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Woolworths on board with GS1 data synchronisation

The rollout of GS1 Australia...s GS1net service has taken a major step
forward with GDSN electronic messaging now implemented between
supermarket chain Woolworths and its suppliers via GS1net.

The GSlnet service enables product master data, such as descriptions,
weights and dimensions and pricing to be electronically transferred
between suppliers and retailers more simply and more accurately than ever
before.

Woolworths worked with GS1 Australia and trade partners to implement
the GSlnet service. All messaging developed through the network is to
Global Data Synchronisation Network (GDSN) requirements, the global
standard for data messaging, which will reduce cost for members who up
to now have had to utilise paper forms unique to Woolworths.

GS1 Australia...s CEO Maria Palazzolo said THaving Woolworths
connected to GS1net will provide further benefits to their many trading
partners already using GS1net and will drive even greater adoption of data
synchronisation across the industryf.

Woolworths General Manager for Longlife Buying, Stephen Bate said,

tWith Woolworths now fully compliant with GS1net and able to synchronise
data with our suppliers we see this as a valuable opportunity for our trade
partners to reduce their cost of doing business.

TWhilst the process of rolling out GS1net is only just beginning at Woolies
we look forward to on boarding more of our vendors over the coming
months.F

With GS1net at Woolworths, companies are able to:

sPublish data once to more than one retailer

simprove the accuracy of their data

simprove the speed with which master data changes can be made

sReceive electronic confirmation of master data and cost submission.

TGlobal supply chain standards are foundational to effective data
synchronisation.

GS1 global standards are used by millions of companies around the world
to enhance the accuracy and efficiency of their supply chains. Management
of master data using GS1 Standards provides industry with this ability,
Maria Palazzolo said. ll

Retail World is back with the
20th edition of the Grocery
Guide in 2012, Australia's
premium directory and
database for the $100+
billion grocery industry.

The Retail World Grocery
Guide 2012 is the de®nitive
reference resource for
senior sales, marketing
and management
executives, advertising
agencies, discerning
retailers and industry
service providers in the FMCG and retail sector.

Don't miss the opportunity to get involved with great
advertiser packages available in Gold, Silver and Bronze, as
well as enhanced listings and special positions within the
Retail World Grocery Guide 2012.

For more details on the advertiser packages and special
positions

To secure your copy of the

CLICK HERE

Order now and save!
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Retail World Grocery
Guide 2012 with our pre-publication special offer.

POPAI Marketing at Retall
Kdwards announces winners

POP Art Australia, Creative Instore Solutions and POP Impact have
demonstrated their retail marketing leadership when they took out Displays
of the Year at the 2011 POPAI Marketing at Retail Awards, announced on
September 14 at the Palladium at Crown in Melbourne.

POPAI...s General Manager Karen Spear says the quality of the entries in 201}
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For queries contact:
Lindsey Ditford on T: (02) 9683 0120
E: lindsey.ditford@retailmedia.com.au
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} was the best yet.

tThere is a real shift in the industry right now, and we...re thrilled to see
such innovation and cutting edge thinking happening in marketing at retail

campaigns this year,¥ Ms Spear says.
Temporary Display of the Year

movie and brought them to life in store.
Semi-permanent Display of the Year

for BIC Australia by Creative Instore Solutions. This iconic POP helped BIC
dominate the lighter segment in Grocery & Liquor store environments.

%JdGA Baby Boulevard, produced for
Kimberly Clark by POP Impact. Baby Boulevard...s objective was to transform

Permanent Display of the Year

the IGA retail environment by converting the current baby aisle into a fun and

interactive shopping experience.

tThese campaigns really demonstrated best practice principles, innovative
thinking and what works in real terms in the retail environment. This is

industry leadership at its best,f Ms Spear says.

All entries were displayed as part of the Marketing at Retail Expo on
September 13-15, 2011, at the Melbourne Convention and Exhibition Centre.
The judging panel comprised of experienced retailers, brand marketers and

producer/suppliers across the industry. il

%dCars 2 The Movie Launch, produced
for Mattel by POP Art Australia and Disney Consumer Products. The POS
elements combined all the action and fast paced fun of the characters in the

%BIC Lighter Display, produced

Parmalat investment in Tetra Pak packaging vote of

confidence in white milk

Parmalat, which fields fresh white milk brands
Pauls Full Cream, Rev and Skinny Milk in Victoria,
is launching the first significant innovation in fr esh
white milk packaging for 10 years, in conjunction
with packaging leader, Tetra Pak.

Parmalat...s Rowville processing plant has been
reconfigured to allow a shift from existing gable t op
cartons to the new Tetra Brik Edge carton, which
is easier to use and is the only Forest Stewardship
CouncilTM certified milk carton available in
Australia.

Pauls fresh white milk brands account for 50.8
per cent of Victoria...s branded fresh white milk
grocery market.

The company believes the radical packaging %o
the result of a $2.2 million refit at Rowville %o wi
not only hold continuing loyal customers, but also
attract new customers with its promise of better
storage, improved convenience, ease of use and
unique environmental profile.

tOur white milk brands continue to enjoy strong
loyalty and hold market leadership in Victoria, said

Parmalat Australia General Manager, Marketing,
David Waugh.

TtMoving to this new-look Pauls one litre carton
tells a great story about our confidence in the whi te
milk category.

tConsumers have experienced difficulties
opening existing milk cartons so we...re really
excited to deliver an innovative alternative that
has been designed to make opening, pouring and
resealing much easier.

TWe...re first to market in Australia with this
packaging innovation from Tetra Pak, a paper-
based carton that has Forest Stewardship Council
certification and a resealable twist-cap on a slopi ng
top panel. The new cartons store and stack more
easily than the traditional milk cartons and keep
milk fresh throughout its shelf life, Mr Waugh said.

Parmalat...s investment in Tetra Pak...s integrated
packaging and processing system has provided
an opportunity to bring to a new market an award
winning FSCTM certified package, already well-
established in other global markets.

Tetra Pak Oceania Managing Director, Noel
Ayre, said Tetra Brik Edge has been recognised as
tPackage of the Yeart by the Swedish Rheumatism
Association for its ease-of-use by people with
restricted hand mobility.

TThat, on top of FSC certification, makes us very
proud of this particular package and very pleased
that Tetra Pak has been able to partner with
Parmalat to bring this innovation to Pauls Milk,x M r
Ayre said.

The new-look Pauls milk cartons will be available
in stores across Victoria from 13 September. Il
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