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1. Introduction
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Auto-identification & data capture (AIDC) solutions support multifaceted fulfilment processes.

The Customer takes control – retail supply chains become more complex

DIGITALLY-ENABLED SERVICE SUPPLY CHAIN REQUIREMENTS

Online and/or instore stock look-up Real-time visibility of inventory status and location 

Buy online for home delivery Rapid home delivery of online orders

Reserve or buy online and collect instore Rapid fulfilment to store of online orders

Buy online and collect from 3P location Rapid delivery to kiosks, lockers or other locations

Endless aisle collection instore or home delivery Dynamic inventory replenishment processes

Auto-replenishment via subscription Drop shipping and/or preferred supplier deals

Gmarket recently launched a 
service on called Gtable that 
provides seasonal fresh food 
from farms around Korea. The 
online retailer will oversee the 
entire process, including product 
selection, packing and delivery. 

Kroger announced earlier this 
year ramped-up home delivery 
trials with UBER Fulfilment in the 
US for its ClickList online 
shoppers. Kroger ClickList is now 
available at more than 600 
locations in the US.

SCANNING PERSPECTIVES SUPPLY CHAIN EFFICIENCY
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2. Scanning trends
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Inbound/Receiving

• Operational costs of the 
picking process can be 
significantly reduced by 
using mobile, wearable 
scanners. Supportive 
systems, using handsfree 
voice picking or pick-by-light 
LED navigation for example 
can boost distribution and 
fulfilment efficiency.

Order Fulfilment/Picking

• Scanning delivery labels 
allows loading bay 
operators to communicate 
directly with the WMS to 
ensure that all pallets for a 
given route are loaded. 
Scanning the door and/or 
trailer upon entry when 
loading ensures that each 
pallet is loaded correctly. 

Outbound/Shipping

• Using mobile scanners, 
workers record receipt data 
automatically and update 
inventory information in 
real time. With its image 
scanning capabilities, the 
device can also capture  
paperwork to be sent and 
stored electronically.

SCANNING PERSPECTIVES SUPPLY CHAIN EFFICIENCY

Next-generation scanning solutions help to increase accuracy, productivity and visibility.

Catering to customer demand has made supply chain efficiency key

Note: Warehouse Management System (WMS) 
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SCANNING PERSPECTIVES FULFILMENT AND REPLENISHMENT ADVANCES

Timely and efficient fulfilment, regardless of method, requires mobile data capture devices.

Instore and online shoppers expect fast and flexible fulfilment options

Spar Austria is picking and shipping groceries to consumers‘ 
homes directly from its INTERSPAR hypermarkets (far right). 
Customers can collect orders from ambient lockers (centre). 

Waitrose has rolled out a number of “dark 
stores” solely for picking online orders.

An increasing number of non-food 
online orders are shipped directly, or 
“drop shipped,” from manufacturers. 

Albert Heijn in the Netherlands provides click 
& collect services for Bol.com. Store 
assistants have been equipped with 
Honeywell mobile device to scan the 
barcodes on packages and have customers 
digitally sign to confirm receipt.
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SCANNING PERSPECTIVES FULFILMENT AND REPLENISHMENT ADVANCES

Mobile scanning solutions can improve onshelf availability as well as the customer experience.

Instore scanning at the shelf-edge boosts productivity and engagement

Coop Danmark is one 
of a growing number of 
retailers that has 
implemented graphical 
electronic shelf labels 
(ESLs). The labels not 
only enable dynamic, 
centralised pricing 
strategies, but also 
display information to 
help with 
merchandising and 
replenishment –
including scannable
barcodes, order 
numbers and the 
ability to see whether 
items are ‘back stock’ 
or ‘front stock’.

Metro Cash & Carry in Greece is deploying different types of 
Honeywell mobile devices to boost staff efficiency. The systems are 
being used for taking inventory, replenishment, direct to store 
deliveries, and price changes. With help of these systems, the retailer 
has also improved the onshelf availability of products.
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SCANNING PERSPECTIVES PRODUCT DEVELOPMENT INNOVATION

New types of optical identifiers allow capable scanners to capture richer product information.

Moving beyond traditional barcodes enables advanced data capture

BMW partnered with Shazam to use visual 
recognition technology from Digimarc, to run a 
series of "Shazamable" print ads, allowing 
customers to scan images of vehicles on their 
smartphones using the Shazam app, which linked 
directly to the scanned vehicle’s part of the 
carmaker’s online retail site.

Walmart is testing invisible 
watermarking technology that 
allows scanners to read 
barcodes from anywhere on a 
product's packaging. This 
helps to speed up the 
checkout process, as users do 
not have to search for the 
position of the barcode..
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Invisible barcodes are unique identifiers that 
can be added to packaging, printed 
materials, and even audio. Retailers can, for 
example, enhance Private Label packaging by 
adding barcode information over the entire 
package surface with a machine readable 
code that is nearly invisible to the naked eye 
to improve design, speed checkout and add 
richer product information access.
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New science-based scanning technologies, using spectroscopy for example, promise benefits.

Next-generation scanners will use science to identify product features

SCANNING PERSPECTIVES PRODUCT DEVELOPMENT INNOVATION

Target has begun testing a technology 
called spectroscopy to scan food items 
in order to collate information about 
freshness and nutritional value, as well 
as other qualities that change over time 
in fresh food. The retailer can use this 
information to reduce spoilage and the 
amount of wastage in its warehouses. It 
could even place these scanners in 
stores so shoppers can check for 
themselves how fresh the items they 
buy really are.

Still in its infancy, this handheld 
scanner will be soon be able to scan 
and read foods instantly – including 
everything from strawberries to wine 
– to access details about nutrition 
levels, allergens, fat content and more.
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Honeywell’s AutoCube 8200 system uses 3D depth-
sensing technology to instantly and accurately measure 
the dimensions of an object. Implemented at a 
warehouse or a retail store, it enables companies to 
optimize space in multiple use cases, such as on 
delivery trucks, shelf space or even for postage costs.
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SCANNING PERSPECTIVES ENHANCED CUSTOMER EXPERIENCE

The process at the point of sale (POS) has become more complex and requires advanced 
scanning technologies to ensure shoppers fast and friction-less checkout.

POS scanning is key to checkout speed and customer satisfaction levels

Schwarz Group-owned Lidl and 
Kaufland are replacing legacy laser 
scanning technology, installed at their 
checkouts with image scanners:
With omnidirectional scanning at the 
checkout counter, cashiers can process 
customer transactions more quickly.

Discount retailer Poundland has installed 
Honeywell’s new traditional and 2D barcode hybrid 
scanner. The scanner is optimized for both scanning 
customer smartphone digital codes and merchandise 
codes. Its ergonomic design and adjustable head 
eases handheld scanning of large, bulky items and 
enables faster, targeted scanning.

Honeywell‘s wireless technology 
has replaced a battery with a 
super-capacitor, which charges in 
two minutes and holds its charge 
for hours. When fully charged, the 
Xenon can scan over 450 times 
without the need for recharging. 
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SCANNING PERSPECTIVES ENHANCED CUSTOMER EXPERIENCE

Self-checkout and mobile POS systems use scanning technologies to give customers control. 

Connected shoppers are increasingly using self-scanning tools

Australian supermarket giant Coles is introducing new 
technology to reduce theft and increase speed at self-service 
checkouts. The retailer is looking at machine scanners that 
can intelligently identify specific fruit and vegetables by a 
combination of weight and image recognition.

Casino’s convenience banner Franprix is reducing queuing times and 
providing more spacious POS by replacing traditional checkouts with 
portable employee-held scanners worn like a ring around the fingers. They 
also carry a portable card payment processing device. The system also 
handles luncheon vouchers to encourage more lunchtime spend.
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SCANNING PERSPECTIVES ENHANCED CUSTOMER EXPERIENCE

Shoppers with large baskets can save time at the checkout using  mobile scanners. The 
technology also enables retailers to personalise marketing and gain valuable data.

Scanning on the go allows retailers to engage with shoppers in real-time

After rolling out its ‘Scan as you Shop’ 
devices to its larger UK stores, Tesco
is now implementing its solution 
across its Central European network.

Albert Heijn, which practically invented 
mobile self-scanning with first trials in the 
early 90s, has now added a scan & go 
capability to its 250 supermarkets offering 
self-checkout. Customers can scan their 
groceries using a scanner or smartphone. 

Walmart is bringing its Scan & Go system to 
Sam’s Club, enabling shoppers to scan as 
they shop and make payment via 
smartphone, avoiding POS queues. It will not 
only drive Walmart Pay adoption, but also 
richer insight into customer activity instore.
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SCANNING PERSPECTIVES ENHANCED CUSTOMER EXPERIENCE

…But retailers too often fall short in delivering the expected benefits:

Empowering shoppers to use their own mobile devices…

*Planet Retail Shopology data: BASE SIZE: 63,000 shoppers. 4,500 per market. YTD April 2016.

 As they do not provide appropriate or accessible Wi-Fi capabilities; and,

 Are not capable of enabling customer access to rich product information.

PRICE COMPARISON
Price-conscious 
consumers want to make 
sure that they are getting 
the desired product at a 
fair price and compare 
prices using their mobiles 
instore. Retailers should 
rather embrace that 
notion to give confidence.

PRODUCT INFORMATION
Consumers require 
comprehensive information 
on origin, ingredients  and 
nutritional value. 2D 
barcodes on product 
packaging or ESLs can provide 
such data. The new Migros
app even does this via image 
recognition.

SCAN & PAY
Retailers looking to 
extend scan-as-you-shop 
capabilities to shoppers 
must offer secure guest 
Wi-Fi regardless of mobile 
data connection speeds 
and access. Ease of 
onboarding and automatic 
recognition on revisiting a 
store encourages usage.

33%
of shoppers said they had used their 

mobile device to get more 
information about a product when 

out shopping...
…but only 

15% 
said they had a good experience 

when they scanned 
barcodes in-store.*
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3. Conclusion
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1
Scanning data will continue to be the most important source for retailers looking to gain insights into customers‘ shopping behaviour 
in order to optimise assortments, combat out-of-stocks and improve the shopping experience.

2
The digitisation of shopping experience is elevating consumer expectations related to speed, convenience and differentiation, which 
is having a profound impact on store operations. High performance scanners are essential tools to ensure customer satisfaction as 
well as to boost efficiency of operations both at distribution centres and stores.

3
Digital and mobile technologies have empowered the consumer. An increasing number of scanning transactions are executed by 
shoppers in self-service mode, both using their own devices and/or purpose-built systems provided by the retailer.

4
An increasing number of smartphone apps have integrated scanning functions. Today‘s smartphones are also deploying advanced 
camera technology applications. Aided by specialised software tools, consumer devices are enabled to provide excellent scanning 
results, challenging purpose-built products.

5
However, professional scanning tools continue to offer enterprise advantages, particularly when an excellent first-scan rate, speed 
and/or ruggedness are required. Increasingly complex store operations require more versatile and innovative scanning solutions, 
such as hybrid scanners.

PLANET RETAIL’S VIEW

• The importance of scanning technologies has increased in proportion to number of ways customers are now looking to shop. This has 
pushed scanning systems up the strategic retail technology agenda as it relates to both customer engagement and supply chain efficiency.

• Therefore retailers must embrace scanning technologies that enhances all aspects of information capture, access and exchange, just as 
consumers have throughout their shopping journeys. Such technologies are also key to delivering on retail mobility initiatives.

• Scanning technologies can help provide instore experiences that can compete more effectively online with enhanced marketing and 
information access, as well as improve product tracking and traceability, inventory visibility in the store and throughout the supply chain.

SCANNING PERSPECTIVES KEY TAKEAWAYS

https://now.honeywellaidc.com/Planet-Retail-Honeywell-Mobility.html
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Technology
Value  to

consumers
Value to 
retailers

Maturity of 
technology

Ease of 
implementation

Cost
effectiveness

Retail sectors/
Formats

Urgency
(out of 5)

Sales Assist
(product
lookup)

Department 
stores, fashion, 
electronics

Clienteling 
(save the sale)

Department 
stores, fashion, 
electronics

Mobile POS
Big box, dept. 
stores, fashion, 
QSR, electronics

Mobile 
Payments All

Location-based 
Services All

Wish Lists
Big box, dept. 
stores, fashion, 
QSR, electronics

Gift and Wish 
Lists

Dept. stores, 
fashion

Use digital shopping convergence to create connected customer touch points

1

1

3

2

5

3

4

SCANNING PERSPECTIVES RECOMMENDATIONS
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Planet Retail‘s Top Five enabling technologies for connected retailing in 2017:

Mobile & AIDC 
development
6–12 months

Big Data & Predictive 
Analytics

12–18 months

Machine Learning & AI
18–24 months 

Internet of Things
24 months–2 years

Robotics
3 years

Apps

• Price
• Range
• Availability
• Promotions
• Innovation

Cost $ $$

Apps

• Virtual 
assistants

• Self-healing 
systems

• Personalisation

Cost $ $$$

Apps

• Service
• Inventory
• Replenishment
• Fulfilment
• Warehousing

Cost $ $$$$

Apps

• Supply chain
• Mobile POS
• Self-scanning
• Promotions
• Geo-location

Cost $ $

Apps

• Footfall
• Shrinkage
• Fulfilment
• Promotions
• Traceability

Cost $ $$$

REINVENTING RETAIL RECOMMENDATIONS * Time to valueSCANNING PERSPECTIVES RECOMMENDATIONS
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