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To all of the people I’ve met on my journey in packaging 
and everyone out there making amazing things – this 

book is for you. 



Table of Contents

Introduction 7

Part I: Disruptions in Packaging 10

Chapter 1: My Journey in the Industry 11
Chapter 2: The First Packaging Spec Book 15
Chapter 3: The Rise of Retailer Influence 19
Chapter 4: The Merging of Product & Package – & the Explosion of 
SKUs     23

Part II: A New Approach to Making Products & Packaging 35

Chapter 5: Shifting to a Spec-First Approach 36
Chapter 6: The Intersection of Product & Packaging Data 43
Chapter 7: Breaking Down Organizational Silos with a Spec-First 
Approach   48

Part III: The Future of Products & Packaging 52

Chapter 8: The Shift to Sustainability 53
Chapter 9: Connecting Across Supply Chain Networks 56
Chapter 10: The Next Generation of Product & Packaging Innovators 
59
Final Thoughts 62

Afterword by Patrick Maley 64



7

Introduction

By Dave Moellenhoff

When Marc Benioff, Parker Davis, and I started Salesforce out of our 
apartment, we didn’t just set out to build a better Customer Relationship 
Management (CRM) platform – we set out to change how people bought 
and sold software. 

Looking back, the future we imagined seemed obvious, but at the time it 
was revolutionary. 

Because at the time, companies bought on-premise software. It was really 
a one-size-fits-most model. And we saw an opportunity to transition CRM 
from software to the cloud and in the process deliver a highly customiz-
able, personalized solution. 

And it took off.

Today, Salesforce is one of the most valuable companies in the world. 
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This success has allowed me to wear many different hats – co-founder, 
chief technology officer, and most recently, investor. 

It was in the latter capacity that I met Matthew Wright, introduced to me 
as a former packaging executive who wanted to start a software company.

He didn’t fit the typical archetype of a startup founder, but I decided to 
take the meeting as a favor for a friend. 

And I’m sure glad I did. 

Within five minutes of speaking with Matthew, I could tell he was on the 
cusp of something not just new, but game changing. 

He told me stories of how companies manage their most critical data for 
making things in spreadsheets, emails and PDFs. And he explained why 
this led to product recalls, waste, and chaos in general. 

And that these “things” were personal goods, missiles – even food 
products. 

When he said food, I immediately lost my appetite. 

But then, it all made sense. 

I realized Matthew was doing for supply chain teams what Salesforce did 
for sales teams. 

At Salesforce, we digitized the Rolodex and gave sellers the tools to spend 
less time chasing data, and more time selling. 

For Matthew, Specright would enable people to spend less time chasing 
data and more time making amazing things. 

The answer seemed so simple, just like it did for me, Marc, and Parker. 

I became an early investor in Specright and have watched the company 
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skyrocket and create a new category of software around Specification 
Management. 

Reflecting on our first meeting, I remember Matthew asking me for advice 
on how to build a great software company.

“If you listen to the customer, that’s all that matters,” I said. 

It’s been a privilege to support a company that is changing how things are 
made. Helping companies innovate faster, become more sustainable, and 
create resilient supply chains that can weather any storm. 

In fact, you’ve probably touched or used a product on Specright today. 

And as an investor, this tells me an important thing: it shows that Matthew 
took my advice and built a product that people love.

Five years later – he’s still listening. 

Dave Moellenhoff
Founding Architect at
Salesforce
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PART I:
DISRUPTIONS

IN

PACKAGING

One of the most fulfilling things in my life has been my journey in packaging. Pictured here 
with my team at International Paper at Cold Spring Tavern, one of the oldest restaurants in 

California - left to right, Rick, Mark, Jesse, Me, Derald, Jim and Don
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My Journey in the 
Industry

Growing up, I was the most organized kid in the neighborhood.

Clutter drove me crazy.

My family moved around a lot, which meant the constant packing and 
unpacking of possessions from house to house. I was always looking 
for things that were out of place, so I could put them back where they 
belonged. 

I’m still like this today. 

If you go into my office, there is nothing on my desk – it’s pristine. To me, 
that’s a sign of success. 

But my father had a different philosophy – like most people, he felt that 
stacks of paper on his desk meant he was super busy. 

I’m glad we disagreed.

Without a doubt, this philosophical difference in organization impacted 
my future career running packaging manufacturers. 
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And a lack of data organization in packaging led me to start a software 
company.

But how did I get into packaging in the first place?

Like most people my age, I got into the industry by accident. 

I moved to New York City in the ’90s and needed a job. I picked up the 
classifieds one day and saw a position for a packaging salesman. 

I figured I could do that – after all, how hard could it be to sell boxes?

It turns out it can be quite hard, but I didn’t know that until later. 

My first packaging job was with a company called President Container, 
located in Moonachie, New Jersey. 

On my first day, I went to the warehouse to pick up a sales card, which 
listed all the stock boxes available to sell.

On my first day in packaging sales, I received a stack of 5x7 sales cards with very 
basic data on what we sold. It seemed so simple at the time.
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Then off I went to New York City to sell, not knowing anything about 
packaging aside from the boxes I had packed as a kid.

My first potential customer was in the printing district at the junction of 
Canal and Hudson Street. 

They were a printer for New York Magazine on the 50th floor of one of the 
biggest high rises in the city at the time. 

I walked inside and introduced myself. 

“I’m Michael,” he replied.“What do you have to offer me?”

“I’m here to sell you some packaging,” I said.

“Well, I buy packaging,” he said. “Let me see what you have.”

I showed him my sales card and he became my first customer.

I walked away thinking, selling packaging is going to be easy. 

It took me more than a month to find my next customer, but I was already 
hooked. 

This was the very beginning of my journey in packaging, which became 
one of the most fulfilling experiences in my life.

But I was wrong about it being easy.

I’ll be honest – one of the reasons I stayed in packaging was what I call 
the generational opportunity. 

Everyone I worked with was so much older. 

I joked with some of my colleagues that I would probably outlive most 
people in the packaging industry at that time. Twenty years later, some of 
my closest mentors are still active in packaging today, pushing 80 years of 
age – but that’s another story.
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Back then, packaging presented a great opportunity for people coming up 
through the ranks, like me, to be the hotshot.

And I saw an opportunity for more creativity, doing things differently, and 
a need for change that the old guard just couldn’t see.

Furthermore, my start in packaging allowed me to get a behind the scenes 
view of how things were made. 

From chickens slaughtered to makeup packed and missiles shipped, I got a 
sneak peek into every major manufacturing industry.

And as an organized person, what I saw terrified me. 

Every industry did a terrible job of managing its product and packaging 
data. Most companies started from scratch every time they launched a 
new product. And most brands didn’t even know how to make their own 
products, relying on outside suppliers to manage this data for them. 

Over time, these supplier-managed specifications would start to “drift” and 
change. 

As a result, many brands thought they were buying one thing when in 
reality it had become another. In the industry, we called this “spec drift” – 
it meant most companies didn’t really know what they were buying from 
suppliers – and what it took to get a product to market. 

With the rise of technology, I started to see a different way of making 
things. One that relied less on process and more on data. Up until that 
point, the solution had been to hire more people and make bigger spread-
sheets.

But before we get to the future, we have to understand the past – and how 
we ended up where we are today.
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The First Packaging 
Spec Book

The 1990s were a corrupt time in New York City. 

The mob was in full swing and business in the packaging industry was 
based almost exclusively on relationships.

I was half the age of everyone in the industry, so I didn’t have those 
relationships to fall back on.

But that’s how business was done, so I thought – I have to do something 
different. 

I thought back to my biggest strength – my ability to organize chaos – and 
decided to use it as the foundation for my relationships with customers. 

I also believed that if you helped others be successful, they would help 
you be successful in return, creating a true win-win. 

With this realization, the concept of spec books was born.

This meant less focus on my customers’ personal lives and more focus on 
what they were making and buying – in this case, packaging. 

So I created a series of spec books that became influential in my selling 
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process. 

I would document my customers’ specifications, put them in binders, and 
then give those binders to my customers.

Everyone thought I was insane – especially my competition. 

After all, specifications are the 
lifeblood and DNA of packag-
ing. It’s the hundreds of data 
points, beyond the usual 
suspects of length, width, 
and depth, that define how 
something is made. 

I remember seeing my 
seasoned colleagues at the 
bar entertaining customers 
in Hackensack, New Jersey. 
They kept trying to politely 
tell me I was doing it wrong. 

“That’s not how you do 
packaging sales,” they said as 
I picked up lunch to take with me on the road. “If you want to sell more, 
slow down and take your prospects to lunch, buy them a drink. Or better 
yet, take them to a Yankees game.”

I’m not saying I didn’t do that too, but I augmented it with the spec book, 
which became my differentiator.

My competition wanted the customer to live in the dark, blind to what they 
were buying. The thought process at the time was that this made it harder 
for them to leave. 

I thought that was a terrible strategy. I wanted my customers to be 
as educated as I was about what they were buying so we could make 
something great together. 

At the time, innovation in packaging looked like this: 2 
inch, 3 ring binders were created to help organize customer 
packaging data. The idea was getting everyone on the same 

page – literally and figuratively. 
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And then a funny thing happened. 

After I started building the spec books, giving them to my customers, and 
being told I was crazy to do such a thing, I actually increased my sales – 
significantly. 

And meanwhile, I proved that sharing this specification data actually 
enriched my relationships with customers.

It may seem like an insignificant step today, but it was a fundamental 
shift back then. Over time, more and more people adopted this low-tech 
approach.  

It really was the early days of Specification Management. And it was 
paying off.

For 5 years straight I won the Diamond Arc award at Union Camp for 
creative selling, which goes to the top packaging salesperson at the 
company. 

In fact, I was doing so well I broke the system. One day, I got called in to 
meet with executives at Newark airport, who weren’t happy with the large 
commission checks my performance was generating. They re-wrote the 
entire sales compensation plan based on the new sales averages I had set. 

I was outpacing everyone and loved what I was doing. 

I love the packaging industry because I’m constantly on the move and 
always faced with change – new innovation, new equipment, new products 
to package, you name it. 

Packaging gave me an outlet for my restlessness and creativity. 

If you think about packaging, there is always rapid change. It’s about 
learning the next best way to make it faster, smarter, and cheaper.

Little did I know, a huge wave was coming that would change the 
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packaging industry – and my career – forever: the rise of the big box 
retailer. 
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The Rise of Retailer 
Influence

In the late 1990s and early 2000s, the packaging industry started to 
change. 

Packaging that was once simple all of a sudden grew in complexity – and 
this complexity seemed exponential. 

Why? There was a shift in power between the companies that made 
products and the retailers that sold them.

In the past, product companies or “brands” were in charge. 

Companies would come up with new products and those products would 
be sold to the retail community as-is.

This model worked when brands were selling across various channels, 
from mom and pop stores to corner stores and small regional outlets –  
before Walmart, Target, and the other big box retailers we all know today 
came to dominate.

And the model worked well – at the time. 

Brands were tasked with creating products that people wanted to buy and 
retailers were expected to collect the right assortment of products for their 
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target market.

But then a few major shifts happened. 

First, the consolidation of large retailers. Initially, there were just a few 
players, which gave each of them more power to negotiate with brands. 

Second, the emergence of product varieties. Plain was no longer good 
enough – there were now different flavors, sizes, and price points.

And that’s when packaging became increasingly complex. 

In the early ’90s, big box retailers started to emerge as the dominant force. 
There was BJ’s on the east coast, and there was Price Club and Costco on 
the west coast, which eventually merged. 

And of course, Walmart, which would pioneer multinational retail 
dominance. 

At first, these companies found themselves competing at a very basic level 
of assortment; simply put, the goods they carried.  

They realized they needed to differentiate themselves, and one way to 
do this was through the footprint of the retail store.  

There was a stratification of retailers into regional retailers like Meijer, 
larger grocery stores like Albertsons and Kroger, and national big box 
retailers like Walmart, Costco and Target.

To make a market impact, retailers had to offer different products at differ-
ent price points – and this started to create great complexity.

It was a shock to the entire supply chain ecosystem, similar to the impact 
ecommerce has had in the present day.

And it was being managed as an exception versus the rule, which meant 
many companies kept outdated business models instead of creating new 
ones to manage this new world.
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I remember dealing with 
this firsthand when I 
worked with a company 
called Gary Plastics in 
the Bronx, New York. 

The company has 
changed quite a bit, but 
years ago Gary Plastics 
was the ice scraper king. 
If you bought an ice 
scraper from a store, it 
was probably from Gary 
Plastics. 

Before retailer influence, 
Gary Plastics used to 
throw the ice scrapers in 
a brown box and ship it to 
whatever retailer wanted to sell ice scrapers.

Then BJ’s came around and axed the brown box. 

They wanted a new type of packaging, where a customer could walk up 
and buy an ice scraper right out of the box, instead of a retail associate 
unboxing all of the ice scrapers and putting them on display. This was the 
beginning of modern Point of Purchase packaging. 

Believe it or not, this hadn’t been done before. 

It set off a wave of innovation and creativity where products could be 
purchased directly from the packaging (which doubled as a display) and 
became retailer-specific. This type of packaging drastically changed the 
footprint of stores and how people shopped.

Today it’s the norm, but at the time it was so unique. 

It’s hard to believe that the relationship between product and 
packaging was so simple back then. Everything used to go into 

the same brown box, which is unheard of today. 
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And it was hard. 

For Gary Plastics, it took 22 pieces and 15 minutes to build one display - 
that was dramatically different than folding one brown box. 

This had a huge impact on manufacturing operations. More complexity 
meant less efficiency. 

When the shift started, manufacturers would set up those machines in a 
corner of their factory and treat it as an anomaly. But the anomaly started 
to grow over time and eventually became the norm. 

Then another, more important shift came: product variety. 
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The Merging of 
Product & Package – & 
the Explosion of SKUs

Retailers found success when they influenced packaging  – the problem 
was they didn’t stop there. 

After packaging, retailers turned to the actual products to further 
differentiate themselves.

This meant offering products in different flavors, colors, or sizes to name a 
few. 

Starting in the late ’90s, this resulted in an explosion of SKUs. During this 
time, grocery stores started carrying 7,000 products on average.1 

I remember when there was just one flavor and size of wheat thins. 

Then suddenly it seemed as if there were 10 different flavors and 4 differ-
ent packaging types. It wasn’t just wheat thins – beauty, consumer goods, 
and even industrials all felt this pressure of creating more specialized 
products for the ever sophisticated consumer and buyer. 

1“Grocery stores carry 40,000 more items than they did in the 1990s.” MarketWatch, June 2017, https://www.
marketwatch.com/story/grocery-stores-carry-40000-more-items-than-they-did-in-the-1990s-2017-06-07.
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Packaging became an essential part of the product. In many cases, packag-
ing was the product innovation. 

I remember in the early 2000s, cereal companies were trying to figure out 
how to sell more cereal. Eventually, they figured out that consumers
needed an on-the-go option that could recreate the bowl experience. This 
resulted in plastic, bowl-shaped packaging where a consumer could open 
it, pour milk, and eat right out of the container. 

Same cereal, different packaging – an entirely new product. 

And this trend isn’t going away. 

No industry was immune from the explosion of SKUs, which was driven by retailer influence 
and changing consumer tastes. While this greatly benefited us as consumers, it created 

tremendous complexity for manufacturers.
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Product and packaging complexity is here to stay. 

Because as a consumer, once you have that experience, you start to accept 
nothing less. 

In fact, in 2010 the average grocery store carried 40,000-50,000 SKUs.1

Today, consumers want even more – customized products, personalized 
products, sustainable products – the list goes on and will continue to 
evolve.

It’s a very rapid pace of change and most companies find it almost 
impossible to keep up. 

The reality is, they’ve struggled to scale their operations with growing 
SKU counts.

If most consumers knew how their favorite products were made, they 
would be shocked. 

Because as SKUs exploded, the necessary data to produce products and 
packaging grew exponentially.

Let’s do some simple math. 

If each product in a grocery store has 300 data points – think of everything 
from the ingredients to the formula to the packaging – that’s 15 million 
data points floating around you in a grocery store. 

And instead of implementing better data management practices, most 
companies threw people and processes at the problem. 

But more recent trends like globalization, sustainability, ecommerce, and 
challenges yet to present themselves, will continue to add complexity to 

1“Grocery stores carry 40,000 more items than they did in the 1990s.” MarketWatch, June 2017, https://www.
marketwatch.com/story/grocery-stores-carry-40000-more-items-than-they-did-in-the-1990s-2017-06-07.
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old ways of production. Companies can’t keep adding complexity if they 
aren’t managing their data. 

People and processes alone don’t scale. 

If you’re a manufacturer, brand owner, or retailer, you can’t just hire 
10 people and have them call suppliers to validate data or search excel 
spreadsheets for the latest version. You can’t afford to add a 100 step 
process to triple and double check information. 

It’s all about efficiency gains, resource productivity, and innovation. 

That’s why people and processes alone can’t fix the underlying problem: a 
lack of data management. 

Trust me, I learned this firsthand when I went from selling packaging to 
making packaging. 

As I advanced in my packaging career and joined larger companies, I 
started to work on the manufacturing and operations side of the business. 

This showed me a different side of specifications, from the operator and 
manufacturer perspective.

I went from being on the revenue side to the cost side of the P&L (Profit 
and Loss). I was 29 years old and at the time, the youngest general 
manager in International Paper’s history.

I quickly learned that specifications are more critical to manufacturing 
than they are to sales. 

After all, you can’t quickly or consistently make something if you don’t 
know exactly what it is.

This is where getting the correct data  – and being on the same page as 
your customer – is critical.

And I learned this lesson the hard way on the manufacturing side, because 
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the customer is always right. 

With the rate of change in packaging and product development, things 
went wrong all the time. 

And as a packaging supplier, it wasn’t always our fault. But when we 
couldn’t prove otherwise, “the customer was always right.” 

This led to many write offs, damaged relationships, and overall frustration 
for me as I was running large scale operations.

It made me realize that having accurate specification data in one place 
benefits everyone in the value chain: brands, suppliers, co-manufac-
turers, retailers – even consumers.  

To the supplier community, specs were something we always wanted and 
welcomed because we ultimately bore the burden of the cost of mistakes – 
no matter who made them.

It seemed so simple, yet it was so hard to get specs from customers. It was 
hard for us to manage their specs, too. 

I later had the opportunity to run Temple Inland’s west coast operations, 
where we had five factories producing hundreds of trucks of product a day.

We were trying to quickly move production around to the lowest cost 
facilities and found it was nearly impossible because each of the facilities 
were running slightly different packaging specs.

On top of this, we had just invested $250 million into high speed 
equipment to build very cost-effective plants that could run high quality 
products. The idea was that faster equipment, and thus production lines, 
would increase the amount of packaging we could produce in a day.

And if you produce more packaging in the same amount of time, you 
make more money.  

There was only one problem – we couldn’t figure out how to run what, 
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where. 

When it comes to manufacturing efficiency, you have to maximize the run 
time of your facility. 

You have to know what packaging can run in combination, how long 
different orders take, and how long it takes to adjust a line for the next run. 

It’s part art, part science.

And if you’re not managing specification data, you can’t easily figure this 
out. 

Oftentimes, we’d be notified that something had changed when a line went 
down or the customer complained. And by then, it was too late and we 
were losing money. 

It became the biggest problem in our system – and it was because we 
lacked good Specification Management. 

So despite being an established company, we went back to square one.

Back to the spec book.

I could tell you hundreds of stories like this in my career. And if you’ve 
been in or around the industry, I’m sure you can too. 

One of the challenges I noticed was that people failed to realize that the 
spec was the problem. 

They often saw the symptoms of poor specification management like 
quality failures and assumed they had a quality problem. 

And the impact of poor specification data management is insane because it 
impacts the very foundation of production.

It results in a tremendous amount of rework to fix things and causes 
the dumping of defective products every single day. It’s a very fixable 
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problem that can immediately impact sustainability. 

And ultimately it all comes back to the specs.

If you’re wondering how big of a problem this is, here’s an example.

I was running 500,000 boxes for the largest ecommerce retailer (I’m sure 
you can guess who). And it pains me to tell you we received the wrong 
paper spec. 

You’re thinking, so what? How important could a paper specification be?

Well, because the paper spec was incorrect, the tape did not stick to the 
box. Certain types of paper coatings don’t work well with tape adhesives, 
but will with cold set glue – it’s extremely nuanced.

So we produced 500,000 boxes that wouldn’t close because the tape 
wasn’t able to penetrate the paper finish to stick – simply put, it wasn’t 
sticky enough.

500,000 boxes went straight to the dump. 

And it cost $1 to produce each of the boxes, which doesn’t seem like a lot 
– but multiply that by 500,000 boxes. 

That’s half a million dollars down the drain because of an incorrect 
spec. 

This not only caused financial issues, but slowed down our production 
schedule because we had to remake boxes that were supposed to be 
complete. 

This meant crunching all of our business into an already full produc-
tion backlog, which then created other downstream ripple effects. More 
product delays, and more unhappy customers. 

I wish I could say this was an uncommon event, but it’s not. 
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Another time, we didn’t have the right specification for paper odor (yes, 
odor specs are a thing), so we produced a lot of paper that didn’t smell 
right. 

How important is the smell of paper? Well, this paper happened to be 
going into pizza boxes for one of the nation’s largest pizza chains. 

They didn’t want smelly pizza boxes. And if you’re the one eating pizza, 
you probably wouldn’t want it to smell weird either.  

So we threw away millions of pizza boxes because the odor specification 
was wrong – and we lost a 20+ year customer. 

I could tell these unfortunate stories for days. And there are new stories 
like this every day.

So I started wondering – why is this the status quo? 

Why were all of us in the industry content with making the same mistakes 
over and over again? 

After all, nobody wants to rush to create a product. Nobody wants to throw 
products away. 

And of course, nobody wants to lose money.

If this was such a recurring issue, why did it go on for so long? 

I mean this wasn’t just a few years, we’re talking about decades and 
generations of business being done like this. 

Why weren’t other people trying to fix this once and for all?

I spent a lot of time thinking about this. 

I realized one of the challenges was organizational. 

Because specifications are cross-functional – stakeholders in packaging, 
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product development, quality, procurement, and operations all need access 
to specs – it would be difficult to come to a consensus.  

If you asked 20 different people at a large company to create a template 
for specifications, everyone’s opinions and thoughts would be different. 
This means little progress would occur and efforts often led nowhere. 

And while specifications are used by everyone, they are typically owned 
by no one. 

So the question of who would drive these initiatives became a fundamen-
tal challenge. 

I realized the only way to create a templated approach to managing specs 
would be having a neutral, third party develop it. 

It couldn’t be a side project for supply chain teams due to the herculean 
effort. 

Besides, the people living this problem are focused on making products all 
day, every day. 

They don’t have time to focus on managing data or developing new 
systems – it’s not their job or expertise. 

I met a few brave souls over the years who tried to customize their 
Enterprise Resource Planning tools (ERPs) to manage specs, but it always 
took twice as long to implement, cost ten times more, and was generally 
perceived as a failure by their colleagues. 

I used to do business with a major produce brand that invested millions in 
building a module connected to their ERP system for corrugated packag-
ing. It worked well until other packaging styles such as flexible and 
clamshells were invented, rendering their custom-made module worthless. 

Solving data problems is not what motivates or excites people who make 
products. 
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These people spend their days thinking about how to make things better, 
faster, and cheaper. 

And so did I. 

Then in 2012, Temple-Inland was acquired by International Paper, one of 
the largest paper companies in the world. 

At this point, I had learned all I could from a corporate environment and 
wanted to do something different. So I decided to take this transition as an 
opportunity to blaze my own trail.

I wanted to take all I had learned from working for great leaders and 
running large packaging organizations into practice. 

So I bought a great small packaging company that had been around for 20 
years. The business was solid, but revenue had been mostly flat. 

My goal was to grow it – and grow it faster than most people thought 
possible.  

And when you’re growing at a rapid pace, you’re getting more products 
from more customers, along with the specification data to recreate that 
product or package yourself. 

Because of the complexity of retailer influence and the explosion of SKUs, 
this data was overwhelming. And it was coming to us in the form of 
spreadsheets, emails, and yes – even spec books. 

We had so much data to manage for our customers (and so much work to 
do) that we couldn’t keep looking through spreadsheets and unorganized 
specs to figure out what we were making, by when, and for whom. 

And it hurt our ability to onboard new business. 

One of the first big deals after I purchased the company was with a 
multi-billion dollar industrial conglomerate. We signed the contract at 
their Chicago headquarters, followed by a celebratory steak dinner. They 
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wanted to transition their business to us as quickly as possible. 

Six months after the handshake in Chicago we had yet to run a single 
box. 

The reason? 

Their quality department had bad specs. They lacked visibility into how 
their product had changed over time with the other suppliers they had been 
working with, which led to confusion on their end over what to expect 
from a new supplier. 

There were numerous times when we had to make the incorrect product 
just to prove to them that their specification didn’t match what they sent 
and that the specs had indeed changed over time.

It took us a year to actually start ramping up business. This meant they lost 
a year of savings and we lost a year of revenue. It was bad for everyone. 

But once we figured 
it out, we skyrock-
eted.  

I realized that if I was 
going to successfully 
grow my business, 
I needed accurate 
specs.

I simply couldn’t 
afford any more 
mistakes. 

So we incorporated 
what would later 
become Specification Manage-
ment best practices into our 
business plan and doubled 

The relationship between better Specification Management 
and sales is simple: organized data led to exponential 

growth. The ROI was and still is that simple.



34

revenue in the first year, which is unheard of in packaging.

We brought back the spec books as a way to share specs with the customer 
and encourage mutual understanding and collaboration. It was a low-tech 
solution, but impactful. 

I realized the answer was simple: if you get the spec right, the rest 
follows. 

I was able to successfully grow the packaging company over 5 years and 
sold it to New-Indy, a partnership between the Kraft family (yes, the New 
England Patriots Kraft family) and the Schwarz family. 

I felt like I had come full circle.

Then I thought, what if this is the highest point of my packaging career? 

I wasn’t ready to leave the industry, but I also didn’t want to go back to 
corporate America.

For the first time in 20 years, I had to reflect on where I’d been and where 
I wanted to go. 

I had worked my way from the bottom up to become an executive in the 
packaging industry and was fortunate enough to run my own company.

But I hadn’t started a company from scratch – from zero. 

So I thought, why not start a software company for Specification Manage-
ment?

During my time in packaging, I had lived the problem firsthand and 
started to see the solution: a templated approach and common language for 
managing data. 

Once again, I figured – how hard could it be? 
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PART II: A NEW 
APPROACH TO
MAKING PRODUCTS

&

PACKAGING

With Dr. Alfonso Rodriguez, at the time President of Pinos Produce in San Quintín, 
Baja California, Mexico. Pinos Produce was one of the most innovative tomato 

producers in North America through the use of technology in agriculture.



36

Shifting to a Spec-First 
Approach 

For the first year, almost every person I shared this concept with told me it 
was a stupid idea. 

The reasons ranged from disbelief that specs were a problem to the 
difficulty of convincing people to change their way of working. 

Like many entrepreneurs, I got more no’s than yes’s at first. 

But everyone agreed with the fundamental concept of Specification 
Management: that everyone should speak the same language when it came 
to managing and sharing data. 

After all, if you had seven people in a conference room working on a 
project, but each person spoke a different language, how easy would it be 
to get the work done? 

It would be nearly impossible. 

The same concept exists when you’re trying to make a product or a 
package – if you’re all speaking the same language, it makes everyone’s 
life easier. 

It made perfect sense, at least to me. So I started to pitch the idea to 
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investors. 

The first two people I spoke with immediately understood the magnitude 
of the problem and invested.

I thought, raising money is going to be easy – but I should have known 
better from my beginnings in packaging sales. 

One of the first investors was Dave Moellenhoff, one of the co-founders of 
Salesforce. He instantly got what we were doing. 

In addition to being one of the first investors in Specright, he introduced 
me to some of the top Venture Capital firms in Silicon Valley. 

So off I went to meet with some of Silicon Valley’s top Venture Capitalists 
(VCs). 

Needless to say, the trip didn’t go quite as planned. 

During one of the memorable meetings, a well-known VC was drinking 
water from a plastic bottle while I pitched the idea. And as he’s drinking 
from the bottle of water, a package of water, he said to me –  “This is cool, 
but packaging isn’t a big market right?” 

I didn’t know what to say, but I knew what I wanted to say.

I thought, “this guy is literally using packaging as we speak, and yet he 
thinks it’s not a big market?” As you would expect, he passed.

I met with another very smart investor who said to me, “I have some 
experience with products and packaging at Apple. I assume everyone is 
doing beautiful, great packaging right?” 

Conversations like this became a pattern.

Most investors I met with couldn’t see the problem – or the opportuni-
ty. And I get it, because these investors were typically around software 
companies, not manufacturing companies, so they often took for granted 
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how things were made. 

They assumed that everything was just fine because products showed up 
on their doorstep or at their grocery stores. 
 
But taxis existed for a long time, too.

Taxis weren’t a great experience, but that’s all we knew, so everyone 
accepted it. 

These days, you can’t find a taxi, because rideshare apps like Uber and 
Lyft offer a fundamentally different and more convenient approach to the 
problem of needing a ride. 

There were a lot of reasons why ridesharing couldn’t have worked – 
companies like Uber needed to convince people to get in stranger’s cars, 
convince people to pick up strangers, and convince cities that it wouldn’t 
create traffic issues. 
 
But we’ve all had trouble catching a cab, so we were willing to change. 
And today, there are more Ubers and Lyfts on the road than taxis. 

But not all of us have witnessed the behind the scenes problems when 
it comes to making things, which makes it slightly more difficult to 
understand.  
 
I realized we would have to create more than a technology, but a 
movement. 
 
We couldn’t just offer software, we had to offer a new way of making 
things.

I thought about what to call the company. I came back to the idea that 
if you get the spec right, the rest follows. So I named the company 
Specright. 

Most people assume it’s a play on my last name being Wright, but that’s 
just a coincidence.
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When people asked me what Specright was, it didn’t fit into an existing 
category. 

It wasn’t an Enterprise Resource Planning (ERP) or a Quality Manage-
ment System (QMS) or a Supplier Management Software (SMS) or any 
other three letter acronym you could think of. 

It was a fundamentally different approach to managing data – starting at 

Before Specification Management, data was managed in silos with no single source of truth. With 
Specification Management, all of the data is in one place, with various stakeholders accessing the 

data they need, when they need it. 



40

the DNA level and building up. It was all about the spec-first approach 
vs. the traditional bill of materials approach. It was the first purpose-built 
software for Specification Management. 
 
It was clear to me that Specification Management software would solve 
the pain I felt in packaging. So we started there. 

The first spec template took us a year to build and it was for a corrugated 
box. 
Looking back, I don’t know what we did during that year. We certainly 
drank our share of coffee (and whiskey) to get the juices flowing. 

My good friend Brad was an early believer based on a massive – and 
mutual – failure related to bad specs. 

At the time, I was running packaging for a store fixtures company that he 
owned. His company gave us a bad product spec and we gave them bad 
packaging specs in return, which created a colossal failure. He lost the 
business of a major retailer over it, but we somehow turned that failure 
into a lifelong friendship.   
 
So why was it so difficult to build the first template? Probably because 
there was no framework for us to go off of. 

But once we figured out the first specification template, it became easier 
and easier.
 
Today, we can create a new template in minutes.
 
After we created the first spec template, we needed feedback from 
potential customers.
 
I had worked with Jason Higbee, General Manager at Grimmway Farms, 
on the packaging side in the past and thought he could provide some 
insight. He was handling procurement, which meant he had to share data 
with suppliers to get quotes for packaging. I knew from our time working 
together that this was often a struggle.
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So I drove up to Bakersfield, California, and we talked about the concept 
of a templated approach to managing specifications, but I didn’t have 
anything to demo. I just wanted to absorb his feedback and listen to his 
pain.
 
He instantly got the idea and told me to, “go back, get better prepared, and 
then I’ll listen.”
 
So my team and I went back, got prepared, and returned to Bakersfield. 
We showed them a demo of Specright and everyone loved it. We then 
signed a two-year agreement with Grimmway Farms – our first customer. 
While most people may be surprised that a produce company could be so 
cutting edge, it’s been my experience that they’re some of the smartest and 
most innovative people in manufacturing. 
 
After that, a major food company showed interest in our Specification 
Management software. I remember flying to their headquarters for a series 
of meetings. There was enthusiasm and excitement on both teams and we 
left feeling confident that we would close the deal. 
 
Later that week, I got a phone call from a senior executive at the company 
who said, “I’ve got bad news for you. We’re not going to do this.” 

Our team was shocked.  
 
As you might imagine, this is one of the most disappointing calls you can 
get, especially when you’re trying to create something new.
 
What he said next was extremely telling and something we would battle 
those first few years.
 
“My boss said that if we sign off on this, he would have to go to his boss 
and admit that we don’t have any of our data,” he said. 
 
The fact that a multi-billion dollar company knew they didn’t control all 
of their data was eye-opening – and a confirmation that we were on to 
something. 
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Early on, it was scary for people to admit they didn’t know where the data 
was or if it was up to date. It often lived with their suppliers or in spread-
sheets on colleague’s computers or in corporate email boxes.  

We would soon learn the problem was much bigger than packaging.
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The Intersection of 
Product & Packaging 
Data

The original use of packaging was for transit. 

It was all about getting a product from point A to Point B.

And up until the 1990s, packaging was viewed as a throwaway item. But 
as we talked about earlier, the rise of retailer influence started to change 
this.

Packaging started to become an essential part of the product – and a point 
of differentiation. 

In fact, I ordered a product the other day, and when it arrived the packag-
ing was ten times better than the product! This is quickly becoming the 
norm. 

As someone who has grown up in the industry, this is a huge shift. 
Because packaging used to be last in line when it came to product 
development. Most investment dollars went to product innovation and, 
once ready for market, it would be handed off to the packaging team at a 
very tactical level. 
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This typically meant there wasn’t a great deal of lead time for innovation 
in packaging. 

Now, packaging is an essential part of the product experience. 

Which means packaging teams now have more power and influence in an 
organization. Simply put, they have a seat at the table.

For consumer goods and food & beverage companies, the packaging is 
just as important as the product these days. 

Why? Because packaging plays so many roles: information sharing, visual 
stimulation, transport, differentiation, protection, functionality. It’s the 
customer’s first interaction with the brand. 

And it keeps growing in complexity – ecommerce, industry regula-

Product development used to travel along a simple path from idea to production. Today, it requires 
constant feedback, iteration, and agility to meet ever-changing consumer demands, supply chain 
and logistics disruptions, and an evolving landscape of regulatory and sustainability pressures.
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tions, consumer transparency demands, and sustainability have put more 
pressure on packaging teams. And more complexity means more data. 

So I set out to solve the complexity in packaging with Specification 
Management because I had lived the problem first-hand. 

Once we did that, our customers wanted us to manage product data, 
because the relationship between the product and packaging was so 
important. 

Up until that point, product manufacturing was very linear – you develop a 
product and then you figure out how to ship it. But products changed quite 
frequently during the development process.

This meant you would make the packaging you thought was needed, only 
to find out that the product had later changed. This meant the original 
packaging no longer worked, so you would rush to make new packaging 
just in time – and have to throw the old packaging away. 

I remember working with a major candy company that had this exact 
problem. 

They were launching a new candy bar and the product spec changed.

It changed just slightly  – around 1/16 of an inch – but when you stacked 
six bars side by side that small difference became 3/8 of an inch, which 
meant it no longer fit into the shipping container we had designed. 

So we had all these candy bars and no way to ship them. This delayed the 
product launch and resulted in packaging waste. 

This is why connecting product specifications to packaging specifications 
is critical for product development. 

In the candy bar example, keeping all parties and departments on the 
same page would have prevented waste, shipping delays, and would 
have allowed all of us to spend our time on innovation rather than fixing 
avoidable problems.
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This is why the definition of a “specification” began to evolve beyond 
packaging. 

It was only logical because specifications exist beyond packaging and 
extend to raw materials, ingredients, formulas, bills of materials, products 
– even machines have specifications. When I was running paper manufac-
turing facilities, our machines had specs for run times, fill levels, and so 
on.  

To get customers on board, we would simply digitize all of this informa-
tion. That meant transforming static data from spreadsheets, PDFs, emails, 
and legacy systems into one platform that was easily searchable and 
user-friendly. 

And while this data is extremely important and rich, it’s the relationships 
between specifications that have the potential to unlock even more value 
for organizations. 

So we created the ability to link specifications to one another, which 
significantly reduced data entry and duplicate specifications. 

If you break everything down to the specification level, everything else 
becomes easy.

And the industry wasn’t just ready for it, they were demanding it. 

Over the next year, we went from one template to hundreds of templates 
for all kinds of specifications. 

I also noticed a shift in our customers and users. We quickly went from 
working with packaging teams to working with product development 
teams, quality teams, procurement organizations, and supply chain teams, 
and network partners - everyone saw the need for Specification Manage-
ment.  

Like a puzzle, each department typically held different pieces of the 
specification. In Specright, they could put the pieces together and see the 
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whole picture. 

And as more and more departments started using Specright, these 
companies would get deeper visibility not just into their products and 
packaging, but into their supply chain relationships. 

For example, one of our customers realized they didn’t have 30,000 SKUs, 
but half that amount. These “ghost” specs were simply duplicates from 
engineers in different locations creating a new one because they didn’t 
have visibility into what already existed. 

They were literally recreating the wheel each time a new customer request 
came in. 

Once they were able to easily search their specs, they were able to find 
existing products that met the needs of their customers. From the custom-
er’s perspective, their response time increased significantly. From a 
manufacturing perspective, this meant they could run higher volumes of 
the same product, which meant more efficiency and more revenue. 

It wasn’t just a different way of managing data, but a different way of 
working. And it was breaking down corporate silos. 
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Breaking Down 
Organizational Silos 
with a Spec-First 
Approach

Historically, most companies – and many still today – operate in silos. 

While silos take many forms, the most common ones we see are functional 
silos. 

Product development, quality, procurement, and packaging teams typically 
have their own systems. This prevents most companies from managing 
specifications well because their specs are spread across these silos.

Each function is responsible for getting the same product to market, but all 
are working off their own playbooks.

I’ve yet to meet a person or team who enjoyed working in silos.

So why were organizations set up this way? Why was spec data spread 
across each function instead of managed centrally? 

My hypothesis is simple: because companies had been making products 
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for hundreds of years, the problem got skipped over. 

Products were being made before computers or the internet even existed. 

The first wave of digitization began in the late ’80s when Product Lifecy-
cle Management or “PLMs” came along to manage highly complex 
processes. For example, if you’re building a jet engine, you need to know 
the exact step and process to go from start to finish. The idea was to 
manage each step or process in the product life cycle. 

Next, Enterprise Resource Planning tools, or ERPs, digitized the general 
ledger and helped companies look at simple relationships between costs 
and products. It was a tool designed to help finance and accounting teams 
better plan and forecast. 

Eventually, more and more software was developed around different 
functions, ranging from quality management to supplier relationship 
management and so on. 

Each department got its own system and managed its own pieces of data. 
But no system managed specifications. 

So team silos led to system silos and eventually data silos.

And in today’s highly collaborative world, silos don’t make sense – and 
they definitely don’t make sense if you have high complexity and rapid 
change in your supply chain. 
 
Teams that create products in isolation have gaps as they move through the 
production process. 

I’ve seen this firsthand with some of our biggest customers, who have 
historically relied on complex processes to address their data gaps. Many 
come to us with Frankenstein-like process flows where they gather data, 
move to the next stage gate, realize something is missing, and then start the 
approval process all over again. This is time-consuming, frustrating, and 
ultimately ineffective. 
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By moving to a spec-first approach, where you focus on managing data 
first and process second, companies like the one above can break down 
silos. They begin to operate across functions using the same underlying 
data –  a single source of truth. 

With organized specs, different departments can better solve problems 
together.

For example, different teams can look at the components of a product and 
have a discussion about what could be substituted or changed to improve 
margin – and discuss if it’s even feasible. This may seem simple, but 
without Specification Management it would take weeks or likely months 
to collect all the data to have that conversation. 

I learned this lesson the hard way. 

When I was a supplier of automotive packaging in Detroit, one of the big 
three auto manufacturers had an issue getting steel racks and needed to 
shift to one-way corrugated packaging quickly. In theory, this should have 
been a simple change. 

But for the automotive company, getting any change approved required 
five different departments to sign off on the change. And they managed 
this through a massive email chain that would take months to complete 
between missed emails, vacations, and back and forths. This meant that 
car parts were literally stacking up in their factory, unused, eating away at 
profit. 

Simply put, they were relying on processes instead of relying on data. And 
with email, there was no way of knowing who was doing what or what the 
status was. 

As more and more departments began adopting a spec-first approach, we 
started adding department-specific features with an important twist: it had 
to be related or connected to the specification. 

So quality managers started logging non-conformances and Supplier 
Corrective Action Requests (SCARs), procurement people started sharing 
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specs in bids, and product development teams began using specs to create 
new product ideas.

More importantly, all of the data and information from these teams was 
tied back to the core specification. This created a new level of supply 
chain visibility and traceability, as teams could literally see what changed, 
when, and by who. 

Using a spec-first approach was doing more than breaking down data silos 
– it was helping teams work on bigger, more important problems.
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PART III: THE

PRODUCTS
&

PACKAGING

FUTURE OF

Our early attempts of brainstorming what a Specification Management platform 
would look like - left to right, myself with early team members Daniel and Victor. 

Today, many companies are embracing a data-driven, spec-first approach to 
packaging and product innovation.
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The Shift to 
Sustainability 

I’m embarrassed to say I’ve been part of the problem when it comes to 
sustainability. Back in my early days of packaging, I remember throwing 
hundreds of defective boxes in a landfill – it’s what we all did and we 
didn’t give it a second thought. 

I remember producing a 2-liter soda bottle box for a major brand, and 
someone along the way accidentally flipped the image. No one else had 
that copy of the spec, so everyone assumed things were going well. But in 
reality, we were using a different version and literally making the bottle 
upside down. 

As a result of this mistake, we had to dump a full trailer of bottles in the 
trash, which at the time meant putting it out on a huge barge and dumping 
it along the Hudson riverbank. 

As a manufacturer, many of these problems were chalked up to “allowable 
waste.”

Allowable waste is an industry standard for how many mistakes are 
acceptable during the manufacturing process. Basically, an allowance for 
doing something wrong.

Today, it’s easy to see how backward this is. Why should any amount of 
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waste be allowable? 

This is why sustainability is such an interesting topic to me. There are so 
many layers to product and packaging sustainability. 

What something is made of, how it’s made, and how it’s transported all 
impact the sustainability of a product.

Many companies are starting to make public sustainability commitments. 
Oftentimes, the CEO makes a public commitment to reduce a certain type 
of material (usually plastic), which gets trickled down to product and 
packaging professionals on the front lines of these organizations. 

While many sustainability initiatives are no-brainers, few are easy to 
execute on because most companies aren’t managing this level of detail 
when it comes to products and packaging – you guessed it – the specs!

Leading companies are waking up to this realization. We had a leading 
retailer come to us and say, we made a sustainability commitment, now we 
need to take control of our data to back it up. 

When I first dreamt of the concept of managing specifications I didn’t set 
out to solve the sustainability problem, but it turns out this very data is the 
foundation for benchmarking and tracking the sustainability of products 
and packaging. 

Today, most people are focused on sustainability from a materials perspec-
tive, but what if we start focusing on making things correctly the first 
time? 

We can have a huge impact on the planet by this alone. I had a custom-
er tell me that by using Specright, they have seen allowable waste drop 
significantly, meaning fewer mistakes end up in landfills. 

An article in the Harvard Business Review2 talked about how a big 
manufacturing company produced 15% of their products with defects,

2”Product Defects and Productivity.” Harvard Business Review, 1 Aug. 2014, hbr.org/1983/09/product-de-
fects-and-productivity.
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 meaning they were spending 15% of their profit producing products they 
couldn’t even sell! This is another form of allowable waste.

Think about how much product has been thrown away in the history of the 
world, all because data isn’t being managed well. 

If we could fix this alone it could have a huge impact on the world. 

As a desire for sustainability increases, specifications are going to play a 
huge role. 

If you don’t know what you’re making, how much of it you’re making, 
and how much people are consuming, then it’s impossible to understand 
sustainability. 

Specs enable companies to make and keep their sustainability commit-
ments.

And sustainability is a journey.

The biggest fallacy about sustainability is that it’s a one-time event 
or goal. In reality, it will continue to be an ongoing challenge – with 
standards and changes constantly emerging. 

We see leading companies, who are going all-in on sustainability, look at 
all the layers of their supply chain. This might include how their items are 
produced and then disposed of, the amount of water usage in factories, or 
greenhouse gas emissions from their fleets. 

And as more innovation happens on the material side, our idea of what 
is sustainable will also change. Companies that properly manage specifi-
cation data will be able to quickly innovate and take advantage of more 
sustainable materials as they emerge. 

They can also quickly respond when something goes wrong and reject the 
idea of allowable waste once and for all.
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Connecting Across 
Supply Chain Networks

For many organizations, the concept of connectivity and collaboration is 
expanding. 

In addition to connecting teams across the supply chain, companies must 
now think about how they connect and share data across their networks of 
suppliers, retailers, and co-manufacturers. 

And for good reason.

Today’s supply chains are more global and interconnected than ever, 
which has also made them extremely fragile. Interconnected supply chains 
can only succeed if companies can easily share data. 

Why?

Because a small change left uncommunicated can have ripple effects 
causing product delays or worse, recalls.

Many businesses experienced this first hand during the COVID-19 
pandemic. During the early days of the shutdown in Wuhan, China, a 
major manufacturing hub to the world, companies that didn’t manage their 
data were unable to quickly onboard new suppliers to close the gap. 
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As a result, store shelves remained empty for weeks or months as these 
companies struggled to adapt to their ever-changing supply chains. 

During the pandemic, one of our customers was dealing with a drastic 
surge in demand. They simply couldn’t produce the amount of product 
retailers were demanding with their existing supply base. But because they 
had a system in place to manage their specification data, they were able 
to quickly share this information with new suppliers and get them up and 
running quickly. 

This ability to take action and meet demand resulted in millions of dollars 
of realized revenue for the company.

When supply chain leaders talk about connectivity, they also use words 
like visibility and traceability. The companies that adopt Specification 
Management software get both the visibility of data and the traceability 
of changes and stakeholders across the supply chain. Unlike ERPs, most 
companies give their suppliers access to their Specification Management 
platform so they can work off the same, live, digital spec.

In the future, suppliers, retailers, and manufacturers will be able to share 
data outside of their four walls with one another. Just like you would 
broadcast a message on social media to your friends, publishing specifica-
tion updates to your supply network will be just as easy. 

And this concept of data connectivity will continue to evolve. 

From 3D printing, to AI, robots and autonomous vehicles, the world 
is changing – and it’s changing fast. The application of technology is 
going to transform supply chains in ways that we’re just beginning to 
understand.

To prepare ourselves for this future, we need products and packaging to 
speak the language of computers: and that language is data. 

For supply chain organizations, accurate specification data will be the 
foundation for innovation. After all, no artificial intelligence or machine 
learning algorithm is useful without a reliable data set to run on. 
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It’s also the reason why companies can’t untether packaging data from 
product data today. They are interdependent and must be viewed side by 
side to manage the value chain holistically.

When it comes to technology, the possibilities are endless – and it has the 
ability to enable and empower the next generation to make even more 
amazing things. 
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The Next Generation of 
Product & Packaging 
Innovators 

When we talk about the future of making things, it’s easy to skip over who 
is making them.

But it can’t be denied: there is a generational shift happening in the 
workforce. 

Gen X, Millennials and Gen Z are starting to grab the torch from the Baby 
Boomers when it comes to the workplace. 

And they have different expectations and norms.

Baby boomers tended to work in the same position at the same company 
for 20 years. This made it easy to rely on Jane from packaging or John 
from product development – they literally knew everything about that 
function and its history. 

But that’s not the case today – most people change jobs every few years. 
This means there’s a constant brain drain of how things are made. 
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I spoke with a CEO at a large CPG company who said the retirement of 
baby boomer employees was keeping her up at night. And not just because 
they were taking their knowledge with them, but because it was creating 
such a hurdle for her to onboard new employees.

Because the younger generation wants the best tools and technology at 
their disposal when they go to work. They’re highly collaborative and 
comfortable with using data and technology to solve problems.

In fact, one of our early customers decided to pursue Specright after her 
young daughter, having watched her working from home and wanting to 
play, exclaimed, “Mommy, why don’t you have an app for that?” 

They want easy access to data in a modern system that looks more like 
an app they would use on their smartphones. They expect Specification 
Management software to exist in their organization. 

I know this first hand because I sit on the Packaging Advisory Board at 
Cal Poly San Luis Obispo, one of the top packaging schools in the country. 

The acceptance rate into the packaging program is like trying to get into 
Harvard – extremely competitive and extremely selective. 

The students who make it into the program are some of the best and the 
brightest. They are passionate about sustainability, globalization, and 
innovation.  

Yet when they graduate from college and get their first job at a big brand 
they are mostly relegated to managing specs.

This generation has been raised on smartphones and social media.

And it’s mind blowing to them that an iconic brand is still operating with 
systems designed in the ’80s or using spreadsheets and relying on suppli-
ers to manage data. 

They will either change the systems they inherit or leave and work for 
companies that give them the tools they need so they can do the work they 
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want. 

The strongest leaders and employers will realize that enabling technology 
will help attract and retain the best talent, while also increasing product 
innovation and productivity. 
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Final Thoughts

At times, the world of products and packaging can seem overwhelming. 

The industry has changed so much, gotten more complex, and has higher 
stakes than ever before.  

For some, it’s hard to admit the game has changed and that this calls for a 
new approach. It’s much easier to keep doing things the way they’ve been 
done before.

But the reality is, the evolution of products and packaging has forced our 
hand. 

We can no longer design and manufacture things the way we once did – by 
now you know there are so many reasons why.

So we have to do hard things and rethink our approach. 

We must embrace technology as a way to simplify the complexity, tame 
the chaos, and take control of data to make more intelligent decisions. 

The key is to start somewhere. 

You don’t have to digitize your products and packaging and map your 
supply chain overnight. 
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Our customers have shown us that deciding to start is most often the 
hardest part. Because once everyone starts working off the same data and 
speaking the same language, it gets easier – even fun. 

I used to think I was the only person who found specifications interesting. 

Today, I’m proud that we have so many amazing customers, employees, 
academics, and analysts that are just as excited about specifications as I 
am. 

They see the challenges on the horizon – sustainability, supply chain 
visibility, and more change – and understand that a spec-first approach can 
help them solve any problem, together. 

It’s not revolutionary, it’s just the right approach. 

It’s a simple answer to a very complex problem. 

If you get the spec right, the rest is easy.

Today, Specification Management is being taught in classrooms around the 
country, adopted by some of the world’s largest brands, and written about 
by some of the most respected publications.

In just a few years, it’s become more than an idea, a software, or a philos-
ophy.

It’s the future of making things. 

Specification Management alone isn’t the answer to our biggest problems 
– but my hope is that the data it provides will enable the next generation of 
leaders in product and packaging to do just that. 

The kid in me is excited to see this level of organization applied to the 
brands I love – the innovator in me can’t wait to see what they make next. 
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Afterword 

By Patrick Maley

When I retired in 2012 as President and Chief Operating Officer of 
Temple-Inland (the third largest packaging company in North America), 
I left behind many outstanding, young and aspiring business leaders. I 
encouraged several to take what they had learned during their time at 
Temple-Inland and start their own packaging company. One of them took 
my advice, and that person was Matthew Wright and it’s his story and 
successes you’ve had the opportunity to read within these pages.

In our time together Matthew and our teams set out to dramatically change 
how the packaging business operated. We coupled an expansive capital 
investment plan with a focused cultural change initiative to make packag-
ing plants step out of the dark ages and into the twenty-first century. 

Changing the fabric of how packaging plants made and sold product 
became our organizational obsession in the sleepy world of corrugated 
containers.  

Matthew helped lead the charge marrying his wealth of knowledge from 
his background in sales with his boundless interest and energy in running 
some of our largest manufacturing plants. His experience managing the 
intersection of packaging sales and manufacturing placed him at the exact 
vantage point to see and understand the criticality of specification data 
when it came to product design, functionality, and supply chain integrity. 
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Matthew saw the value creation potential for not only the producer, but 
more importantly for the customer, and set out to help solve what had 
been, to date, unsolvable.  

As a business leader or supply chain executive, organizing and using your 
most important data, and a shared language between your customers and 
suppliers is foundational to achieving success and acceptable financial 
returns. Turning data into useful, actionable information is at the core of 
what Matthew and his team are all about.

The packaging industry has been going through a necessary renaissance. 
Instead of occupying a lowly transactional rung as a “cost of doing 
business,” packaging is rightfully being viewed more as “how can it help 
sell my product… how can it differentiate my product…” The package can 
be one of a company’s best and most cost effective selling tools. 

When Matthew began building Specright, I knew he would bring disrup-
tive thinking to the business of Specification Management. With a team 
that shares his vision and passion for what’s possible, I am excited for the 
next generation of business leaders to learn about what it means to take 
a “spec-first” approach. I can’t think of anything more impactful, and it’s 
clear that Matthew Wright and Specright are best positioned to enable their 
customers to achieve far better results, far faster. 

- Patrick Maley
 Former President and Chief Operating Officer
 of Temple-Inland
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