
A s l o n g a s
t h e r e ha s
been money
t h e r e ha s
been retail
^ and at a

fundamental level, little has
changed since the days of she-
kels and denarii.
But in a very real sense, re-

tail in the second decade of
the 21st century has evolved
hugely from its more primitive
roots; technology has become
simultaneously a challenge
and an enabler, and in an econ-
omy marked by increased
competition, it is the retailers
who can best leverage the new-
est technologies which will
have the most competitive ad-
vantage.
The fragmented nature of

the retail environment, with
the arrival of multiples and
particularly the advent of on-
line shopping, is forcing retai-
lers to look closely at how best

to manage the various chan-
nels that shoppers now use to
purchase goods.
Additionally, customer loy-

alty has been massively tested
by the increased ease and op-
portunity for shopping any-
where in the world, which is
why retailing has had to take
on many of the attributes of
marketing to offer the consu-
mers what they want, when
they want it.
This trend is set to increase

with the proliferation of smart
phones and other devices
which allow for a more tar-
geted and seamless blend of
marketing and retailing.Tech-
nology has for years been a dri-
ver of accuracy and efficiency
in the supply chain side of re-
tailing and wholesaling, from
bar code scanning to voice
picking; but progressive retai-
lers are beginning to under-
stand the advantages that the
newest technologies can bring

to the shop floor.
‘‘Retailers need to recognise

the influence that the web has
had on retail,’’ said Peter Min-
ogue, managing director of
BearingPoint Ireland, a busi-
ness consulting company and
SAP channel partner which
seeks to align and optimise

processes, IT and operating
models with business strategy
in leading public and private
companies ^ including retai-
lers.
‘‘They need to realise that

even though only 10 per cent
of goods in Ireland are bought
online, 60 per cent of the deci-

sions tobuyaremadeonthe in-
ternet.’’
While some retailers will

flounder in the rough waters
of technology, others will em-
brace the newest trends that
are changing the face of inter-
national retail. An example of
this new approach can be seen

in a recently-launched technol-
ogy from software giant SAP.
Recognising the increased

mobility and tech savvyof con-
sumers, as well as the need to
provide retailers with a consis-
tent system to support retailers
in this changed environment,
SAP has introduced a new in-
memory database technology
^ SAP HANA ^ which could
significantly change the retail
experience for businesses and
consumers by bringing real-
time analytics closer to the
point of sale, either online or
in-store.
‘‘The amount of data gener-

ated within the retail industry
continues to grow,’’ said Mark
McAleer, SAP business devel-
opment manager at Bearing-
Point Ireland. ‘‘The challenge
for the retailer is how to con-
vert this data into meaningful
information. But given the
amount of data people are gen-
erating these days, it is almost
impossible to do things the old-
er way.
‘‘So it is critical for retailers

to have the right enabling tech-
nologies.’’
According toMcAleer, HA-

NA’s in-memory technology
gives users two capabilities
which they probably would
not have had before; it allows
them to execute transactions
many times faster (up to 1,000
times, he claimed); and it al-

lows them to perform tasks,
suchas real-time demandplan-
ning and forecasting, which
would be impossible without
the technology.
‘‘The high volume of infor-

mation offered by HANA al-
lows retailers to better predict
customers’ buying patterns,
which in turn allows them to
better understand what pro-
motions to offer, to whom and
when,’’ he said. ‘‘And ulti-
mately, we will see coupons,
tailored to individuals, being
made available when that cus-
tomer walks into the store.’’
Utilising the speed and ac-

curacy of a system such as
HANAwill, in theory, be able
to significantly increase consu-
mer loyalty and customer cap-
ture. And while there have, as
yet, been no HANA deploy-
ments in Ireland, BearingPoint
(which employs 3,500 people
across 15 countries) has carried
out aHANApilot around cus-
tomer loyalty in France.
If all of this seems to be the

future of retailing in Ireland,
the reality is that the present is
no less interesting.
‘‘Many of the innovations in

retail today are about changing
the way the retailer interacts
with the customer,’’ saidMino-
gue.
‘‘And in the economic envir-

onment, many of these innova-
tions will be around trying to

reduce costs, and improve the
speed at which the customer
gets into the store and makes a
purchase. It’s not so much
about changing the processes,
but it is about speeding them
up.’’
Thus, the potential for im-

proving processes is out there
^ and, said McAleer, it is now
up to retailers to exploit the
technologies.
In addition to the general

trend, spearheaded by compa-
nies such as SAP, for a migra-
t ion to the c loud , most
retailers will have some form
of ERP system at the back
end, and even the smallest
shops will be able to avail of
supply chain solutions offered
by their larger suppliers.
But the future of retail tech-

nology will be about creating a
different experience for the
customers, increasing brand
visibility, promoting customer
loyalty and improving efficien-
cies.
‘‘Retailers certainly have to

have capabilities to better un-
derstand their customers,’’ he
said. ‘‘But they also need to be
able to offer better levels of ser-
vice.They need to define their
business strategies, and then
pick the right technologies to
enable things to happen. But
the real challenge for retailers
is to balance all these require-
ments.’’

BESTBUSINESS

Mark McAleer, SAP business development manager at BearingPoint Ireland

While most transactions are still
done face to face, retailers can
use technology to learn a lot
more about their customers,
writesDave Boland

W ou ld you b e
open to buying
something that
wa s g e t t i ng

close to its best before date if
there was a discount? Irish
consumers certainly are, ac-
cording to a survey of consu-
mer shopping attitudes late
last year for GS1, the Irish
branch of the world body for
standards in product identifi-
cation and supply chain. The
survey showed that Irish shop-
pers do proactively monitor
the dates on products.More to
the point, more than 70 per
cent were positive about the

idea of buying a short-dated
product if therewas adiscount.
They would alsowelcome, it

seems, the idea that the check-
out assistant would alert them
to a short-dated item and cer-
tainly wanted to know if a pro-
duct was past the best before or
expiry date.
That offers clear opportu-

nities to supermarkets and
other food retailers to clear
their ageing stock andgive cus-
tomers a bargain at the same
time. But managing all of that
automatically is the challenge.
‘‘Today’s smart barcodes

carry all of the information to

enable such on-the-spot dis-
counting and rewards for bar-
gain shoppers,’’ said Mike
Byrne, chief executive of GS1
Ireland.
‘‘It will greatly reduce the

sheer waste of fresh food ^ esti-
mated at up to a third of all
food products worldwide ^ by
enabling the ready sale of
short-dated items long before
spoilage. It will also add to
health and safety by preventing
the accidental sale of expired
food.
‘‘Nobody gains when food

enters the supply chain only to
be wasted at the end. Putting

accurate product dating infor-
mation automatically into re-
tail systems at point of sale
enables better and smarter
sell-through for the retailer,’’
Byrne said.
‘‘It adds sales value to poten-

tial loss and still protects the
consumer and retai ler in
health and safety terms. It also
means canny consumers can
save money on their grocery
basket.’’
The key for retailers, mer-

chandisers and through the
supply chain is the GS1 Data-
bar, a new form of barcode in-
troduced globally last year and
targeted specifically at the re-
tailer and customer needs at
point of sale.
It carries the mandatory

product identification data,
but can also carry additional
useful information about shelf
life, BB and expiry, and batch
or traceability data.

‘‘The GS1 Databar is an ex-
cellent example of a concep-
tually simple, easy to use and
powerful system that under-
pins the efficiency and perfor-
mance of today’s smart global
supply chains and the growing
value of automation,’’ Byrne
said.
‘‘It is the latest advance in

our well-proven business heri-
tage of universal article num-
bering and bar codes leading
to the sophisticated worldwide
track-and-trace systems that
support everything from fash-
ion to human medicine and
food tomobile phone top-ups.’’
Behind the scenes in com-

plex global supply chains,
many elements of which are
fast moving and highly auto-
mated, such as air freight and
fulfilment logistics, it is the
synchronisation of products
and data that keeps everything
moving.
‘‘The simple essence is that

GS1 Standards enable the en-
tire world of manufacturing
and trade to consistently and
accurately identify products,
capture information about
them on the move or in store
and share that information be-
tween all of the interested par-
ties,’’ said Byrne.
That is a universal ‘lan-

guage’of commerce, originally
for finishedproducts,but today
extending across anything
from a component, a single va-
luable item or a temporary set
of things, say a pallet of goods.
What has proven to be of al-
most infinite possibilities is the
extension of that universal
identification system to trans-
actions and services (admis-
sion tickets, phone top-ups, e-
vouchers, payment receipts)
and more recently still to orga-
nisations, places, documents
and many other applications.
In concept, anything or any ac-
tion,actualor abstract,that has
a distinct identity can be accu-
rately labelled and recorded.
There are now 10 different

GS1 Identification Keys, such
as theGlobalTrade ItemNum-
ber (GTIN) for traded pro-
ducts, the Global Location
Number (GLN) for identifying
legal entities and physical loca-
tions and Global Asset Identi-
fiers (GIAI and GRAI) for
individual and returnable as-
sets.
The most visible and active

layer of the system is data cap-
ture, whether supermarket
check-out scanning or essen-
tially the same actions at the
pick face in a distribution
warehouse or in an automated
conveyor line orother mechan-
ical handling system.
That keeps the data about

each object synchronised with
the back end systems that con-
trol and record and manage
every aspect of the supply
chainorother business activity.

There are further layers of
standards-based processes for
sharing the relevant data be-
tween the parties, the technical
element that make the GS1
systems work universally.
‘‘Once they are in sync, es-

sentially everyone involved has
complete control,’’ said Byrne.
‘‘The data can now be freely
and accurately exchanged be-
tween all of the relevant par-
ties, sellers and vendors and
everyone in between from
shippers to customs or security
or regulatory authorities. IT
people used to talk a lot about
‘joined-up systems’.Today,GS1
offers the greatest joined-up
system in our always-on 24x7
world.’’
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GS1 has the code for success
Smart barcodes can lessen retailer losses and
protect consumers from making bad purchases,
writes Leslie Faughnan

Mike Byrne, chief executive of GS1 Ireland

Commercial Profile: Captiva

EatCity.ie and Captiva POS lead
the way for online food ordering

Ireland’s leading solu-
tions provider to the hos-
pitality sector, Captiva
POS delivers a fully inte-
grated system for online
orders. Restaurants can
now receive orders di-
rectly from their website
which delivers orders
automatically to ePOS,
Prep Stations, printers
and your reporting sys-
tems. Now completely
seamless, restaurants
and takeaways can use
their existing website to
plug into EatCity.ie un-
der Captiva POS’s white
label service.
Consumers are rapidly

adopting online food or-
dering. Many patrons
find ordering ahead of
time easier and more ac-
curate than dealing with
a harried cashier or skip-

ping the Q to entice cus-
tomers to try using this
emerging channel for
collections.
Online ordering can

increase sales and order-
ing frequency as custo-
mers not paying with
cash tend to spend more
and past order history
can be stored making re-
peat orders even faster.
Restaurants can also
benefit from automated
up selling, and use order-
ing history as a customer
relationship marketing
tool to target future pro-
motions.
Captiva POS have suc-

cessfully introduced on-
line and offline loyalty.
This system enables res-
taurants and home deliv-
ery services to accept
loyalty cards through

their online presence
and in store. This lets the
end user customer build
up points whether they
use the phone,walk in or
order online.
Credit card payments

are also fully integrated,
no longer a separate
terminal. Credit card
payments are made
through the Captiva
POS system, allowing or-
ders and payments to
happen from the one
screen. Credit Card pay-
ments are transacted via
broadband with a four-
second turnaround time
reported.
Premium brands in-

cluding Eddie Rockets,
Pizza Hut Delivery, Ka-
num, Bombay Pantry,
Camile, Diep at Home
& Macaris are among
the growing number of
successful restaurant
chains growing business
with EatCity.ie and Cap-
tiva POS.

For further information
contact:
Sales@EatCity.ie
EatCity.ie / Captiva.ie
Tel: 01-2966166

Captiva POS System


