
A ccording to
r e s e a r c h ,
around 25
per cent of
all fresh pro-
duce goes to

waste, primarily at the retail
outlet where it exceeds its best
buy date and is discarded. Jim
Bracken, chief executive offi-
cer of GS1 Ireland, hopes this
sobering statistic will give food
producers and retail outlets
onemore reasonto thinkabout
improving visibility in their
supply chain.
‘‘GS1 has been assessing

people’s attitudes to buying
short shelf life products if they
were discounted,’’ said Brack-
en. ‘‘We know that shoppers
buying fresh food automati-
cally go for the longest expiry
date so it makes sense to do
something about it.’’
A standards body that

workswithdisparate industries

to improve supply chain effi-
ciency, GS1 has developed the
DataBar barcode that carries
more data in the same space
as traditional barcodes.
‘‘It could be used for provid-

ing an automatic mechanism
for marking the price down,’’
said Bracken.
‘‘If it’s four days or less, for

example, you could have 30
per cent discount; if it’s under
two days, it could be 50 per
cent. It’s one way of getting
products sold rather than let-
ting them go towaste.’’
The GS1 DataBar has a

wide variety of applications
and is attracting interest from
major international retailers
around the world. It’s one ex-
ample of the many ways that
GS1 utilises modern technol-
ogy. Another is around food
traceability.
The 2008 pork dioxin crisis

in Ireland highlighted what

happens in the absence of track
and trace systems. A 100 per
cent product recall was in-
itiated for a 10 per cent con-
t a m i n a t i o n r a t e a t a n
enormous cost to the meat in-
dustry and tax payers.
‘‘Most companies would be

exposed to significant costs in
the event of a product recall,
but it’s not just the money, it’s
the reputational damage,’’ said
Bracken. ‘‘You put in better
track and trace solutions for a
number of reasons: for compli-
ance, to protect your bottom
line, and also to protect your
brand.’’
Despite the high cost of a re-

call, it’s still a hard sell, accord-
i n g t o B r a c k e n . ‘ ‘ T h e
technology is here, but per-
suading people to adopt it and
do things in a different way is a
challenge.You have towin over
hearts and minds,’’ he said.
This is a familiar scenario

for any project where technol-
ogy is involved. It inevitablybe-
comes a change management
exercise where the culture of
an organisation has to be mod-
ified. ‘‘Old habits die hard,’’
said Bracken. ‘‘People persist
with the same way of doing
things because they haven’t
carried out a full evaluation
that would help them realise
that there is a better way that
would deliver real savings.’’
The irony is that better tra-

ceability means better product
visibility and therefore greater

efficiency. It’s actually good
for business, said Bracken. ‘‘If
you run your supply chain
based on available technology,
driven by open standards, you
can actually put inmuchbetter
operational systems that will
deliver the traceability,’’ he
said.
A recent studyby theAberd-

een Group found that compa-
n i e s that have the most
visibility into their supply
chains also have the lowest
out-of- stocks, the lowest
landed costs and the highest

on-time shipment rates. Stan-
dards-based, technology-en-
abled processes provide the
data needed to reduce out-of-
stocks by 30 per cent and re-
duce ‘‘safety’’ stocks by up to
27 per cent.
But it’s another hard sell in

the present climate,where cash
is short and it’s hard to raise
money for new investments.
‘‘But sometimes you need to
invest to become more effi-
cient,’’ said Bracken. ‘‘Organi-
sations that have done it have
already realised the benefits.’’

RETAIL: PUTTING TECHNOLOGY TOWORK

GS1 is a global standards body intent on
improving supply chain efficiency ^ and the
benefits are too big to ignore, argues the chief
executive of the Irish office
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Better visibility means
better business too

R etail organisations
comprising one or
two outlets have re-
latively straightfor-

ward requirements when it
comes to stock control and

managing inventory levels.
Once they grow in size to the
point where they have multiple
outlets across several towns or
cities ^ and maybe a central
warehouse of their own ^ they

see a rapid rise in the costs as-
sociated with making sure the
right amount of merchandise
is in the right place at the opti-
mum time.
‘‘It’s all about stock control,’’

said Morgan Browne, chief ex-
ecutive of Intelligent Informa-
tion Systems (IIS). ‘‘Retailers
need to be able to track their
sales and feed back the infor-
mation in real time to ensure
they have the right level of
stock in their central ware-
house. Then they have to en-
sure the right replenishment
stock is shipped to the right
outlets in time.They don’t want
to keep stock tied-up in inven-
tory.’’
IIS is a reseller for SAPBusi-

ness One software, which is a
stripped down version of the
market-leading SAP Enter-
pr is e Resource Planning
(ERP) software aimed at smal-
ler organisations than SAP’s
traditional market. IIS sells
across a range of industries, in-
cluding the retail sector where,
Browne says, the company has
eight customers in Ireland.
‘‘Our target market is com-

panies whose annual turnover
ranges between e10 million
and e100 million,’’ he said.
‘‘Our retail customers include

Sound Store, a major electrical
retailer with six outlets across
the Munster region, and Pulse
Accessories, which operates a
chain of nearly 30 stores
throughout the country. The
key thing Business One pro-
vides these customers is visibi-
lity across their business.’’
Business One comes with a

great degree of generic tem-
plates and modules which fit
well on to many standard busi-
ness procedures. Less customi-
sat ion is required which
reduces the initial cost of in-
stallation, which is not to say
that there is no need to tailor
the software to each individual
customer’s requirements. It is
rare that one size will fit all.
‘‘Stock replenishment pro-

cedures will be different for
every customer,’’ said Browne.
‘‘Product life cycles are differ-
ent. For example, new models
of plasma screen televisions
come out every six months, so
the retailer has to be able to at-
tach the historyofanoldmodel
to the newone.’’

A retailer with multiple out-
lets and a central warehouse
will also need to plan delivery
schedules and stock replenish-
ments at each outlet according
to their particular locations
and the differing shelf life of
each product.
‘‘Also, sales people may

move from store to store regu-
larly and the company needs
to keep track of who is selling
what to calculate commis-
sions,’’ said Browne, ‘‘and they
have to calculate rebate mar-
gins on each product depend-
ing on the volumes sold. All of
these need to be customised.’’
Despite the difficult trading

environment for all retailers at
present, Browne insists that
Business One software re-
mains a sound investment for
retail multiples seeking to re-
duce costs. ‘‘Retailers need to
get a better handle on their
stock,’’ he said, ‘‘especially at
times such as these when con-
trol of costs is vital.They need
efficient ITsystems to take the
pressure off.’’

Manage multiple outlets with the right technology

F or even the smallest
retailer, the days of
fumbling for cop-
pers in greasy tills

are coming to a close.More of-
ten than not,payments are now
received by swiping a card
through a chip and pin term-
inal to add a few more electro-
nic bits to an online, accessible
bank account.
Along with the ever-increas-

ing automation of payments,
there are a variety of software
systems that can help retailers
of all sizes streamline their vi-
tal administration and man-
agement functions. Aimed
squarely at the smaller retailer
is the popular Big Red Book
accounting software, which
provides all of the standard ac-
count management functions
that any business needs at a
cost-effective price.
For the retail market, Big

Red Book has teamed up with
a specialist company called
Retail Integration to provide
what managing director Marc
O’Dwyer called ‘‘a full turnkey
EPOS [electronic point of sale]
solution integrated with a full
back office accounts system’’
tohandlemanyof the specialist
functions a retailer needs.
‘‘Our relationship with Re-

tail Integration involves us
doing the sales and marketing
while it concentrates on the
systems integration,’’O’Dwyer
said. ‘‘Our product starts at
about e5,500 and includes the
EPOS system with a touch
screen terminal, cash till, bar-
code scanner and receipt prin-
ter, along with integration to
the backoffice software.’’

As well as providing stan-
dard ledger and profit and loss
functions, the integrated retail
system allows outlets to man-
age loyalty-card schemes and
promotions while giving com-
plete oversight of all financial
transactions to the shop man-
ager. Customers for the inte-
grated system in Ireland
include Irish Items, a store spe-
cialising in school uniforms,
andDeveney’s off-licences.
Key benefits of the system

include the ability to manage
stock effectively, providing re-
ports on the demand levels for
each product so that they can
be replenished in atimelyman-
ner. ‘‘Our customers have the
functionality to enable them to
manage their cash correctly
and to manage their stock bet-
ter,’’ said O’Dwyer. ‘‘That is
very important in the current
harsh environment.’’
Another benefit, especially

for the smaller retailer, is the
ability to pre-programme mar-
keting promotions to start at a
time when the shop manager
may be away. ‘‘The system can
produce barcodes automati-
cally and email promotion or-
ders to the relevant suppliers,’’
said O’Dwyer. ‘‘It helps to free
up the manager’s time while
retaining full control.’’
It may not be the most op-

portune time for retailers to in-
vest in big-ticket software
purchases, but O’Dwyer said
that there were opportunities
as well as drawbacks for inno-
vative entrepreneurs. ‘‘A lot of
businesses are closing, but
many more are setting up as
well,’’ he said. ‘‘Rents are low-

er, and in today’s market it is
possible for retail start-ups to
get very good deals on rent
‘holidays’ until they get estab-
lished.’’
Although Big Red Book has

embraced the cloud computing
model with its Big Red Cloud
offering, allowing customers
to pay for the software on per-
use basis, O’Dwyer said that
this modelwas not particularly
apposite for the retail market ^
especially for customers who
preferred the integration with
the point of sales and stock-
control systems.
Nor are the company’s pro-

ducts exclusively used by smal-
ler retailers. ‘‘We are currently
quoting for a system with a re-
tailer that has ten outlets,’’ said
O’Dwyer. Furthermore, the
Big Red Book accounts soft-
ware is also in use with over
100 Musgrave stores, albeit not
as part of the alliance with Re-
tail Integration.
‘‘Larger retail operations

tend to have their own systems
in which they have invested,’’
saidO’Dwyer. ‘‘But theyare ty-
pically too expensive for smal-
ler retailers.They have a lot of
additional annual costs which
our system does not have.’’

Integrated accounts
help to balance books
Big Red Book gives retailers
the functionality they need to
survive and thrive in hard times

Marc O’Dwyer

Jim Bracken, chief executive officer of GS1 Ireland

Commercial Profile: Captiva

Captiva deal a
tasty one for
Eatcity.ie

Eatcity.ie, part of the well-es-
tablished POS business Cap-
tiva POS, is celebrating its
second year in business.
Captiva POS is the market
leader in the hospitality busi-
ness in Ireland. Eatcity.ie’s
clients now include Eddie
Rockets, PizzaHutDelivery,
Diep at Home Bombay Pan-
try,Kanum and nowMaoAt
Home.
Through a long consulta-

tionprocess,Maohas chosen
to go with Captiva POS for
its new Mao At Home con-
cept.The first store has just
opened on Baggot St in Du-
blin. EatCity.ie is fully inte-
grated with the Captiva Pos
system.This allows Mao At
Home customers to order
online and have their order
print directly into Mao’s
kitchens.
Captiva POS clients can

now change menus and up-
date prices on their term-
i n a l s , t h i s w i l l t h e n
automatically update all
EatCity.ie prices. This is a
huge time and cost saving
benefit. EatCity.ie also pro-
vides a white label site, this
allows stores to enable online
ordering on their current
web site with very little inter-
ruption.
The home deliverymarket

is still experiencing growth
and now having EatCity.ie

integrated with Captiva Pos
is seen as a crucial part of
opening a new store.
Customers can order food

online from Eatcity.ie, re-
ceiving a text message with
delivery time details. A key
feature for restaurants and
takeaway owners is direct
printing into kitchens via
their POS system of all or-
ders, allowing the kitchen to
manage orders effectively
and efficiently. Owner-man-
agers can run product and
sales reports at the touch of
a button.
The integrated Captiva

POS system also has a vou-
cher code for special offers
ie, spend e20 and get a e5
discount. The unique vou-
cher code is set up on the
Captiva POS system and
makes redemption simple.
Clients are drawing in a

new market from the online
community, one that was not
easily accessible without
Eatcity.ie.
Eatcity.ie is a user-friendly

site and generates business
for clients in an ever chan-
ging technological arena.

For more information,
contact Captiva POS on
01-2966166 or e-mai l
sales@captiva.ie;
www.eatcity.ie;
www.captiva.ie

Eddie Carty and Mark Allen, directors of Captiva
POS and EatCity.ie

Commercial Profile: Sony Professional

A‘digital’sign of the times
Digital signage offers three
distinct benefits over other
forms of promotion. Firstly,
it works at the point of deci-
sion making ^ in the store.
Secondly, it entertains, pro-
viding amuchmore engaging
platform for influencing. Fi-
nally, content can be updated
quickly and cost-effectively,
allowing for the delivery of
tailored,up-to-datemessages
to target audiences. It is a
simple, yet effective, mix of
technology and advertising
in the right place. In the retail
environment, this translates
into sales ^ around 30 per
cent more sales.
The uptake of digital sig-

nage canbe largely attributed
to two factors; firstly, the
price of LCD/plasma dis-
play technology has fallen
significantly over recent
years to a level that accom-
modates even small budgets.
Secondly, in-store promotion
can be directly measured, so
effectiveness and value can
be quantified.
Sony Professional has

been at the forefront of devel-
opments in the digital sig-
nage market and today has
an unrivalled suite of both
software and hardware digi-
tal signage solutions.
In response to the prolif-

eration of televisions used in
the digital signage market,
Sony Professional has cre-
ated the BRAVIA Profes-
sional Display range with
screen sizes ranging from
32’’ to 65’’.The newBRAVIA
Professional Display range
draws on Sony’s experience
in the television market to of-
fer similar high-quality pro-
ducts to the digital signage

market.
According to Eamonn

Halligan, Sony Professional’s
distribution manager for Ire-
land andUK, ‘‘TheBRAVIA
ProfessionalDisplay notonly
delivers excellent bespoke
images to the target viewer,
but also opens up an array of
options to the operator, en-
suring it can access and dis-
play content from a number
of sources, in line with user
preference.’’
In addition to significant

developments to its hardware
offering, Sony Professional
has also recently announced
some significant announce-
ments to its software range.
Included among these an-
nouncements is the launch of
the VSP-BZ10 HD Digital
Signage Player, ensuring a
comprehensive solution to vi-
sual digital engagement.The
VSP-BZ10 is proving popu-
lar, reliable and environmen-

tally-friendly.
Consuming only 8W, the

VSP-BZ10 is able to provide
Full HD video and image
playback with interrupt cap-
ability useful for on-the-fly
messaging. It supports verti-
cal and horizontal scrolling
text, as well as conversion of
Flash and Powerpoint files,
and allows for USB or Net-
work distribution. The VSP-
BZ10 comes with Signage
Player Management Soft-
ware and is capable of mana-
ging up to ten units of VSP-
BZ10 players.

For further information on
Sony’s digital signage
solutions, please visit website
pro.sony.eu/digitalsignage

Sony digital signage installation at one of the Vue Cinema venues
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T he act of queu-
ing to pay for
something in a
shop may be a
mundane ex-
perience, but

like almost every aspect of our
lives it has been touched by the
multimedia revolution. These
days there is often an eye-
catching flat screen TV hang-
ing over us, relaying product
images, marketing messages
or special promotions. Wel-
come to theworldof digital sig-
nage.
The last few years has seen

the number of in-store screens
grow dramatically in Ireland,
according to Eamonn Halli-
gan, Sony Professional’s distri-
bution manager for digital

signage.Yes, the recession has
seen a slight slowdown, but the
business case is still compel-
ling.
‘‘It has been particularly

popular with convenience
stores,’’ said Halligan. ‘‘In the
past, they had been spending
tens of thousands of euro on
printed point-of-sale materials
that were expensive and labour
intensive.You have tohave staff
members putting them up and
taking them down, andwhen a
manufacturer or distributor
decides to change a promotion,
you have to start all over
again.’’
As well as eliminating the

costs of printing and proofing,
digital signage is a much more
flexible marketing tool. ‘‘It is

more adaptable and a better
media for in-store promotion
and content. If it’s raining, for
example, you could put um-
brellas up on the digital sig-
nage in minutes. That’s a
powerful tool,’’ saidHalligan.
A high-definitionTVscreen

is also a lot ‘‘sexier’’ than pos-
ters or cardboard cutouts.
‘‘Good signage definitely adds
to the demeanour of a shop
and it helps pass the time if
you are in a queue.’’
The whole phenomenon

took off in the United States
first, as things often do. It was
a slow start when Halligan be-
gan selling systems four years
ago in Ireland.
‘‘Initially, it was hard trying

to persuade people that this

was the way forward.More re-
cently retailers have taken it
on-board and they see the ben-
efits. It started growing on a
month-by-month basis,’’ he
said.
Uptake was driven by the

cost of TVs coming down at

the same time as the technol-
ogy improved.When Sony dis-
covered that some retailers
were buying its consumer Bra-
via range for use in-store, it
took the hint and responded
with Sony professional Bravia
sets that stay cost competitive

while boasting a more robust
build.
Preferred screen sizes for

Sony sets have been in the 46
to 55-inch screen categories.
The typical price of 46-inch
LED TV is e1,100 ^ you get an
ultra-slim high-definition

monitor with a three-year war-
ranty for your money. It’s also
easy on power, a big considera-
tion for retailers who will be
leaving the sets switched on all
day.
But does digital signage

really make a difference? Ab-

solutely, said Halligan, who
has case studies to prove it.
‘‘With one Cork convenience
store we measured sales based
on promotional offers before
and after the digital signage
was put in. The retailer saw a
30 per cent increase in sales.’’
Sony is also in the business

of sel l ing dig ital s ignage
players such asTheVSP-BZ10.
The e600 machine plays back
HDvideo all day long, running
on just 8 watts of power com-
pared to 200 watts that would
be used by a PC. It comes with
25 templates allowing the re-
tailer to drag-and-drop con-
tent , c reat ing the i r own
promotions with scrolling text.
At the higher end, Sony soft-

ware facilitates massive instal-
lations with multiple screens
in sports stadiums or a chain
of retail outlets running the
same video simultaneously.So-
ny’s Ziris Professional brand
simplifies the management,
distribution, scheduling and
play out of mixed multimedia
content, and supports centra-
lised remote monitoring and
control.
‘‘A retailer with 30 stores

could mange the content from
a single source in the compa-
ny’s central office,’’ said Halli-
gan. ‘‘In France, every post
office has a Sony screen run-
ning content, all managed by
two people in Paris.’’ He said
the investment for larger instal-
lations only starts to makes
sense when there is a require-
ment for 15 screens and up-
wards.

Tuning in to
TV signage

A few years ago, Ed-
die Carty took the
decision to extend
h i s c ompany ’s

core capability in EPoS (elec-
tronic point-of-sale) solutions
and target the takeaway food
sector, a timely move that has
given Captiva Software a re-
cession-free strand to its busi-
ness.
Year-on-year, Captiva has

seen a 24 per cent increase in
turnover,but the most startling
statistic is the 300 per cent in-
crease in transactions through
Eatcity.ie, its online ordering
service that is currently used
by takeaway restaurants all
around Ireland.
‘‘People got used to eating

out and spending money on
good food during the Celtic ti-
ger years,’’ said Carty. ‘‘The le-
gacy in the recession has been
a huge uplift in home ordering,
but also demand for what you
would consider quality restau-
rant food.’’
As a consequence, Captiva

has been picking up more exo-
tic clients, including Kanum, a
chain of Thai restaurants and
Bombay Pantry,which sells In-
dian food. Established custo-
mers already include various
pizza outlets and Eddie Rock-
et’s. A sign of the times is the
interest that other high street
brands are now showing in the
home market, and many look
to Captiva to facilitate their ta-
keaway operations.
The Mao cafe chain is the

most recent addition. ‘‘It’s a
measure of howpopularonline
ordering has become.Mao has
traditionally been a high street
brand, but it’s just opened up
three new outlets and invested
in four Eatcity terminals,’’ said
Carty.
Captiva started selling the

touchscreen terminals six
months ago, the latest develop-
ment in the evolution of Eat-
city. The virtual terminal is
essentially the hardware piece
of a software-as-a-service so-
lution, which Captiva sells for
around e1,900 complete with

printer and a cash drawer.
‘‘They are branded in Eat-

city colours and shipped with
nothingon them.All the custo-
mer has to do is plug it into
broadband and we load all the
menus remotely over the inter-
net,’’ said Carty.
The business model is re-

freshingly simple.When an or-
der is made online it goes
straight into the terminal and
then the printer in the kitchen.
Customers can pay by credit
card or with cash on delivery.
They receive a text message
confirming that the order has
been received and how long it
will take to deliver.
When a fast food business

signups forEatcity.ie,theyhave
the option of simply piggy-
backing the site or taking it as
a white label service ^ re-
branded to their design with a
front-end website that lists
their locations and menus
while the backend seamlessly
links to the Captiva site.
With the terminals now

available as part of the pack-
age, Captiva offers a one-stop-
shop for companies looking to
grab a piece of the home deliv-
ery market. This is an impor-
tant differentiator at a time
when there is increasing com-
petition in the market from
multinationals.
‘‘As an indigenous company

we are successfully fighting
our space.The white label ap-
proach is one way we stand
out, and by adding the term-
inal we make it even easier for
our customers,’’ said Carty.

Takeaway trade a runawaysuccess for Captiva Software

Real-time accounts add up to real savings for retailers
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Eddie Carty

A Waterford accoun-
tancy prac t i c e
with software as a
service solution is

attracting the interest of Irish
retailers looking to cut backon
financial management fees. As
the economic noose tightens
around a beleaguered sector,
retailers are under pressure to
find new ways to save money
and are revisiting long-estab-
lished business processes.
‘‘The system we give them

puts them in the best position
to succeed, because it gives

them constant clarity of finan-
cial performance while redu-
cing external accounting
costs,’’ said Denis Breen, prac-
tice principal at Dennis Breen
& Co.
Depending on the size of the

business, a retailer can manage
its financials for up to 30 per
cent less than the cost of an ex-
ternal accountant, according
to Breen. He said the software
is so easy to use that it can also
do away with the need for an
internal bookkeeper.
‘‘You can eliminate or re-

duce bookkeeping costs, re-
duce external accounting fees
and get 12 sets of financials in-
stead of one four months after
the year-end. It’s an absolute
no-brainer,’’ he said.
Breen’s practice uses Xero, a

platform developed by a New
Zealand software company
that enables everyone involved
in finance toworkoff the same
system with little or no knowl-
edge of traditional bookkeep-
ing.
‘‘Because it’s in the cloud

everyone is looking at the same

information at the same time,’’
said Breen.
Converts to the new way of

doing things include a chain of
pharmacists in Cork who have
saved e12,000 a year by elimi-

nating the need for external
bookkeeping. Further savings
came from cutting their ac-
countancy fees.
Cost savings are only part of

the story, stresses Breen, be-
cause the software as a service
delivery model also makes it
easier to manage the bottom
line.
‘‘The retailer gets to see

monthly financials that allow
it to react to market situations
in a more pro-active manner,’’
he said. ‘‘It’s about calibrating
your business and being able
to respond earlier rather than
later. It’s about visibility of
cashflow and seeing how the
business is performing.’’
This chimes nicely with the

new business reality. A few
years ago, retailers were enjoy-
ing the fruits of the Celtic tiger,
had money in the bank as a

cushion anddidn’t need towor-
ry as much about the bottom
line.
‘‘Now the cush ion has

gone,’’ said Breen. ‘‘They may
still have a profitable business,
but margins are under much
greater pressure. For pharma-
cies, margins are constantly
under attack by the govern-
ment,which is both the suppli-
er and customer.The future is
uncertain for the sector so it’s
imperative they know where
they are and their margin of
safety at all times.’’
The retail sector is some-

times considered conservative
in its adoption of technology
and would not be an obvious
candidate for the early adop-
tion of cloud-based services.
But the delivery mechanism is
unimportant if there is busi-
ness advantage to be had, ac-

cording to Breen.
‘‘They are looking for solu-

tions topainpoints; they worry
about not having accurate in-
formation available to them
that will let them run their
businesses more effectively,’’
he said.
‘‘They will look at any sys-

tem if it’s credible and the per-
son putt ing it in has the
expertise tomake it dowhat it’s
supposed to.’’
The simplicity of Xero and

its easy interface is ultimately
what swings it for his custo-
mers. ‘‘There are complexities,
but they are kept well away
from the front pages of the sys-
tem and only brought on if
needed. It’s a straightforward
system of basic accounts,
money in, money out, with all
the technical stuff in the back-
ground,’’ he said.

With pressure mounting on the bottom line,
some retailers are taking to the cloud for a more
cost-effective and efficient accounting solution

Denis Breen, practice principal at Dennis Breen & Co

Sony’s digital signage specialist explains why
in-store screens are more cost-effective and
flexible than traditional point-of-sale promotions

Eamonn Halligan, digital signage distribution manager for Sony Professional CREDIT

Commercial Profile: GS1 DataBar

Innovative solution for
scanning fresh produce
Tired of slow supermarket
queues with operators manu-
ally looking up products with
no barcode and just a PLU?
Now with GS1 DataBar, an
innovative, intelligent bar-
code, a solution for scanning
and managing loose, fresh
and chilled products exists.
Using new barcodes such

as GS1 DataBar can signifi-
cantly assist retailers in the
more efficient management
of the fresh category by im-
proving product availability,
sell-out and reducing wa-
stage.While the fresh cate-
gory represents a significant
percentage of turnover and
profit margin, management
of these products posesmany
challenges including efficient
replenishment and price
markdown. GS1 DataBar
barcodes are unique in that
they present a real solution
to the challenge of barcoding
and scanning very small pro-
ducts as well as time-sensi-
tive loose and fresh produce.
Today at the checkout a PLU
or price lookup is used to sell
these non-barcoded items.
While PLU works, it causes
checkout delays and can
cause issues such as incorrect
identification of the product
and its price.
GS1 DataBar delivers on

several fronts for retailers.
One, it can be printed with
the barcode number at an in-
credibly small size enabling
the scanning of previously
hard to mark small items.
This is critical for fresh pro-
duce, especially items such

as exotic or organic fruits
which may command a pre-
mium price. Secondly, GS1
DataBar can encode addi-
tional information suchas ex-
piry or best before dates,vital
for stock rotation and pre-
venting the sale of expired
products.
Using GS1 DataBar and

expirydate information addi-
tionally enables automatic
price markdown systems.
Tills can be enabled to apply
a specific percentage dis-
count to a product depending
on the number of shelf-life
days remaining. This saves
on labour and label costs. In-
dependent research has
shown that shoppers are will-
ing to accept products with a
short shelf life if they are
being given a discount.
The features of GS1 Data-

Bar not only speed up check-
out operations but also
deliver on customer satisfac-
tion and expectations with
regard to fresh and chilled
produce. For any retailer ser-
ious about tackling shrink,be
that through food wastage or
underpriced selling,GS1Da-
taBar presents a real and tan-
gible solution.

For more information
contact GS1 on 01-2080660.
GS1 is a global, not-for-
profit, neutral standards
body.


