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. GSlis a Global, Not-for-Profit, Neutral
Standards Organization

GS1 Standards make it possible
to identity, capture, and share information
automatically and accurately about products,
busmess Iocatlons and more.

IDENTIFY CAPTURE SHARE



GS1 standards drive efficiency and safety
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111 Member Organisations...
1.5 million companies ....
6 billion “beeps” per day.



Qutline

* The business world is changing

40 YEARS OF °

THE GLOBAL LANGUAGE OF BUSINESS




Qutline

 Growth of Web commerce

40 YEARS OF o

THE GLOBAL LANGUAGE OF BUSINESS




Billions of Users

~3 billion web users (2014)

Largest future growth will be mobile and emerging economies
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Diverse patterns of growth
In web sales around the world
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Online commerce only
represents 10% of all
commerce...
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A “Demand-
Chain” story ...
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Shopping more intelligently and across channels

44%

Research online and
buy products online

17%

Visit a store first, and
then purchase online

32%

Research online visit store

51%

Research online and
visit store to
purchase

to view product, then
return online to purchase
1 e |: :]

Google Retail Advertising Blog: October 2012

13



... Is rethinking all aspects of a
company’s business processes with a
constant focus on providing a
seamless consumer experience
across
all physical and digital channels
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« Extending the “Global Language of

Business” to enable omni-channel
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(

GS1's traditional focus

Supply Chain Ecosystem

Physical world
Linking the supply-chain
Stops at the “beep”
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What do business leaders think?
Terry Lundgren, Chairman, President and CEO of Macy’s

“We should engage the customer in however he or she chooses to shop

with us. | want to break those silos down internally in my own
organization and make sure that we are doing one thing and that is
putting the customer at the center of all of our decisions.” (Dec 2013)
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The omni-channel ecosystem
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Extending GS1
GS1 System - Extended to Digital Identification &

HE description
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reduce friction in
Information flow
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Paradigm shift:
What is a “product”?

A product is not just the
physical or digital object for sale

A product is that object linked to a
wealth of accurate digital data
about that object
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All parties in the supply- and demand-chain benefit from accurate,
standardized data linked by unique identification to objects sold
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GS1 ldentification and Data for the Web
Embeddlng the GSl standards Into Web page
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e Increase search visibility (SEO) = o e
« Connect data across silos, connect to consumers s

e Sell more stuff

® Benefits for consumers
( * More efficiently search for, compare and share

* \
information about products [ = | M| S \
« Buy more stuff; share experiences

22



Outline

« GS1: The Global Language of Business
 The business world is changing

e Growth of Web commerce

e What is Omni-channel?

o Extending the “Global Language of
Business” to enable omni-channel

« What's next?
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Tough Choices for Consumer Goods Companies
. McKinsey, December 2013

http://www.mckinsey.com/insights/consumer_and_retail/tough_choices_for_consumer_goods_companies

Omnichannel Alchemy
. Boston Consulting Group, October 2013

https://www.bcgperspectives.com/content/articles/retail_digital_economy_omnichannel_alchemy_turning_online_grocery_sales_gold/
Integrated MultiChannel Retail
. CapGemini, 2008

http://www.capgemini-consulting.com/resource-file-access/resource/pdf/Integrated_Multi-Channel_Retailing.pdf

Dlgltal Disruption and retailer opportunities
. Bain and Company, Nov 2012

http://www.bain.com/Images/BAIN_BRIEF_Retail_holiday_newsletter_%232_2012-2013NEW.pdf
Digital Shopper Relevancy Report
. CapGemini, July 2012

http://www.capgemini.com/thought-leadership/digital-shopper-relevancy

E- Commerce nad Consumer Goods
. Booz and Company, November 2012

http://mww.booz.com/media/file/BoozCo_E-Commerce-and-Consumer-Goods. pdf

The Reciprocity Principle
. Boston Consulting Group, 2014

https://www.bcgperspectives.com/content/articles/marketing_center_consumer_customer_insight_how_millennials_changing_marketing_forever/
The New Omni-Channel Approach to Serving Customers
. Accenture, 2013

http://www.accenture.com/SiteCollectionDocuments/communications/accenture-new-omni-channel-approach-serving-customers. pdf

Dlgltal s Disruption of Consumer Goods and Retalil
. Boston Consulting Group, November 2012

http://mww.bcg.com/expertise_impact/industries/retail/publicationdetails.aspx?id=tcm:12-121740&mid=tcm:12-121734
Omni-channel Customer Experience
. Webcredible, Nov 2012

http://www.webcredible.co.uk/user-friendly-resources/white-papers/omni-channel-report-2012. pdf
Your Customer’s All-channel Experience
. CapGemini, May 2013

http://www.capgemini.com/resources/its-all-about-them-your-customers-all-channel-experience

Resources on omni-channel retail

>
accenture

High performance. Delivered.

McKinsey&Company
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Tie Boston Consurting Group
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http://www.webcredible.co.uk/user-friendly-resources/white-papers/omni-channel-report-2012.pdf
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