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Industries golden opportunity to strip out costs and 

improve the consumer experience through data quality
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What we do & why we 

do it!

About GS1 UK



GS1 – „an unknown known‟



Promote, develop & deliver - the global language of business

Global standards for electronic business messaging

Rapid, efficient and accurate business data exchange

The environment for global data synchronisation

Standardised, reliable data for effective business transactions

Global standards for automatic identification

Rapid and accurate item, asset or location identification

Global standards for RFID-based identification

More accurate, immediate and cost effective visibility of information

(Common, unique, global) Identification
Keys (eg product, location, assets) and Attribute data (eg best before date)
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GS1 UK Snapshot History

• Established in 1976 

• Independent, profit neutral association

• Owned by its 23,000+ members

• 55 (FTE) staff based in central London

• 2009/10 turnover of £6.7m

• Part of the worldwide GS1 network



Our larger stakeholders

http://www.pg.com/main.jhtml
http://www.hitachi.com/Apps/hitachicom/home.jsp?GXHC_JSESSIONID=7098298191860546400&
http://www.t-mobile.co.uk/Dispatcher?menuid=menu_item_00
http://www.mothercare.com/mc_uk/home.jsp.html?BV_SessionID=@@@@0078719311.1044555270@@@@&BV_EngineID=ccccadchhfmdfilcfngcfkmdfffdgom.0&SessionAssigned=true
http://www.warnermusic.com/warnermusic/labelHome.jhtml
http://www.diageo.com/index.html
http://www.amazon.com/exec/obidos/subst/home/redirect.html/ref=nh_gateway/102-0181096-7005702
E:/Documents and Settings/Documents and Settings/Tomb/Local Settings/Documents and Settings/Tomb/


Membership breakdown by turnover 

> 80% of membership has an annual turnover of less than £10m

49%

10%

24%

10%

2% 2% 1%1% 1%
Less than £0.5m

£0.5m - £1m

£1m - £10m

£10m - £50m

£50m - £100m

£100m - £250m

£250m - £500m

More than £1bn



What we do & why we 

do it!

The drivers behind 

„Data Crunch‟



Top of Mind – Data Crunch in Context

• No surprise, it‟s the 

economy & consumer 

demand that is #1 

• Food Safety is still very 

high priority

• Drive for Efficiency and 

data quality continues to 

underpin all TOM issues

600 decision makers in food and consumer goods across 54 countries



The evolving value chain of 2016
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Why now?

•In tough 

economic 

conditions the 

industry needs to 

maximise 

efficiency

•Increasing 

demand for data 

from consumers –

nutritional, safety, 

lifestyle, 

environment, 

ethical   

Increasing 

regulation around 

food and product 

safety and impact 

on the 

environment



UK vs rest of the world

• Globally, many countries have advanced industry master data 
management solutions (using global standards and Data 
Synchronisation)

• To date, the UK deployment of an industry wide approach using global 
standards has been less advanced

http://images.google.co.uk/imgres?imgurl=http://weblogs.nrc.nl/geld/files/Papieren/AH_logo.jpg&imgrefurl=http://weblogs.nrc.nl/geld/tag/winkels/&usg=__hhU1R5nRAVuykw9h0brm3T4_V-g=&h=458&w=500&sz=129&hl=en&start=1&um=1&tbnid=1ef1BCm0s5G7xM:&tbnh=119&tbnw=130&prev=/images?q=albert+heijn+logo&hl=en&lr=&rlz=1W1ADBS_en&sa=G&um=1
http://www.google.co.uk/imgres?imgurl=http://www.unigrad.com.au/images/employers/logos/243_colesLogo.gif&imgrefurl=http://www.unigrad.com.au/employerprofiles/default.asp?searchby=&str=&page=6&h=120&w=150&sz=5&tbnid=vCPj99AukF4epM:&tbnh=77&tbnw=96&prev=/images?q=coles+logo&usg=__LO5DveTUfjCXwo1Mh62SY6YL-zQ=&ei=XXfESvnkKcv24Ablr-w8&sa=X&oi=image_result&resnum=3&ct=image&ved=0CA4Q9QEwAg
http://www.google.co.uk/imgres?imgurl=http://metropress.com.ua/i_upload/image/logo_metro_rgb.jpg&imgrefurl=http://metropress.com.ua/en/mcci.html&h=417&w=838&sz=52&tbnid=Css1dFDPKxtFaM:&tbnh=72&tbnw=144&prev=/images?q=metro+group+logo&usg=__V03LE2cMbVMKVl7EQzNTUibOiB8=&ei=j3fESoOcNc2d4Qb1_dQ7&sa=X&oi=image_result&resnum=1&ct=image&ved=0CA0Q9QEwAA
http://www.woolworths.com.au/


Key project objectives

1. Understand the impact of inconsistent data on the UK supply chain 

and identify opportunities to increase efficiency and reduce costs

2. Understand the impact of inconsistent data on „the Future Value 

Chain‟

3. Collaborate with the stakeholders to agree and develop an industry 

action plan and solution



Data quality and the consumer

Reckitt Benckiser examples of creative dataflow management leading to 

entertaining shelf edge descriptions and customer receipt descriptions

appearing in a certain retailer...

Mr Sheen Twin Pack 56s Orange 
and Citrus Wood Wipes 
becoming
Sheen Twin Fruity Wood Wips 

Dettol 300ml Soft Water Lilly Aerosol

becoming

Dettol Soft Willy Aerosol



What we do & why we 

do it!

What we did



Project players

http://www.igd.com/index.asp?id=0


A BIG project
GS1 UK
Gary Lynch & GS1 UK Board – SB Sponsors 

Malcolm Bowden – Project sponsor 

Alaster Purchase –

Graham Clarke     –

Harshal Gore – Project Manager

Bryan King

Robert Besford

Tarran Benson West

Gary Hull 

Tom Beston & Suraya

Ollie Coussins - KTP

IBM

Justin Suter & Anton Harrison – Sponsors Peter Keith & 

Wim Stoop

Data Pools
Pierre Giraud – SA2 World Sync 

Sean Wilkins – GXS 
Colin Griffiths – 1 SYNC

Others
Peter Jordan – Value Chain Vision 

Rob Tarrant – BrandBank

Dr Richard Wilding – Cranfield University 

Jon Woolven and Tarun Patel – IGD

Project Board

Retailers
Sainsbury’s 

Mike Coupe & Gary Balmer – Sponsors 

Duncan Race – Data Lead 

Tesco

Richard Copperthwaite & Mike Yorwerth – Sponsors 

Jon Braggs and Kym Nyugen – Data leads

ASDA 

Aniela Tallentire – Sponsor 

Sue Munden – Data Lead 

Morrison’s 

Andrew Plews – Sponsor

Mike Kavanagh– Data Lead

Suppliers
Mars 

Fiona Blackmore – Sponsor 

Unilever 

John McFarlane - Sponsor 

Eric Kirby & Duncan Burnett – Data Leads 

P&G

Karen Winney – Sponsor 

Jonathan Birch – Data Lead 

Nestle 

Chris Tyas - Sponsor 

Sarah Jordan – Data Lead 



Why IBM?

Requirements:
•1. Analytics tools:

– Analytics functionality

– Scalable

– Adaptable

– Flexible

•2. Industry Knowledge
– Retail experience

– Supply Chain expertise

– Real world insights

IBM’s Capabilities:
•1. Business Analytics & Optimisation:

– Advanced analytics software

– Over 1 million records!

– Intuitive

– Structured 

•2. GBS Consulting Services:
– Worked with all major players

– Leaders in SCM

– Industry experienced



Steps for the Data Crunch

Obtained data files from retail partners

Reviewed each file for completeness using 

IBM Information Analyser software 

Matching of consumer unit and traded unit data between

retailer files

Requested supplier data

Reviewed supplier files for completeness using 

IBM Information Analyser software 

Matching of consumer unit and traded unit data

between suppliers and retailers

1

2

3

4

5

6



Scale of the challenge

1 million records
Removed:

- 60% duplicates   

- Own label          

- Non food           

- Discontinued     

- Nulls

17,889 unique 

record analysed



What we do & why we 

do it!

Key findings



Results #1 - consumer and traded units 

Extremely low level of correlation 

between the information held on 

identical products by 3 retailers

Extremely low level of correlation of 

pack dimensions, volumes and 

weights between 4 retailers



Results #2 - TI/HI & products per traded unit

High level of mis-matches because 

suppliers provide different 

configuration to different customers

Level of inconsistency in 

case/pack size data.  Better 

correlation, but vital data for 

calculating volume is incorrect 

1 in 10 times.



Results #3 - correlation between retailer & supplier data

Less than 25% of data held by 

retailers matched with product 

data from suppliers



Results summary - Average level of industry product data inconsistency 

80%



If it ain‟t broke…….
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If it ain‟t broke…….

•Over time, retailers have found ways of minimising, avoiding and managing 
these issues…

…it may not be efficient, but it isn’t really broken, so why fix it? 
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A £billion opportunity
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So what for industry (future)? Shoppers & regulators demand more data 
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250
400% 
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required to 

be held by 

retailers

Significant opportunities to better serve the 21st century customer 

by managing the 4 fold increase in retail product information 
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The solution



Facilitated 
for Industry 
by GS1 

The Solution 

200+ Item standard attributes 

Global Product Classification 

Data Quality Framework 

UK New Lines Form 
Adopted so far by ASDA and JS
POC Tesco

GS1 STANDARDS

Understand data  

Allowing all GS1 UK supplier 
members to manage their master 
data centrally as part of a 
membership service 

Ensure all data is cleansed to GS1 
standards

TrueSource (My PIM)

Create, Cleanse and Manage Data

Enter once - publish to many using 
a global standard network of 
interoperable data pools 

One version of „the truth‟ globally 
held and accessible by all

GDSN

Exchange Data 



Demand side 

Product 

Database

Supply side 

Product 

Database

Synchronising master data

40

Height

Width

Depth

Weight

Items per case

Cases per pallet

GTIN

Height

Width

Depth

Weight

Items per case

Cases per pallet

GTIN

=

Trading partners synchronising 

master data can rely on the 

information in their database 



What is the GDSN?

41

Enables trading partners to share 

reliable master data

The GS1 Global Data 

Synchronisation Network 

connects trading partners via 

a network of interoperable

GDSN-certified data pools



How the GDSN works



The need for TrueSource 

• Supply-side SME‟s require a catalogue service in which 

they can populate their master product files with GDSN-

compliant, checked information.

• Demand-side companies want all of the back-catalogue 

data available and cleansed ready for synchronisation.

• Consumers and consumer organisations need complete, 

trusted product data to satisfy their life choice and 

dietary requirements.



TrueSource overview
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TrueSource overview

1. Load Data

Validate

Cleanse

Store

M-Commerce

Applications

• Ingredients 

• Nutrition

• Allergens

• Lifestyle

GS1 UK

TrueSource

Populate TrueSource

SME



What we do & why we 

do it!

Life after the report



Data Crunch launch

• 7th October „09 

• Press Event with 
– Mike Coupe (Sainsbury‟s 

Trading Director)

– Dr Richard Wilding (Cranfield)

– Justin Suter (IBM)

– John McFarlane (Unilever)

– Jim Spittle (GS1)

– Gary Lynch (GS1) 



Significant interest from the industry 
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Significant interest from the industry 



Launch a new service to introduce:

• The system for sharing production information 

• All product information is entered, updated and 

verified by the data owner 

• The sourcing tool for product information

• The trusted source of data 

Where do we go from here? 

Gain industry momentum:

• Asda, Sainsburys, Boots, WDF, Makro

• Tesco Proof of concept

• Morrisons committed 

• Parallel sectors coming on stream 



Data Crunch Report available from 

www.gs1uk.org




