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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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http://www.gs1.org/gs1-anti-trust-caution
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Auto-ID Labs are GS1’s research partner
and focus on «Internet of Things» 

• Auto-ID Labs are research partners 
of GS1 and our research focus is 
the “Internet of Things” in the 
retailing context. 

• Located at top-ranked universities:
- Cambridge, UK
- MIT, USA
- ETH + HSG, CH
- Fudan, CN
- KAIST, SK
- Keio, JP

• Links: www.autoidlabs.org , 
www.autoidlabs.ch
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Sources: www.autoidlabs.org

http://www.autoidlabs.org/
http://www.autoidlabs.ch/
http://www.autoidlabs.org/
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Auto-ID Labs are GS1´s partner for IOT-
related research 
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Auto-ID Labs ETH / HSG in Zurich
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Fashion and trends have changed…

5

1920

1950

1970

1990

2016



© GS1 2016

…and so has the way people shop
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Not about a single transaction but building 
a relationship – learn and implement
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eCommerce Physical 
Retailing

• How much is 
shipping? 

• Does size M fit?
• Can I send it back 

if not? For how 
much?

• How can we 
improve 
recommendations?

• How much are my 
customers sending 
back? How can we 
reduce that?

• Where can I get 
these jeans?

• Do you have size M 
in stock? Maybe in 
the warehouse?

• Who are my 
customers? What do 
they like?

• What is in stock?
• How can we 

measure lost sales?
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Levers to improve the customer experience 
and build a relationship  
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Improve data quality

Make eCommerce more like brick-
and-mortar

Make brick-and-mortar more like 
ecommerce
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Lever 1: Data Quality
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Improve data quality

Make eCommerce more like brick-
and-mortar

Make brick-and-mortar more like 
ecommerce
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Apparel

Grocery

From crowd-sourced to curated product 
databases of already available data 
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Lever 2: Improve eCommerce
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Improve data quality

Make eCommerce more like brick-
and-mortar

Make brick-and-mortar more like 
ecommerce
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Bodylabs: Unlocking the human body as a 
platform using AI and machine learning
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Fashwell: AI for product recognition, 
recommendation and user profiling
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Automatically extract every layer of information and improve 
product recommendations
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Solving the “where did you get that” and 
the “what is your style” problem
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Lever 3: Improve physical retail
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Improve data quality

Make eCommerce more like brick-
and-mortar

Make brick-and-mortar more like 
eCommerce
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Bringing the benefits of eCommerce, such 
as personalization, to physical retail
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Physical Cookie Observational Learning

Smart Hanger with 
popularity information

Displaying 
number of 
likes can 
increase sales 
by ~13%

The Impact of User-Generated Content on Sales: A Randomized Field 
Experiment, Grahl et. al 2014 www.physicalcookie.com
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Outlook: Solving the privacy dilemma - run 
recommendations on data you never see
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Auto-ID Labs ETH / HSG
Dr. Alexander Ilic, Director and Assistant Prof.
Denis Vuckovac, Researcher 

+41 (0)44 633 84 09 

www.autoidlabs.ch

alexander.ilic@autoidlabs.ch
denis.vuckovac@autoidlabs.ch

ETH Zurich WEV G214
Information Management, D-MTEC
Weinbergstrasse 56-58
8092 Zurich
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mailto:Alexander.Ilic@autoidlabs.ch
mailto:denis.vuckovac@autoidlabs.ch


David Smith Director Omnichannel GS1 Global
October 5th, 2016
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Agenda

• Introduction

• How we shop today

• Making websites ‘search engine friendly’
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E-Commerce today

70% of all sales 
are influenced by 
information consumers 
find on the web.

Whether you’re a brand 
or a retailer, now is the 
time to make the 
information about the 
products you sell visible 
and accurate.

3



© GS1 2015

Where buyers shop
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How do buyers shop
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Mobile

• Google
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How do buyers shop
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Mobile

• Google
• eBay
• Amazon
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eBay Today
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• 162 million active buyers
• 800 million listings worldwide
• 314 million mobile app downloads
• Click and Collect at 800 Argos stores
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Amazon today
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• 244 million active customer
• 54 million Prime customers
• 44% of buyers start their search on 

Amazon*
• 48% products sold by marketplace 

retailers
• Growing at 36% (2x Ecomerce)

• * http://venturebeat.com
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Marketplaces want Product GTINs…
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For many years From 2015 From May 16th

2016
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Screenless devices

• Wearables

• Amazon Echo
(Now over 3 Million sold)

Beyond mobile
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How do consumers search the web today?
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Type words into search

Apps

Speak 
into 
device

Use location-based
searching

TV content provider
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What about searching for products?
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“red ballet shoes size 6

Retailer app

“Add 
carrots
To my 
online 
order”

Nearest shop selling…

Latest “Star Wars”
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Unique Product Identification: GTINs
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E-Commerce today

70% of all sales 
are influenced by 
information consumers 
find on the web.

Whether you’re a brand 
or a retailer, now is the 
time to make the 
information about the 
products you sell visible 
and accurate.
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What is GS1 SmartSearch?

“I so completely trust the information 
about this product that I know exactly 
what it is I will be having delivered, and I 
know that I won’t have to return it unless 
it’s faulty.”
The Customer
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What is GS1 SmartSearch?

A new GS1 standard that makes it easier to
keep information about products visible 
across the web in: 

16

Search engines Manufacturer and 
retailer websites

Social media
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Why is GS1 Smart Search needed?

It is difficult for companies to keep information about the 
products they make or sell visible across the web because 
products are not consistently accurately identified
in a common machine-readable format.
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Search engines Manufacturer and 
retailer websites

Other digital
channels such as:

Websites that contain 
product information (price 

comparison, etc.) and 
social media
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How does GS1 SmartSearch help?
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Current Situation: online product information is not provided 
consistently in a structured, machine-readable format
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With GS1SmartSearch : computers can understand and 
process product information consistently

How does GS1 SmartSearch help?
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How GS1 SmartSearch works
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By adding structured 
product information 
to your web pages... … you help search 

engines display more 
relevant search 
results to your 
consumers...

… which leads to 
more click-throughs
to product pages and 
more sales.
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What does it look like to search engines?

To search engines, a web page with 
GS1 SmartSearch contains structured 
data it can easily add to its index.
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Without GS1 SmartSearch With GS1 SmartSearch
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Endorsement of schema.org

First schema.org
external extension

22
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How does it really work?
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What does it look like to consumers?

To consumers, a web page with 
GS1 SmartSearch looks no different 
from a page without.
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Without GS1 SmartSearch With GS1 SmartSearch
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GS1 SmartSearch benefits

Increased sales 
through:

• More relevant 
search results

• More detailed and 
accurate product 
information 
displayed in search 
results
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GS1 SmartSearch Technical Evidence

Links to recreate examples.
(If you use a browser where you are logged into a Google account, or you use a site other than 
google.co.uk, results may differ).
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• Searching Google for Shreddies
• Shreddies 500g at Cereal Partners
• ...shown via Google Structured Data Testing Tool
• Shreddies 500g at Tesco
• ...shown via Google Structured Data Testing Tool
• Google search for "Breville Vin170 Steam Generator Iron 2400w"
• Google search for "Breville Vin170 Steam Generator Iron 2400w black free-standing"

https://www.google.co.uk/search?client=safari&rls=en&q=Breville+Vin170+Steam+Generator+Iron+2400w&ie=UTF-8&oe=UTF-8&gfe_rd=cr&ei=OPLvVsCTPMPjwQOe35HwCg#q=shreddies
https://www.nestle-cereals.com/uk/our-cereals/cereal-brands-products/shreddies/original-shreddies?_escaped_fragment_
https://developers.google.com/structured-data/testing-tool?url=https://www.nestle-cereals.com/uk/our-cereals/cereal-brands-products/shreddies/original-shreddies?_escaped_fragment_=
http://www.tesco.com/groceries/product/details/?id=258221504
https://developers.google.com/structured-data/testing-tool?url=http://www.tesco.com/groceries/product/details/?id=258221504
https://www.google.co.uk/search?client=safari&rls=en&q=Breville+Vin170+Steam+Generator+Iron+2400w&ie=UTF-8&oe=UTF-8&gfe_rd=cr&ei=z-_vVpYpys3sBvW1tpAF
https://www.google.co.uk/search?client=safari&rls=en&q=Breville+Vin170+Steam+Generator+Iron+2400w&ie=UTF-8&oe=UTF-8&gfe_rd=cr&ei=OPLvVsCTPMPjwQOe35HwCg#q=Breville+Vin170+Steam+Generator+Iron+2400w+black+Free-standing
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• When you search ‘Shreddies’ on 
google.co.uk, the cereal did not appear on 
the first page of results (Jan 2016).

• GS1 SmartSearch added to page on brand-
owners website and on Tesco product page 
using simple server-side include from 
separate text file containing pre-authored 
GS1 SmartSearch structured data.

• 3 weeks later, Shreddies pages rank 5th

and 6th in organic search (24 March 2016, 
http://google.co.uk search, not logged in with any Google 
account – logging in can change rank based on previous 
individual searching history).

• We expect ranking rise to continue with 
time.

Scenario 1: Improve the ranking of the “Shreddies” breakfast cereal 
by inserting it into the product pages of the brand owner and an 
online grocery retailer

27

GS1 UK
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• We built a web site using products from Tesco Direct catalogue obtained through 
affiliate relationship.

• Pages were split into four ‘modes’ – each product page was written in one of four 
formats:

1. ‘Classic’ HTML only
2. HTML plus GS1 SmartSearch 
3. GS1 SmartSearch only, with JavaScript using the data to write HTML so the 

product data is visible
4. Nothing! GS1 SmartSearch pulled in from external file, then GS1 

SmartSearch writing HTML.
• Evidence shows that Mode 2 - HTML plus GS1 SmartSearch – works the best for 

page ranking. Modes 1 & 3 ranked poorly and Mode 4 did not rank at all.

Scenario 2: Create a brand new product web site and use only GS1 
SmartSearch to cause its pages to rank highly amongst incumbents.
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GS1 UK
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Scenario 2: I find an iron I like at a retailer’s site but I want to find 
out price and availability across the web. So I copy the full product 
description and paste it into Google:
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GS1 UK

Continued..
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Scenario 2 (continued): I find lots of retailers stock this product. So 
I refine my search by adding a colour & that I want it to be free-
standing (these attributes are clear in structured data on our site):
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GS1 UK

Continued..
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Work with GS1 New Zealand Board Members to take a product from 
their retailer site – then get better ranking on GS1 NZ web site!
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GS1 New Zealand
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GS1 SmartSearch summary
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• Consumer Promise
• Trust
• Confidence

• Business Case
• Search engine friendly 

web site
• SEO relevance & 

accuracy
• Low risk
• Front end development
• Increase sales 
• Reduce returns
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Thank You!
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