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Introduction to GS1
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The global language of business
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Serving over 

one million
companies

2,500 people
helping us 
to achieve 
our vision

Across 

150
countries 

Over

20
sectors

112
Member 

Organisations

More than 

6 billion 
barcodes read all
over the planet 

every day
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Why do we need 
global omni-channel standards?
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Grow the Business

Reduce Costs

Leverage 
Consumer Insights

Manage Risk

GS1 standards make it 
easy for people to discover 
and purchase products 
wherever they are so that 
you can…
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What is the biggest challenge?
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Web-Ready Products

Inventory Visibility

Fulfilment Strategy 

Business Intelligence

Risk & Compliance

Grow the Business

Reduce Costs

Leverage 
Consumer Insights

Manage Risk
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How GS1 helps
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Grow the Business

Reduce Costs

Leverage 
Consumer Insights

Manage Risk

Better Search Results

Improved Product 
Information

Optimised Consumer 
Fulfilment

Smarter Analytics

Safer Products, Fewer 
Counterfeits
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Why are GS1 Standards Important?
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The barcode
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21st Century Retailing

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



© GS1 2016

21st Century Retailing
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77% of shoppers
use a mobile 
device whilst in-
store
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21st Century Retailing
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MORE THAN 900 MILLION CONSUMERS (45% OF ALL 
ONLINE SHOPPERS) WILL PURCHASE PRODUCTS 

INTERNATIONALLY BY 2020
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21st Century Retailing
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Global marketplaces are expected to 
own nearly 40% of online retail market 
in 2020.

* Source: Rise of the Global Market Places research conducted by Ecommerce 
Foundation and Nyenrode Business University
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21st Century Retailing
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Two of the big players

21st Century Retailing
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• 162 million active buyers

• 800 million listings worldwide

• 314 million mobile app downloads

• 244 million active customer

• 54 million Prime customers

• 44% of buyers start their search on Amazon*

• 48% products sold by marketplace retailers

* http://venturebeat.com
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21st Century Retailing

Local Marketplaces are becoming the go-to destination for 

online shoppers

• 60% of Polish ecommerce transactions take place on Allegro

• 80% = Alibaba’s share of the Chinese ecommerce market 

• 83% of ecommerce in India is represented by the big three 

marketplaces – Flipkart, Amazon, Snapdeal

• Amazon.de 

- Over 31 million users but 20% of sellers are from the UK

• La Redoute.fr

- 50% of French online shoppers looking for fashion visit La 

Redoute

- 35% of online shoppers in France are La Redoute’s clients

18
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21st Century Retailing
Top retailers rely on GS1
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The GS1 US GTIN Validation Guide is an 
important tool for improving the quality of 
product data and the relevance of online 
and mobile search results. — Walmart

The GTIN Validation Guide will help eBay 
find and resolve incorrect, duplicate and 
conflicting product information, improving 
visibility for merchant offers and enhancing 
the consumer search experience. — eBay

GS1 standards have been very valuable in 
our efforts to improve the online shopping 
experience by harmonising product data 
and eliminating inaccuracies. — Google

0 100 200

Amazon

eBay

Apple Sites

Walmart

Target

Best Buy

Sears

Etsy

The Home Depot

Macy's

Online 
Audience
(in millions)

Source: comScore, Inc., March 2014

Amazon, eBay, Walmart, Apple iTunes 
and Google require or endorse GS1 
identification for product listing. 
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The barcode
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E-Commerce today

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

87% of consumers say 
accurate, rich, and 
complete product 
content is very 
important when 
deciding what to buy.

22
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Search engines

Manufacturer and retailer 
websites

Why is GS1 SmartSearch needed?

It is difficult for companies to keep information 

about the products they make or sell visible 

across the web via:

23

Other digital channels that 
contain product information 
such as social media and 
price comparison
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Why is GS1 SmartSearch needed?
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Current Situation: online product information is not provided 

consistently in a structured, machine-readable format
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Unstructured vs. structured data
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Unstructured: HTML
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<tr><td>categoryId:</td><td><div 

id="categoryId"></div>1012</td></

tr><tr><td>breadcrumb:</td> 

<td><div id="breadcrumb"> 

</div>Home Electrical > Large

Appliances > Washing Machines > 

All Washing Machines</td></tr> 

<tr><td>sku:</td><td><div

id="sku"></div>375-9628</td></tr> 

<tr><td>productId:</td><td><div

id="productId"></div>16184</td></

tr><tr><td>dateLastUpdated:</td><

td><div id="dateLastUpdated">
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Structured: GS1 SmartSearch

27

"gs1:price":"199.99",

"gs1:priceWas":"",

"gs1:standardDeliveryCost":"4.99",

"gs1:standardDeliveryTime":"within 7 days",

"gs1:ageGroup":"",

"gs1:gender":"",

"gs1:colour":"White",
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With GS1SmartSearch : computers can understand and 

process product information consistently

How does GS1 SmartSearch help?
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How does it work?

It enables web developers to include 
standardised and structured product 
information in web pages so that it is 
usable by search engines.

29
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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.

30

Without GS1 SmartSearch With GS1 SmartSearch
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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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GS1 Web Vocabulary
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Endorsement of schema.org

First schema.org

external extension

33
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Why the importance of
the Schema.org endorsement?

• By 2010, there were billions of web pages and search engines 

were having difficulty understanding all this information.

• Schema.org set up in 2011 by Microsoft, Google, Yahoo! and 

Yandex to “create and support a common set of schemas for 

structured data markup on web pages”. 

• Schema.org categorises all the world’s information into 8 classes:

34

Action
Something that 
happens to a 
direct object

Event
Something that 

happensat a certain 
time and location

Intangile
Describes things you 
can’t touch, such as 
web addresses and 

airline flight numbers

Organisation
An entity such as a 

school, club, or 
corporation 

Person
Someone who is 

alive, dead, undead, 
or fictional

Place
Entities that have a 

somewhat fixed, 
physical extension

Product
A physical item 

or service

Creative
Work

Describes entities 
such as books, 

software programs
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Schema.org

• However, the Product class only has attributes 

for basic product information such as name, 

brand, GTIN and price.
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Product
A physical item 

or service

Action
Something that 
happens to a 
direct object

Event
Something that 

happensat a certain 
time and location

Intangile
Describes things you 
can’t touch, such as 
web addresses and 

airline flight numbers

Organisation
An entity such as a 

school, club, or 
corporation 

Person
Someone who is 

alive, dead, undead, 
or fictional

Place
Entities that have a 

somewhat fixed, 
physical extension

Creative
Work

Describes entities 
such as books, 

software programs
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GS1 SmartSearch Heritage

GS1 SmartSearch extends the Product Class to hundreds 

of new attributes describing products: 
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Brand

WearableProduct

Country

Warranty

FoodBeverage
TobaccoProduct

Product

Product
A physical item 

or service
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From Schema.org to GS1 SmartSearch
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Action

Event

Intangile

Organisation

Person

Place

Product

Brand

WearableProduct

Country

Warranty

FoodBeverage
TobaccoProduct

SCHEMA.ORG               GS1 SMARTSEARCH

Product

Creative Work BusinessContact
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GS1 SmartSearch Origins

GPC

GDD

GDD
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Google and Structured Data
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Google Structured Data Testing Tool
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Behind The Scenes: What Google Sees
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Our work with Dolce Gusto and Tesco
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Results
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21st Century Retailing
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Questions
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David J Smith

Director, Omni-Channel Industry Engagement

D: +32 2 788 7829

E: david.smith@gs1.org

GS1 Global Office

Blue Tower, Avenue Louise 326, bte 10

B-1050 Brussels, Belgium
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