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Anti-trust caution

• GS1 operates under the GS1 anti-trust caution.  Strict compliance with anti-trust laws is 

and always has been the policy of GS1.

• The best way to avoid problems is to remember that the purpose of the group is to 

enhance the ability of all industry members to compete more efficiently.

• This means:

- There shall be no discussion of prices, allocation of customers, or products, boycotts, 

refusals to deal, or market share.

- If any participant believes the group is drifting toward impermissible discussion, the topic shall be 

tabled until the opinion of counsel can be obtained.

• The full anti-trust caution is available via the link below, if you would like to read it in its 

entirety: http://www.gs1.org/gs1-anti-trust-caution.
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Meeting etiquette

• Meetings will begin promptly as scheduled

• Be present – avoid multi-tasking 

• Avoid distracting behaviour:

- Place mobile devices on silent mode

- Avoid sidebar conversations

• Be considerate

- Avoid monologues

- Keep comments concise

• Respect work group decisions

- Avoid re-opening decisions unless there is a 

significant quality impact

• Collaborate in support of meeting 
objectives

- Ask questions

- Be open to alternatives

• Be representative

- Avoid personal remarks

- Do not speak for your company or 
community if you do not clearly 
understand their needs

- Votes should reflect the needs of your 
company or community
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WiFi internet access

• Select network “Sheraton Lisboa” and connect

• Password: GS1events

• Have you downloaded the app?

• Step 1: Download the App!

- Be sure to remove our previous app GS1 Events provided by QuickMobile.

- Download the app on the device you're bringing to the event.

• Step 2: Verify Your Account

• Step 3: Manage your profile
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Introduction

Aaron Miller

• Sr. Director Retail Industry Engagement

Darren Edels

• Director Marketplace Engagement
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Agenda

• What is a Marketplace

• What is an Integrator

• GS1’s value proposition

• What we see in the marketplace research

• Price Searcher

• eBay update – eBay open trends

• Image based shopping/look-up

• Anti-counterfeiting, project zero

• Digital Link

• Fulfillment services
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Tiger Team Members

Bijoy Peter
GS1 India

Aaron Miller
GS1 GO

Achim Wetter
GS1 Germany

Rich Richardson
GS1 US

Frits van den Bos
GS1 Netherlands

Monica Bird
Co-chair | GS1 UK

Darren Edels
Co-chair | GS1 GO

Rami Habbal
GS1 UAE

Marcelo Oliveira Sá
GS1 Brasil

Isabelle Weisbecker
GS1 France

Jiangfeng Qiu
GS1 China

Katrina Gao
GS1 China
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What is a Marketplace?
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What is a Marketplace?
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Marketplaces are technology platforms, who 
do not own any inventory, that connect sellers 
and consumers by creating an ecosystem that 
facilitates transactions between them. 
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A retailer versus Marketplaces
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Retailers

• Retailers own the inventory they 
sell.

• They sell products on-line and in-
store.

Marketplaces

• Marketplaces don’t own inventory. 
They match buyers and sellers. 

• Online marketplaces are platforms 
that facilitate shopping from 
multiple sources. 
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It’s all about the 3rd Party Sellers

Independent

Offer a variety of new, used, 
refurbished and collectible 

merchandise

Own the inventory and risk

Pay Marketplace for services 
rendered
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Trends

Forrester data shows that marketplace 
sales already account for more than 

50% of online transactions and research 
suggests the growth trend is on track to 

reach nearly 70% by 2022.

According to Gartner by 2023, the 
majority of online sellers will list their 

products with marketplaces.
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Amazon sellers joining from Jan to July in 2019
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Percentage of Amazon revenue from 3rd party
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Amazon 3rd party seller revenue

15

An overwhelming majority of 
very small businesses
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What makes a Marketplace successful?
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Ability to attract, retain 

and engage

Volume of transactions, 

price and selection

Trust in the seller and the 

transaction

Customer service and 

brand recognition
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Why Marketplaces?

Significant 
membership 
growth driven 
by Marketplaces

30% 
new members in health 
& beauty and apparel

83% 
new members 
turnover <£500K 

85%
increase in 
Marketplaces as 
channel to market

Top 5
Marketplaces that
members trade with 
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What is an Integrator?

18
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What is an integrator?

A software platform for multi-channel trading and 
management combined with account management 
services to support business growth.
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Integrator software features and service offering

Listing and inventory 

management
Re-pricing

Centralised order 

management

Pick, pack, dispatch 

and warehouse 

management

Courier / fulfilment 

management and 

integrations

Customer service, 

communication and 

feedback capability

Returns management Financial accounting

Reporting and 

analytics 

AI and machine 

learning to provide 

actionable insights

API gateway / FTP 

connectivity

Technical support →

Account management 

→ Customer success 

management

Pre-sale Post-sale Reporting & insights Other features & services
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Integrator inventory management
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Merchant / Digital native brand / 
Innovative manufacturer

Integrator’s Seller types

22

Traditional retailer / Brands / 
Manufacturer
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Merchant / Digital native brand / 
Innovative manufacturer

Seller types

• Owner-managed businesses

• Founded and grown

• Lack of structure or business processes

• Often non-technical but can be very 

knowledgeable about Marketplaces

• Drive to grow but acknowledgement 

software (and eco-system partners) are 

needed to scale

• Multi-channel management software will be 

used throughout the whole business
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Traditional retailer / Brands / 
Manufacturer

• More established entity

• Further developed structure and business 

processes – multiple departments involved 

in decisions and implementations

• IT team but lack of in-house Marketplace 

experience especially within manufacturers

• Use of managed and full-service providers

• Software used as a “connector” between 

Marketplaces and legacy systems, e.g Sage, 

SAP, bespoke in-house WMS
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How do integrators serve Marketplaces?

24

Reduce the cost of 

acquisition
Reduce cost to serve

Support growth
Encourage innovation as 

trusted partners
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GTIN – the foundation of 
GS1’s value proposition
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Why A New Approach is Needed…
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The GS1 System transformed retail and in now the 
near-universal method of product ID in physical commerce

Unfortunately, the same is not true for the world of online commerce,
as illustrated by a few examples…….
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Context is Critical to Success Online
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Creating Confusion And Impacting Consumer Trust
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It’s simple…

29

If you can’t 
find it, you 
can’t buy it!
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Moving Forward
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The Importance of Authentic GS1 GTINs

• Sales continue to move online in ever increasing numbers:

- Amazon has over 500 MM items, ebay over a billion, so more accurate product ID 

is “mission critical” for accurate catalogs, search, discovery, order and fulfillment

• Meeting consumer needs for accurate information is foundational and as GTIN 

use grows, so does the financial risk posed by inaccuracy…

• Requiring and leveraging authentic GS1 IDs: 

• Increases accuracy and speed of listing workflows, improving catalog quality 

• Drives improved search, discovery, and conversion rates

• Enhances product information flow for sellers, platforms, and consumers

• Improves ordering, receiving and fulfillment workflows for platforms and 3PLs 
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Major marketplaces call for product GTINs

Amazon: validation using GS1 data

Google: platform requires unique identifierseBay: help buyers quickly find items

Alibaba: commits to GS1 standards adoption
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Alibaba
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Memorandum of 
Understanding 

between Alibaba, 
GS1 China and 

GS1 Global

Memorandum of 
Understanding 

between                
GS1 Italy

and Alibaba

Memorandums of Understanding: 
GS1 China, GS1 Italy, GS1 Australia—and GS1 GO
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Amazon

35
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GS1 IDs Required Since 2014

36

Amazon is 
focused on 
using valid 
GTINs to 

improve both 
the listing and 
the shopping 
experience
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“We verify the authenticity of product 
UPCs  by checking the GS1 database. 
UPCs that do not match the information 
provided by GS1 will be considered 
invalid….

…we recommend 
obtaining your UPCs 

directly from GS1 (and not 
from other third parties 
selling UPC licenses) to 
ensure the appropriate 

information is reflected in 
the GS1 database.”
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Google
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Better Data, Better Performance
GS1 standards at Google

Google Shopping and Merchant Center
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GTINs support cross-platform 
data sharing

40

Shopping 

knowledge 

on Google
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What does have to say?

Up to 40% 

more 

impressions

Up to 20% 

increase in 

conversion 

rate
GTINs drive visibility and sales

GTINs let us identify products unambiguously and match them 
to our product catalog.

This improves visibility of the products on Google and drives 
more qualified traffic to retailers’ sites.



© GS1 2019

What does have to say?
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2-25-2019

Google Merchant Center Announcement
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What is Google Manufacturing Center?

44

https://support.google.com/manufacturers/answer/6124024?hl=en&ref_topic=7663869

Brands like Bosch, 
JanSport, 4XEM and 
Speakman use 
Manufacturing Center to 
ensure shoppers have 
accurate product data 
and information 

https://support.google.com/manufacturers/answer/6124024?hl=en&ref_topic=7663869
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What is Google Merchant Center?

Merchant Center is for 
retail sales of products 
that you may or may 
not be the 
manufacturer of.  REI, 
Sears, Office Depot, 
and Sephora all utilize 
this tool to surface 
their offerings of 
products.
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Full text of the notice

Providing correct Global Trade Identification Numbers (GTINs) is vital to ensuring that Google recognizes your products and can offer the best experience possible for consumers. On 

February 18, 2019 we will be expanding the existing GTIN-related enforcement.

Why we’re making these changes

We’ve seen that including GTINs can unlock performance improvements that may directly benefit your advertising efforts, including:

More Visibility: Submitting correct GTINs puts your products in front of more potential consumers; we’ve seen that offers matched to the Google Shopping product catalog may 

receive up to 40% more clicks than unmatched offers.

Better Targeting: Submitting correct GTINs helps us show your products to the most relevant, interested consumers and, in turn, drives a higher rate of conversions.

More Ad Formats: In addition to enhancing the performance of Shopping ads, submitting correct GTINs allows for improved product information on Google.com and Shopping on 

YouTube, as well as product discovery on mobile devices.

Update your product data to include GTINs

Your Merchant Center Account may be impacted by these changes.

Please be sure to submit correct GTINs and the corresponding brand for all new, in-stock products that have GTINs assigned by the manufacturer. There are a few exceptions to this 

requirement.

February 18, 2019: Warnings begin. You will start seeing new item-level warnings for ‘GTIN not related to brand’ on the Diagnostics page for products that don't meet the 

requirements. Use these warnings to identify the products that need to be updated.

June 10, 2019: Enforcement begins. Items previously warned for ‘GTIN not related to brand’, lacking the correct GTINs will be disapproved. Reporting for products that don’t meet 

the new GTIN requirements is available on the Diagnostics page of Merchant Center. After June 10, 2019, you'll need to meet the GTIN requirements to continue serving ads 

consistently for your products.

We want to help you get ahead of the enforcement deadlines and ensure that you’re able to provide all of the necessary information to improve the richness and relevancy of the ads 

we show to potential customers. Start today by reviewing your product data and updating it with the correct GTINs. Contact your manufacturer to request the correct GTINs for your 

feed items.

Thank you for your participation in the Shopping ads program.

Sincerely, The Merchant Center Team                                         *Green text is previously been declared by Google
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What the notice means…

• GTINs are in your best interest and only mandatory if assigned by 

manufacturer – this is not new.

• Supplying GTINs are helpful for visibility, targeting and cross-platform 

marketing – this is not new.

• GTINs must be formatted correctly – this is not new.

• GTINs for a product must have been issued by a company related to the brand 

– this is new.

• GTINs that are listed and found not to relate to the brand will be flagged – this 

is new.

• GTINs that not remedied or supplied after the enforcement dates start 

incorrectly will have the item disapproved – this is new.

47
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eBay
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eBay and GS1

• eBay has encouraged usage of GS1 ID Standards as a foundational 

element of their Structured Data Initiative since March 2015

• GS1 GTIN is now required for most categories

• eBay leverages the GTIN to:

- Increase selling efficiency

- Improve SEO and visibility

- Power new/richer customer experiences for their buyers 

49
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eBay requires GTINs for product feeds 

eBay uses GTINs to help shoppers 
quickly find the items they’re looking for.  

50
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GS1 strategic partnership

51

Strategic 
partnership 

between GS1 China
and eBay



© GS1 2019

eBay makes adding GTINS easy

52

3rd Party SupporteBay Direct Listing
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State of Marketplaces
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Marketplace GMV Growth

54
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Survey

Which Marketplace generates the most Gross Merchandise Value?

1. Alibaba

2. Amazon

3. eBay

4. JD.com
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Marketplace Leaders Around the World

57
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Survey

Which Marketplace generates the most revenue?

1. Alibaba

2. Amazon

3. eBay

4. JD.com
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GMV ≠ Revenue

60
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Where are the top 100 located?

61
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When were they launched?

62
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Walmart.com

• Customer can now return products from 

marketplace sellers in any of Walmart’s 4,700 

stores.

• 90% of Americans live within 10 miles of a 

Walmart store and 47% of consumers say they 

prefer to return online orders to a physical store 

vs 27% who prefer to ship goods back.
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eBay

• Active buyers on eBay increased 5.3% to 179 

million.

• In a letter to shareholders, eBay CEO wrote 

“Unlike other digital commerce businesses, 

we don’t compete with our sellers and we 

refuse to compromise the shopping 

experience to push ‘house brands’ and 

irrelevant posts.”

• “At eBay, we empower third-party sellers to 

thrive, which actually serves the consumers 

seeking value and selection.” he wrote.
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Amazon attracts big brands

65

• 176 of the Internet Retailer’s 
Top 500 sell on Amazon

• 57 of these are consumer 
brand manufacturers
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Types of Marketplaces & Commissions by category

66
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Pure vs Hybrid

• Large retailers such as Amazon, Sears and 

Walmart operate Retail and Marketplace 

operations.  Other retailers are following suit.  

Target +, Urban Outfitters, Albertsons, Crate and 

Barrel are a few.

• Technology from companies like Mirakl allow 

several hundred Marketplace platforms to be 

launched and expand the offerings of a retailer 

with 3rd parties.
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2019 Top 100 Marketplaces
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2019 Top 100 Marketplaces

69
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eBay Open update
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eBay Open Update

915,000 customer touch-points a 
day

$3.4 Billion sales and marketing in 
2018

300 Billion queries a day

500 petabytes+ data footprint

6 million shoppable image searches 
per month

6 million packages shipped a day

1.5B in USPS postage (USPS 2nd

largest customer)

Global Shipping Program
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eBay Open - Providing tools to help sellers

• Item Specifics (attributes) – required for left-hand search and filters.  Item 

specifics are now ranked and most prevalent/frequently searched are surfaced

- Required

- Recommended

- Optional

72

Search myth – “it’s 
all about the title…” 
It’s really about the 
title and item 
specifics
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Visual Shopping
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Image optimisation tools

74

Before After
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eBay Open - Providing tools to help sellers

75

• Search the hottest keywords 

and categories.

• Identify top performing 

products and study their sales 

figures.

• Spot and leverage e-commerce 

trends.

• Understand supply, demand, 

and pricing.

• Identify more lucrative markets.

• Study listings long gone from 

eBay.
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eBay’s recommendation to their sellers

eBay spends $$$$ on Google Shopping 

Ads but the listing requires…

- Images

- Optimised titles and specifics

- Unique Product Identifiers (GTIN)*

*Any product that doesn’t have a 

GTIN will not surface on Google 

Shopping Ads

76
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Images
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Will Images replace GTINs?

GTIN Management Rules

1. New product introduction

2. Declared formulation or functionality

3. Declared net content

4. Dimensional or gross weight change

5. Add or remove certification mark

6. Primary brand

7. Time critical or promotional product

8. Pack/case quantity

9. Pre-defined assortment

10. Price on pack

78

Regulatory compliance
Please be advised that there may be 
regulation(s) in your market area that 
are more stringent and SHALL be 
adhered to.

Brand owner discretion
Brand owners may change the GTIN as 
often as they think is appropriate based 
upon their needs as well as the needs of 
their consumers and trading partners.

https://www.gs1.org/1/gtinrules/en/rule/264/new-product-introduction
https://www.gs1.org/1/gtinrules/en/rule/263/declared-formulation-or-functionality
https://www.gs1.org/1/gtinrules/en/rule/266/declared-net-content
https://www.gs1.org/1/gtinrules/en/rule/265/dimensional-or-gross-weight-change
https://www.gs1.org/1/gtinrules/en/rule/267/add-or-remove-certification-mark
https://www.gs1.org/1/gtinrules/en/rule/268/primary-brand
https://www.gs1.org/1/gtinrules/en/rule/269/time-critical-or-promotional-product
https://www.gs1.org/1/gtinrules/en/rule/270/packcase-quantity
https://www.gs1.org/1/gtinrules/en/rule/271/pre-defined-assortment
https://www.gs1.org/1/gtinrules/en/rule/272/price-on-pack
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Pricesearcher
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Pricesearcher

80
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Pricesearcher feedback

Global stats

• Total Retailers - 23K

• Total Products - 2.1BN

• Total GTIN Count - 441M

UK stats

• UK Retailers - 11K

• UK Products - 745M

• UK GTIN Count - 355M

81
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The emergence of new types of stakeholders 

Total UK products: 745 million

42% 
No GTIN
in e-commerce
data feed 

23% 
Multiple 
products with 
the same GTIN

1%
Product with 
multiple GTINs

34% 
Products with 
one GTIN

Invalid 
Number 



© GS1 2019

Pricesearcher feedback

83
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Counterfeit Goods
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Survey

• An estimate from the Organisation for Economic Co-operation and 

Development (OECD) indicates the value of trade in counterfeit and 

pirated goods to be approximately  _________ per year.

1. $500 Million

2. $5 Billion

3. $100 Billion

4. $500 Billion
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Counterfeit in 2016 
amounted to 2.5% of all 
world trade – which was 
nearly half a trillion dollars.
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Counterfeit product Categories 
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Counterfeit product origins

89



© GS1 2019

Countries affected by Counterfeit

90
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Presidential Memorandum April 3rd, 2019

• Counterfeit is bad…

• Impairs competitiveness and IP rights holders…

• Existing efforts need to be expanded…

• 210 days to submit a report which analyzes data, 

policies, procedures that aide or allow counterfeiting and 

identify administrative, statutory, regulator and other 

changes that will substantially reduce trafficking in 

counterfeit or pirated goods.

• 30 days following report, Secretary of Homeland 

Security is authorised and directed to publish into the 

Federal Register
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Wall Street Journal
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The Times - UK

93
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Amazon responds

94

“our teams and 
technologies proactively 
blocked more than three 
billion suspect listings for 
various forms of abuse, 

including non-compliance, 
before they were 

published to our store”
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Anti-counterfeit Solutions
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Alibaba Anti-Counterfeiting Alliance

Alibaba Anti-Counterfeiting Alliance ("AACA") was formed in January 
2017. AACA looks to combine Alibaba’s capabilities and resources as a 
commerce and technology leader with the knowledge, enforcement 
expertise and resources of rights holders.

•Focusing on:

•Enhanced Online IP Protection Cooperation

•Proactive Monitoring Cooperation Program

•Product Authentication Cooperation

•Offline Case Cooperation

• Joint Civil Litigation Initiative

•Public Awareness Program

•Law Enforcement Workshops

•Policy and Theoretical Study

96
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Alibaba Anti-Counterfeiting Alliance Members in 
2018

3M Elf on the Shelf Louis Vuitton Ralph Lauren VF Corporation

ABB Entertainment One Luxottica RELX Group VIVO

Adidas Epson Mars Samsung VolksWagen

Adobe Erdos Mattel SANOFI Western Digital

Amway Estee Lauder MCM Shell Wuliangye

Apple Ford Meizu Shiseido Xiaomi

Beiersdorf Gionee Microsoft Skechers

Bestseller Goldlion Modelez SKF

Bioderma Gree Moutai Sony

Bose GSK Nestle Spalding

Bosideng Haier Nikon SPECIALIZED

BSkyB Hasbro Nissan Springer Nature

Burberry Hawley & Hazel Opple Supor

Canada Goose Honda OPPO Swarovski

Canon HP Procter & Gamble Toyota

CASIO Huawei Panasonic Treasury Wine Estates

Castrol Jian Nan Chun PANDORA Trendy International

CHINT Johnson & Johnson Peacebird UL

Colgate-Palmolive Joyoung Pearson Under Armour

Daniel Wellington L Brands Pernod Ricard Unicharm

Danone LEGO Pfizer Unilever

Dazzle Lenovo Philip Morris UNIQLO

Diageo Levi's Philips Universal Studios

Dulux L'OREAL Pigeon Valentino

97
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Amazon Project Zero
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Amazon Project Zero
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Amazon Project Zero

NEW

TransparencyBrand Registry
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Amazon Project Zero - FAQ

Which brands is Project Zero currently available to?

• Project Zero is currently an invite-only experience available in the U.S. We are adding brands as 

quickly as we can, while ensuring a high-quality experience. Brands that are not yet enrolled 

should join the waitlist and we will let them know as soon as we are ready to add them.

What are the eligibility requirements to enroll in Project Zero?

• Interested brands must have a government-registered trademark and have enrolled their brand(s) 

in Amazon Brand Registry. Brands not yet enrolled in Brand Registry can get started by visiting 

brandservices.amazon.com.

How does Amazon ensure that brands are making accurate decisions using the self-service 

counterfeit removal tool?

• We are providing brands with an unprecedented level of responsibility, and we are willing to do so 

because we believe that the combined strengths of Amazon and brands can drive counterfeits to 

zero. Brands must maintain a high bar for accuracy in order to maintain their Project Zero 

privileges. We have a number of processes in place to promote accuracy, including required training 

as part of Project Zero enrollment and ongoing monitoring to prevent misuse of our tools.
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Amazon Brand Registry
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Amazon Brand Registry
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Amazon Brand Registry

104



© GS1 2019

Amazon Brand Registry
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Amazon Brand Registry

106



© GS1 2019

Amazon Brand Registry

• More than 130,000 brands around the world are registered in Brand Registry.

• 99% of all Amazon page views landed on pages that did not receive a notice of 

potential infringement. 

• Global team of investigators is available 24 hours a day, 7 days a week.

- Amazon investigates and takes action on more than 95% of all notices of potential 

infringement received from brands in Brand Registry within 24 hours. 

107
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Amazon Transparency
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Amazon Transparency

109

Over 2,000 brands from 

Fortune 500 companies to 

new start-ups have 

enrolled in Transparency.



© GS1 2019

Amazon Transparency

• Amazon launched an item-level tracing service that helps brands proactively 

identify and prevent counterfeits from reaching customers (US Only). 

- Transparency enables brands to attach a unique 26-character alphanumeric code to 

each product it manufactures. The code is used to authenticate the products. 

• Amazon scans these codes within its fulfillment centers to ensure only authentic 

products are received from sellers and shipped to customers.

- Customers use the Amazon or Transparency app on their phone to authenticate 

products regardless of where they are purchased. 

- This service helps IP rights owners fight counterfeits and protect consumers. 
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Amazon Transparency
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Amazon Transparency
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Amazon Transparency

What do I need to get enrolled?

To enroll in Transparency, you will need: 

• The ability to verify yourself as the brand owner for your products. 

• A Global Trade Item Number (GTIN), such as a UPC barcode on your products. 

• The ability to apply unique Transparency codes on every unit you manufacture. 

113
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Amazon Transparency
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Amazon Transparency

115

• Each Transparency code is a unique 
alphanumeric non-sequential code. 
• Amazon owns and controls the code 

generation protocol. 
• All codes must be resolved by Amazon
• Every scan of the code must be 

resolved by Amazon

• Amazon keeps a record of every code 
generated and the product associated 
with it to authenticate products.
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Amazon Transparency

116
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GS1 Solution
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Standards-based solution from GS1 HK

118
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GS1 Digital Link
Bridging physical & 
digital commerce



© GS1 2019

What is Digital Link?

120

Ratified by GS1 Global in August 2018, its impact will transform the entire consumer product 

industry. It allows Product Digitisation at mass scale, enabling every physical product to 

connect to the web with an intelligent “Digital Twin” profile in the cloud, via a single code on 

the packaging.

Instruction Manual

Product Dimensions

Images

Batch Lot / numbers 

Expiration Date

Nutritional Content

Warranty Registration

Customer Reviews
Social Media Links

Traceability
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What is Digital Link?

Digital Link enables 

connections to all types 

of business-to-business 

(B2B) and business-to-

consumer (B2C) 

information. 

It can also relate to 

machine to machine 

transactions.

GS1 Digital Link Partner ‘EVRYTHNG’ have already created a platform to deliver Active Digital Identities 
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Why Digital Link?

122

1. Digital Link brings multiple special purpose codes together in a single code.

CURRENT STATE
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Why Digital Link?
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1. Digital Link brings multiple special purpose codes together in a single code.

TRANSITION PHASE
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Why Digital Link?
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1. Digital Link brings multiple special purpose codes together in a single code.

END GOAL

May require an upgrade to P.O.S and supply-chain equipment scanning capabilities.
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Why Digital Link?
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2. Consumers want more information about the products they buy.

After a drop-off in initial popularity, QR Code engagement is on the rise, with more than 2 

billion consumer phones now having the capability to natively scan codes. 

Putting instant access to product related information in the hands of Consumers.



© GS1 2019

Why Digital Link?
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3. Brands / Retailers want to engage directly with Customers in physical retail 

environments.

By incentivising Customers to scan the product and potentially to login and be identified to 

reap rewards, Brands / Retailers are able to dynamically engage with Customers in the 

physical environment, collecting Customer Data to feed into CRM programmes and offer 

real-time incentives to support store conversion.

“Hi Jane – as one of our 
highly valued Customers we 
would like to offer you an 

exclusive 20% promotion on 
this item for today only”
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Digital Link – Multi-purpose Resolvers.
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The information that is extracted from a Digital Link and how it is resolved 

will depend upon the software, app or scanning tool that is reading the code 

- e.g. an app may recognise a GTIN and return care instructions the Brand 

Owner has TOLD the Resolver are related to the product.

RESOLVER
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Digital Link & Evrythng – Use Case Example
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https://content.evrythng.com/evrythng-case-study-almond

https://content.evrythng.com/evrythng-case-study-almond
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Digital Link & Evrythng – Use Case Example
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Fulfillment Approaches
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Alibaba’s approach
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Alibaba – Cainiao’s approach

• 200+ warehouses operated by 3rd parties

• 3000+ carriers and delivery agents
Alibaba tries not to own any of 

its fulfillment network

• Carriers & warehouses enter their own network details in a 
‘Resource Center’ that Cainiao has built

Instead Alibaba tries to connect 
them all in an intelligent network 

that Cainiao has built

• the network can reroute to other partners when reliability of one 
node goes down

For each node in the network 
they track capacity, start/end 

times and reliability

• They are able to deliver within promise 95%+ of the time

• By deciding at the time of the order the carriers, they are able to
tell carriers days in advance what is coming

Delivery lead-times are given at 
the time of the customer order
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Alibaba – Cainiao’s approach

Carriers can 
participate 

easily

• It is simple and easy for carriers to become part of the Cainiao 
network.

•They just enter their route information, (including things like 
capacity, cost, etc) in a Cainiao portal and sign an electronic 
agreement.

•The better their reliability and lower their cost, the more volume 
they will get.

•This flexibility has encouraged massive competition in the logistics 
space in China, which has resulted in costs dropping very quickly.

134

Everyone is just a node in a network
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Alibaba – Cainiao’s approach

Pickup stations to reduce failed deliveries

•Cainiao pledged to set up 40,000 pickup facilities close to residential areas, 
including 2,000 on college campuses.

•Opened 5,000 self-collection outlets with China Post with plans for 100,000.

•Partnering with convenience stores such as C-Store for pickup.

•Developing facial recognition technology to allow users to unlock delivery drop 
boxes.

135

Cainiao outsources much of its warehouse footprint

•Operating over 200 warehouses in its network, Cainiao is collaborating with over 
40 domestic partners to operate them.

•Cainiao only self-operates in the top tier of the network warehouses (top 8-10 
cities). The rest are run by partners.

•Cainiao swaps the operator of the warehouse frequently based on performance.
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Amazon’s approach
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Amazon Global Fulfillment Network

A massive, growing network that is a scalable model for global distribution.

In the US, the network is most mature, and comprised of:

• Fulfillment and Distribution Center Network

- Specialised facilities for small sortable, large sortable, large non-sortable, specialty apparel, 

specialty small parts, returns processing and 3PL outsourcing

• Prime Pantry and Fresh Distribution Network

- Ambient and cold storage facilities to serve grocery network

- Growing slowly, sometimes mixed in building with FC or DC. Expected to align with Whole Foods 

distribution network over time

• Inbound Cross Dock Network

- Located near ports

- Breakdown of bulk and redistribution to fulfillment centers

- Streamlines inbounding of foreign goods to the network
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Amazon Global Fulfillment Network - continued

• Amazon Whole Foods Distribution Network

- Largely focused on perishables

- Expected to align with Prime Pantry distribution network over time

• Prime Now Hub Network

- Small-footprint urban network stocked with high-velocity items (15000 SKUs)

- Delivery in as little as 60 minutes

• Regional Sort Center Network

- Flow control network to shift volume of interfacility shipping away from FedEx and UPS

- Increases lower-cost last-mile delivery options with local contract drivers and postal services.

- Similar network bein

• Delivery Station Network

- Last step in the distribution network (typically from FC/DC to Regional Sort Center to Local 

Delivery Station (these are in Urban areas)
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Amazon’s planes and autos
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ASIN vs GTIN…
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Everything and everyone has multiple identities

Identities

141

Organization Identity Aaron Miller

Manufacturer MPN, Model Number Father

Amazon ASIN Husband

Target TSIN Brother

McDonalds WRIN Uncle

Alibaba, Lowes, Walmart Item ID Colleague

Jet.Com Standard Product Code Employee

Many Small Retailers Stock Keeping Unit (SKU)

The ASIN is just one of the many internal ID number formats used by trading partners
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ASIN, GTIN, SKU, FNSKU

• ASIN - Amazon Standard Identification Number – every item in the Amazon 

product catalog is assigned an ASIN unique to that Marketplace.

• GTIN – Global Trade Item Number – following GTIN management rules, every 

product has a globally unique identification number. This is typically marked on 

the product packaging at manufacturing.

• SKU – Stock Keeping Unit – what the brand owner calls the product in their 

internal system.

• FNSKU – Amazon Fulfillment Network Stock Keeping Unit – a unique SKU 

products may be labeled with when using “fulfilled by Amazon” service.
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Amazon Standard Identification Number (ASIN)

What It Is

• A 10-character alphanumeric unique 
identifier assigned by Amazon.com and 
their fourteen other global marketplaces*

What It Is NOT

• A substitute for a GTIN

• UNIQUE

- ASINs used to be unique, but global 
expansion and seller bad practices 
have changed things…

- The same product may be referred to 
by several ASINs, and different 
national sites may use a different 
ASIN for the very same product! 
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* Australia, Brazil, Canada, China, France, Germany, India, Ireland, Italy, Japan, Mexico, Netherlands, Spain, United Kingdom

https://www.amazon.com/Del-Monte-Fresh-Green-14-5-

Ounce/dp/B078SZHZ82/ref=sr_1_1_a_it?ie=UTF8&qid=1535
467748&sr=8-1&keywords=B078SZHZ82&th=1
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Why use FNSKU?  To avoid comingled inventory

Comingled inventory is where products being sold by multiple sellers are grouped 

together at a 3rd party logistics service for order fulfillment ease and efficiency.

- Products must have a manufacturer’s part number (GTIN) barcoded on the 

consumer unit that is used to identify, store and fulfill against.

- Must not be an item that is restricted (expiration date, alcohol, health and 

beauty, media)

- Products must be of the same condition (new, refurbished, etc.)
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Fulfillment methods example
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Fulfillment methods example
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Fulfillment methods example 2
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Benefits from Comingled Inventory

• Comingled Orders Reach Customers Faster

• Comingling reduces cost and labor for labeling and 

fulfillment operations

• Comingling removes some errors with labeling

• Leverage the marketplaces branding for credibility
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Challenges that Comingled Inventory creates

• Removes much of the inventory control from sellers

- Your inventory gets mixed with other sellers

- Your buyers will likely get other seller’s inventory

• Counterfeit, damaged, or different products can impact seller

- Your account can be suspended

- You can incur lots of costs for returns
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Global Model Number



© GS1 2019

Global Model Number

• The Global Model Number enables companies to identify a product model, 

which is a base product design or specification from which a trade item is 

derived. The trade item inherits its major features and functions from the base 

model.

• The Global Model Number enables users to uniquely identify the product 

model through the entire life cycle of the product: design -production –

procurement –use –maintenance -disposal.
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Structure update:
Current Developments in Healthcare
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In fall 2018 the European Commission has asked GS1 and its global community to 

update the GMN standard for healthcare applications.

A Mission Specific Workgroup (MSWG) is currently working on an updated 

structure. The general idea of the GMN will not be changed. We expect a 

ratification in the coming months, as the new European legislation will go in effect 

May 2019 and Healthcare users need to implement the new structure by then.

New proposed structure:

• Reduced length to 25 characters

• Mandatory check-digit
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Rules and Limitations for the GMN
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• The Global Model Number SHALL NOT be used as a replacement for the GTIN.

• […] (GMN) SHALL NOT be used for supply chain identification or transactional 

purposes (e.g., labels, orders, deliveries, payments) which SHALL be supported 

by […] (GTIN) in the supply chain.

• […] (GMN) SHALL NOT be used in any labelling, physical marking, or GS1 AIDC 

data carrier on trade items […]. For this reason, there are no barcode 

specifications below and only data content, format, and data title in figure 3.2-1 

(of the GS1 General Specifications) apply.
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Example Hierarchy for GMN and GTIN
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SizeColourProduct

GMN

Colour 1

S

M

L

Colour 2

S

M

L

GTIN1

GTIN2

GTIN3

GTIN4

GTIN5

GTIN6

Today’s solutions to create this kind 
of hierarchy vary from brand to 
brand and therefore create 
inefficiencies throughout the supply 
chain. Very often we see speaking 
numbers or names of persons or 
cities that happen to be duplicate 
throughout time and across brands. 
Moreover, length and structure vary 
a lot and destroy any potential to 
automate at this stage.

Note:
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THANK YOU!!!
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