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COMPONENT Possibility today Responsibility

Link 4.1 and 4.2 

Neutral Hub/ Registry/ 
Resolution Service 

or Network Provider – 
Information Provider/ Content 

Service

These links will be implementation-specific. Having the data from the 

data carrier completed by the resolution data the request can be fulfilled 

by the right information provider. 

The link can be established either via the Network Provider (4.1) or via 

the neutral hub (4.2).

ü(http protocol, …) 

- (content)

Link 5 

between Information 
Providers/ Content Service 

Data Exchange

As identification keys themselves carry no information about where 

to link to, a “registry” is needed to know where relevant information is 

stored. GEPIR and EPCIS are examples of systems that could be used to 

perform this function.

ü 

(http protocol, …)

- Information Provider

Information Provider/ 

Content Service

The Information/ content can be located at the:

-	 Brand Owner

-	 Third-party Information Provider

-	 Retailer

-	 Market Research Institution

-	 Network Provider

ü -	 Brand Owner

-	 Third-party Information 

Provider

-	 Retailer

-	 Market Research 

Institution

-	 Network Provider

Link 6

back to the Network Provider

The answer to the request sent by the right Information Provider is 

provided to the Network Provider in a standardised way.

ü 

(http protocol, …)

- Information Provider  

- Network Provider

Link 7

Network Provider  
– Mobile Device

The link from the Network Provider to the device is standardised, but 

there may be a need for review.

ü Network Provider 

GS1 SMS: use SMS as a data carrier using the GS1 application identified 

concept unchanged.

- - GS1  

- Network Provider

Mobile Device Browser or software application to show the answer to the request  sent 

independent of how the content is received.

ü OEMs
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	 6	 Recommendations

	 The GS1 Mobile Com group is proposing these recommendations to make the adoption and use of 
mobile commerce technology as fast and as easy for consumers and businesses alike.

	 The following principles should to be adhered to:
•	 Create and use open, global and multi-sectorial standards 
•	 Re-use existing standards and infrastructure where possible
•	 Fully respect consumer rights and privacy 
•	 Create standards that are proven to solve business problems or create business opportunities

	 Generally speaking, it is strongly recommended to use existing systems and ensure the convergence of 
the technologies related to identification and information exchange. The following recommendations 
about identification and technical infrastructure should be followed:

1.	 Use GS1 keys to identify objects
	 Since GS1 keys are a proven method of uniquely identifying items, service relationships, assets, 

consignments and locations, this method identification should continue to be used for mobile 
commerce applications.

	
2.	 Encode GS1 keys in bar codes and RFID tags
	 It is preferable to encode GS1 keys in bar codes rather than URLs because of the resulting flexibility 

that this gives to mobile commerce systems. GS1 also sees an opportunity for a “GS1 SMS” to encode 
relevant GS1 Identification Keys using the SMS (Short Message Service) format.

	
3.	 Use existing bar codes on products as an entry point for product information
	 If a bar code already exists on a product, then it should be used as a first choice to support mobile 

applications. If additional data are required and are not contained in the existing bar code then GS1 
DataMatrix, GS1 DataBar or EPC-compliant RFID tags should be used. In most cases this means that 
a 1D bar code that already exists on a product is preferable to a new 2D bar code (provided the 1D 
bar code carries enough data to support the associated business application).

	
4.	 Mobile phones should be able to read GS1 standard 1D and 2D bar codes out of the box
	 By creating mobile phones that are natively able to scan GS1 standard 1D and 2D bar codes, mobile 

phone manufacturers will remove one of the main existing barriers for the application described 
in this white paper to be adopted by large numbers of consumers globally. As a minimum 
requirement, mobile phones should be able to read EAN/UPC, GS1 DataBar and GS1 DataMatrix 
(ECC 200) bar codes.

	
5.	 Mobile phones should be able to read EPC RFID tags on products
	 As products begin to be tagged with EPC RFID tags to improve supply chain efficiency, businesses 

should be able to use these tags as a basis for their consumer-facing and business-to-business 
applications and mobile phones should be able to read these tags.
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6.	 When building systems to support mobile technologies, companies should use existing 
infrastructure to link to product information and added value services. Specifically:

•		 GDSN compliant data pools or EPCIS for product information
•		 GEPIR for information about brand ownership
•		 GS1 Traceability standards-compliant information systems for dynamic information
•		 GS1 XML messages to communicate product related information between information providers

	 The following recommendations concerning priorities and legal aspects should be followed:
	

7.	 Focus on six business applications presented in this white paper
	 The six business application presented in this white paper (Extended Packaging, Digital Content 

Purchase and Delivery, Mobile Coupons, Mobile Authentication, Mobile Re-ordering, Mobile Self-
Scanning) are clear examples of applications that bring benefits to businesses and consumers. 
Case studies show that these applications are possible today. By focusing on these applications 
to provide standards-compliant solutions, companies have an opportunity to generate real value 
without taking a huge investment risk. They will also create a solid foundation making it easier to 
integrate existing and future applications and to scale up within an organisation.

	
8.	 Ensure that consumers receive clear clear information
	 Where existing bar codes are used to link to further information via a mobile device, there should 

be clear marking on the pack to show to the consumer that additional information is available, what 
type of information is available, how the information can be accessed and whether there is any 
charge for the service.

	
9.	 Ensure that legal aspects are well-researched 

Storage and transfer of personal data is protected by strict data protection laws. For mobile 
commerce to be successful, consumer trust needs to be achieved. Additionally, many of the 
business applications described here require product information generated from more than one 
source which requires different data owners agreeing to share information.
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	 7	 Sources
	 For a better understanding of any technical terms or acronyms mentioned in this White Paper,  

visit www.gs1.org/glossary/. 

•	 2016: The Future Value Chain (Global Commerce Initiative, Capgemini, Intel, 2006)
•	 Breakthroughs in the European Mobile Payment Market (ATOS Origin, 2007)
•	 Changing the Way We Shop – 1D Barcode Recognition with Mobile Phones (Robert 

Adelmann and Christian Floerkemeier, ETH Zurich, 2007)
•	 Commerce mobile: enjeux et perspectives (GS1 France, 2007)
•	 Communities Dominate Brands, (Tomi Ahonen, http://communities-dominate.blogs.com/),
•	 Comparing internet and mobile phone usage:digital divides of usage, adoption, and 

dropouts (Ronald Rice, James Katz, Rutgers University, 2003)
•	 Contactless Payments : The Retailer Experience (Smart Card Alliance, 2007)
•	 Digital Content Unleashed (ABI Research, 2007)
•	 IBM Global Innovation Outlook 3.0 (IBM, 2007)
•	 Le guide du marketing mobile (Association Française du Multimedia Mobile, 2006)
•	 Le téléphone mobile aujourd’hui: usages et comportements sociaux, 2ème édition 

(Association Française des Opérateurs Mobiles, 2007)
•	 Mobile Interaction with the Real World (MobileHCI, 2006)
•	 Mobile Phone Based Interaction with Everyday Products – On the Go (Robert Adelmann, 

ETH Zurich, 2007)
•	 Near Field Communication (Nokia, 2007)
•	 Netsize Guide 2007 (Netsize, 2007)
•	 Publishing and Discovering Information and Services for Tagged Products (Christof Roduner, 

Marc Langheinrich, Auto ID Labs, 2007)
•	 Toolkit for Bar Code Recognition and Resolving on Camera Phones – Jump Starting the 

Internet of Things (Robert Adelmann, Marc Langheinrich, Christian Floerkemeier,  
ETH Zurich, 2006)

•	 The end of advertising as we know it (IBM Institute for Business Value, 2007)
•	 The Internet of Things (ITU, 2005)
•	 Understanding Mobile Marketing: Technology and Reach (Mobile Marketing  

Association, 2007)
•	 What isn’t going to happen in 2008 (ABI Research, 2007)

Sources
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