third, 

maintaining our market share position 

in our existing markets. 

 

CEOCFO: Did you know before you 

got to Pelican where the potential was 

or was there an “aha” moment? 

Mr. Faulkner: The “aha” moment 

happened when I first joined Pelican 

to where it was quite evident that this 

company had a load of potential to go 

and do something very special. First 

and foremost was recognizing the 

people we had and their attitudes to 

getting things done and working to-

gether. It was also quite obvious in 

the underpenetrated markets that we 

were operating in as well as a can-do 

attitude and adding a growth strategy 

to that. It really was an exciting 

proposition for me. This happened 

before I joined the company, so I got 

a sense of that, otherwise I may have 

not joined the company. I come from 

a high-tech career, so it was 

on recognizing that potential 

that really was the ‘aha’ 

moment. 

 

CEOCFO: What surprised 

you most as the company 

has grown and evolved? 

Mr. Faulkner: The most impressive 

thing is that we have taken a com-

pany which for the most part was es-

tablished over thirty years by a very 

credible founder that insisted on our 

fundamentals being very strong like 

the quality of the product. One of the 

things I look back on and was im-

pressed with and quite surprised with 

was the fact that there was a core 

group of people that were ready to 

drive much of this change already.  I 

empowered them to be able to go and 

do it and so they drove a significant 

amount of the change that I get credit 

for today. 

 

CEOCFO: You mentioned your inter-

national exposure. Are there areas 

that you would where you would like 

to have a greater presence? 

Mr. Faulkner: We put a foothold into 

most places that we want to be in for 

now, but as with anywhere else, in 

places like India and South Korea, we 

would like a quicker and stronger 

presence. We would also like more of 

Pelican’s reputation is built by the products we 

make. We have over thirty years in establishing 

great products that are recognized for their 

protection and durability in harsh environ-

ments. - Lyndon Faulkner 
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a presence in places like the Middle 

East and some parts of Asia as we 

look to launch some of the new prod-

ucts. We are quite proud that we have 

six people in China selling Pelican 

products that are manufactured in 

California. 

 

CEOCFO: Have you found the cur-

rent economic scenario has made 

people more likely to protect their 

goods or less likely? 

Mr. Faulkner: We have seen signifi-

cant growth in our consumer division 

which I believe to be a function of 

people more likely to want to protect 

their valuable personal electronics. 

 

CEOCFO: Are there newer materials 

and have they changed much over 

the years? 

Mr. Faulkner: Yes, they have 

changed enough to where they are 

significantly more durable today.  

 

CEOCFO: How is business? 

Mr. Faulkner: Business is a little soft, 

but doing well. We are holding our 

own and penetrating in new areas, but 

our traditional big markets like military 

are definitely on hold as it relates to 

growth numbers for the next few 

years. Particularly when compared 

with the growth numbers we have 

seen over the last ten years. 

 

CEOCFO: How do you sell products 

like flashlights or some of your more 

basic products? Is it strictly contracts 

or retail? 

Mr. Faulkner: We are just starting 

with retail so have not sold direct re-

tail prior to now. Rather, we sold spe-

cialty retail. The outdoor enthusiast 

has very much been a fan of Pelican. 

First responders are a fan of Pelican 

as well as the military, oil and gas and 

maintenance workers. They are all 

very robust traditional markets. We 

have multi-year contracts and retail 

contracts and we sell mainly through 

a distributor model. We do contracts 

through them as well. 

 

CEOCFO: How do you reach poten-

tial customers? 

Mr. Faulkner: Entering into new mar-

kets, such as the BioPharma industry, 

is one way. We employ people in the 

medical and BioPharma space who 

have experience selling into that in-

dustry. We brought in marketing that 

has experience within that business 

sector. We have also had to develop 

a product line that we knew was better 

than what was currently in the field. 

When we go into a new industry, it is 

not just a about launching another 

product for that industry. We have to 

build muscles around the marketing 

and strategically selling in that indus-

try. 

 

CEOCFO: Why should people pay 

attention to Pelican today? 

Mr. Faulkner: I think many people 

would not consider packaging and the 

advancement in packaging technol-

ogy and services like we are offering 

as particularly strategic to their busi-

ness. If you are worrying about getting 

a pharmaceutical drug to market, it is 

not likely that packaging is high on 

your agenda as something you would 

look at strategically. We have devised 

revolutionary solutions to those indus-

tries and quite often we see that it is 

not evident to people the difference 

we can make to their P&L and to the 

performance of them shipping things 

around the world. 

 

CEOCFO: What should people re-

member most when they read about 

Pelican Products? 

Mr. Faulkner: Most notably, Pelican 

is adapting to be successful in the 

volatile economic environment that 

we are all experiencing today. I think 

certainly if people look to Pelican they 

would recognize its credible history, a 

credible brand and many positive at-

tributes from being in business for 

thirty years. Even more so, they 

would recognize how the business has 

accelerated growth quite phenome-

nally over the last five years. We 

have diversification of industries and 

geographic expansion. Pelican has 

certainly gone from a US centric 

company to a globally positioned 

company today. 
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