The Avery Dennison
Digital Deep Dive

Editor’s Note

We are designers, inventors, engineers,
weavers and makers.
Together, our ingenious team provides
the apparel and footwear industry with
products, technologies and solutions that
defy the expected and reset the standard of
innovation.

Amy Lee
Senior Manager, Trends & Insights
Even before we faced a global pandemic
that would turn our worlds upside down,
the fashion industry was undergoing
a digital transformation. Isolation has
forcibly shifted us from physical to
digital, speeding up the pathway to
a digitally enabled supply chain and
consumer experience. Covid-19 has
clarified the need for technology that
facilitates alternatives to everything from
manufacturing to fashion weeks to retail.
Now, more than ever, we must embrace
change and the opportunities served up
by ever-advancing technologies.

At our core is a passion for people and the
planet, which is why we endeavor to be
a force for good, maintaining the highest
standards of sustainability and ethics in all
that we do.

In this first edition of the
Avery Dennison Digital Deep Dive, we
address the need for authenticity and
connectivity in enabling a sustainable
supply chain that is both conscious
and efficient. The creativity of
start-ups together with the experience
of established businesses and the
foresight of the NGOs fighting to
protect our planet continues to inspire
us. You will find examples of emerging
innovation and ‘brands to watch’, as
well as thought leadership from Avery
Dennison’s very own innovators and
partners who empower us to take digital
to the next level.

Dark mode



No compromises.

Avery Dennison products featured in this
magazine are indicated with a small triangle.
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01. Objectives

1.1 Made Possible by Avery Dennison

As the entire apparel industry undergoes a digital transformation, Avery Dennison is
actively driving digital innovation in both product and process-driven operations
in order to serve the needs of the modern consumer while advancing the circular
economy, reducing environmental impact and being a force for good. Now, more than
ever, an efficient supply chain will be the critical growth enabler for both retailers
and manufacturers.

Imagine being able to pair every physical
product with its digital twin.
Imagine the Who, What & Where of every
item – who made it, with what materials
and where those materials came from –
as visible, irrefutable data points.
Imagine absolute transparency and
traceability throughout your connected
supply chain.
Imagine no more leaps of faith.
And instead… A New Now.
A Post-Doubt Now.
A Now full of possibility.

The following areas of focus can be found throughout this study:

That invites a new kind of conversation.
Now imagine how to make that happen.

Consumer
engagement

Personalization

UNIQUE DIGITAL ID

Product creation
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Supply chain

Transparency

Mike Colarossi
Vice President of Product Line Management
Innovation and Sustainability
Avery Dennison



IN A WORLD IN WHICH EVERY
GARMENT’S CREATION COMES
WITH A UNIQUE DIGITAL ID,
WE WILL BE ABLE TO HELP SHAPE
THE FUTURE OF SUSTAINABILITY
ACROSS THE INDUSTRY
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1.2 Digital Triggers for
Consumer Experience

QR Code:
Smart device via camera
and retail point of sale

QR code stands for ‘Quick Response Code’
and is a 2D graphic that can be printed onto
graphic materials or woven into fabric.
The code can be serialized.

NFC:
Smart device with
embedded NFC reader

NFC stands for ‘Near Field Communication’
and is an intelligent tag that can be serialized
and embedded into products. Close proximity
sensing means that this trigger does not
require scanning.

Wiliot

Digimarc:
Smart device via camera

Wiliot’s battery-free Bluetooth® technology
harvests energy from radio frequency signals in the
environment. Avery Dennison has invested in Wiliot®
as part of our progressive family of Intelligent
Labels, working together to share expertise
and advance innovation.
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Powered by the Digimarc platform, image data
capture enables identification, discovery and
verification via a near invisible code that can be
featured within printed graphic materials.
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02. Industry Insights
In this chapter we take a look at how brands and start-up businesses are driving
innovation in the connected smart products sector by improving performance, enabling
personalization and driving privacy protection. Phygital experiences and digital tagging
are shown to be key gateways in advancing the sustainability of the apparel industry,
while showing promise for new business models such as resale and digital-only
clothing. In light of the disruption brought to the high street by Covid-19, the continued
evolution of retail experience is taken to a new level, enabled by mixed-reality
content, automation and simulated environments. Likewise, new types of interactions
between brands, stadiums, stores and fans will transform the team sports experience,
while safety and touch-free interactions will take precedence. In digital design and
manufacturing, digital sampling using high-quality 3D design and rendering software
facilitates an agile supply chain, with a significantly lower carbon footprint than
traditional sampling. Finally, we look to examples in the industry as well as our esteemed
partners to identify the importance and opportunities in brand protection solutions.

Dutch start-up The Fabricant created the first-ofits-kind blockchain dress and the first-ever piece
of digital couture. helping to introduce the next
generation of fashion.
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$223.4M
THE GLOBAL SMART-SHOE
MARKET IS FORECAST TO
GROW IN VALUE FROM $115.3M
IN 2018 TO $223.4M BY 2026

2.1 Smart Products
PHYSICAL PRODUCTS ARE PAIRED
WITH MOBILE APPS TO ENABLE
PERSONALIZATION, ENGAGEMENT AND
EASY ORDERING.

Allied Market Research, 2019

WASHABLE CHIPS AND SENSORS WILL
BE THE GATEWAY TO NEXT-GENERATION
WEARABLES IN APPAREL.

LOST CONTROL
84% OF CONSUMERS SAID
THEY HAD LOST ALL CONTROL
OVER HOW THEIR PERSONAL
DATA IS PROCESSED OR
USED BY COMPANIES

TOUCH AND VOICE SENSORS CONTINUE
TO RISE AS SEAMLESS LIFESTYLE AND
SHOPPING TRIGGERS.
AUGMENTED REALITY IS LEVERAGED
TO SERVE A PURPOSE OR IMPROVE
PERFORMANCE.

IBM and Harris Poll study US, 2019

AS THE AWARENESS OF GLOBAL
SURVEILLANCE RISES, DATA-BLOCKING
WEARABLES WILL DRIVE PRIVACY
PROTECTION.

$40BN
VOICE SHOPPING IS
EXPECTED TO JUMP FROM
$2BN IN 2018 TO $40BN BY 2022
ACROSS THE US AND UK

Katja Trinkwalder and
Pia-Maria Stute

OC&C Strategy Consultants, 2018

The NURVV Run smart insoles take over
1,000 readings per second from 32 sensors
to provide athletes with precision data about
their performance, while the accompanying
app provides real-time coaching.
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Accessories for the Paranoid by Katja Trinkwalder
and Pia-Marie Stute explores an alternative
approach to surveillance through objects that
are designed to produce fake data. Devices are
designed to blur our digital profiles and create a
fictitious version of our data identities, including
one that feeds Alexa fake information.

FORM

AS CONSUMERS BECOME MORE IN TOUCH
WITH THE MENTAL HEALTH BENEFITS OF
‘SWITCHING OFF’, INVISIBLE TECH WILL
LEAD SALES.

FORM Swim Goggles feature an augmented
reality display that is integrated into the lens of
the goggles, providing an unobtrusive view of key
metrics, while the in-built computer uses artificial
intelligence to track and display metrics like split
times, distance, stroke rate and stroke count.
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Connecting products to a unique digital ID enables
consumer engagement in a number of ways:

Is Your Brand Future Proof?
Our digital solutions portfolio enables
brands and retailers to connect and
communicate with consumers via
products. The physical product also
becomes a trigger for activating a more
vivid brand encounter. The Intelligent
Label becomes an entry point into the
Brand World and the Product Story. Its
identity. Its history. Its personality. Its
greater value. We call this the physical
product’s ‘Digital Personality.’
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The opportunities for engaging and selling
to consumers are therefore not only
in-store, but long after consumers have
made the product part of their lives. The
Digital Personality can keep on giving.
A digital identity also adds powerful
capabilities for brand authentication and
protection. As more brands and retailers
are ready to use RFID to connect more
deeply with consumers, this solution will
help them do the talking.

Social media
campaigns

Provide key
product
information

Product
registration and
loyalty programs

Product usage and
interactive tracking

Product re-order
capability

Brand protection

Gaming and
interactive market

Product lifecycle
and where to recycle
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Ralph Lauren to digitize its
entire product line
Ralph Lauren Corporation recently
announced the launch of Digital Product
Identities (IDs) for tens of millions of
Ralph Lauren products, starting with the
Polo brand, as it continues to deliver on
its strategic priority to Lead with Digital.
By scanning the Digital Product ID on
the product label with a smartphone,
consumers can confirm whether
their purchase is authentically Ralph
Lauren, learn about the product
detail and receive styling tips and
recommendations.

DIGITAL PRODUCT IDS
THE LAUNCH OF DIGITAL
PRODUCT IDS DEMONSTRATES
HOW WE CONTINUE TO USE
TECHNOLOGY TO DELIVER
MORE FOR OUR CONSUMERS
AND ENSURE THE INTEGRITY OF
OUR PRODUCTS THROUGHOUT
THEIR LIFECYCLE
David Lauren
Chief Innovation Officer
Ralph Lauren

Equally, the technology provides insight
into the supply chain that helps drive
efficiency around orders and inventory.



Ralph Lauren

RLC’s mass-scale product digitization
was led in partnership with Avery
Dennison and EVRYTHNG, a connected
IoT platform.
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2.2 Sustainability
GEN Z
42% OF MILLENNIALS AND
37% OF GEN Z SAY THEY WANT
TO KNOW WHAT GOES INTO
PRODUCTS AND HOW THEY
ARE MADE BEFORE THEY BUY

DIGITAL-ONLY CLOTHING IS GAINING
TRACTION WITH AFFLUENT DIGITAL
NATIVES.
PACKAGING-FREE SCANNING INDICATES
OPPORTUNITIES FOR DATA-DRIVEN
PRODUCTS.

McKinsey & Company, 2018

DIGITAL TAGGING IS INTEGRAL TO
ENABLING TRANSPARENCY AND CAN
BE LEVERAGED FOR MEANINGFUL
POST-PURCHASE ENGAGEMENT.

$30TN
SINCE 2014, GLOBAL
SUSTAINABLE AND
ENVIRONMENTALLY
RESPONSIBLE INVESTMENT
IS UP 68% AND NOW
TOPS $30TN

INNOVATION IN RECYCLING TECHNOLOGY
IS ADVANCING, SHOWING PROMISE FOR
SCALABLE SECOND LIFE SOLUTIONS.
CONSUMERS ARE ENGAGED BY LOYALTYREWARDING FEATURES.

IBM Institute for Business Value
(IBV), in association with the
National Retail Federation, 2020

PHYGITAL EXPERIENCES CAN BE USED
TO DRIVE TAKE-BACK PROGRAMS AND
EDUCATE CONSUMERS ABOUT WASTE.

DIGITALIZATION
THE DIGITALIZATION OF
ALL MANUAL PROCESSES
ACROSS THE SUPPLY CHAIN
IS CRUCIAL NOT ONLY TO
REDUCE TEXTILE WASTE AND
CARBON EMISSIONS BUT TO
CAPTURE AND ANALYSE DATA
TO MEASURE SUSTAINABILITY,
IN AN ACCURATE AND
QUANTIFIABLE WAY
Supply Compass, 2020

In a bid to speed up the development of a closed
loop for textiles, HKRITA, H&M Foundation and
Novetex have partnered on a garment-to-garment
(G2G) recycling shop at Hong Kong’s creative retail
hub, ‘The Mills’, to educate the public on textile
recycling, thereby fighting the throw-away culture.
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Sheep Inc. invites wearers to scan an NFC tag on
each sweater to show the journey of its wool – from
cleaning to warehousing – as well as the company’s
green efforts. On the adopted sheep itself, an RFID
tag keeps the customer up to date on its health and
life events.

The Lush Labs app enables shoppers to scan
unpackaged products directly with their
smartphones for information about ingredients, use
and pricing.
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The R Collective’s upcycled denim
collection leverages digitized labels
to reduce climate impact and
clean up consumer care habits
Hong Kong-based The R Collective
recently launched their Denim
Reimagined collection, made with
denim provided by Levi Strauss & Co.
(LS&Co.) and designed by awardwinning Hong Kong designer Jesse
Lee, alongside their #WearAndCare
sustainable consumer care campaign.
The R Collective partnered with apparel
industry innovators LS&Co. through its
collaborative fellowship program with
Crystal International Group,
Avery Dennison, EVRYTHNG, Electrolux
and environmental charity Redress to
spearhead this innovative initiative that
reduces apparel’s climate impact.

UPCYCLING EXCESS
MATERIALS AND EXTENDING
THE LIFE OF GARMENTS
IS ONE OF THE MOST
SUSTAINABLE THINGS
WE CAN DO WITH OUR
CLOTHING, AS ANYONE
WHO HAS OWNED A PAIR OF
VINTAGE LEVI’S® KNOWS
Liz Lipton-McCombie
Director of Sustainability
Levi Strauss & Co

CURRENTLY, THE MOST
RECOGNIZABLE AND
COMMON WAY TO INCLUDE
A DIGITAL TRIGGER IN A
GARMENT IS TO ADD A QR
CODE TO A CARE LABEL OR
TO A SEPARATE COMPANION
LABEL THAT STATES
‘SCAN ME’.

Scan here to view our digital
care label demo.
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The R Collective

Denim Reimagined launches The R
Collective’s global #WearAndCare
campaign to educate the public, who
contribute 37% of the total climate
change impact of jeans after the point
of purchase through how they wash,
dry and dispose of their clothes.

UPCYCLING
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EXCITE, IMMERSE &
CONVINCE

2.3 Retail Experience

INTERIOR DESIGN AND
BRANDING FIRM MINISTRY
OF DESIGN CLAIMS THAT
THE KEY TO THE IN-STORE
EXPERIENCE IS A 3-STAGE
RETAIL STRATEGY: EXCITE,
IMMERSE AND CONVINCE

AUGMENTED REALITY ENABLES USERS
TO MAKE BETTER, MORE INFORMED
PURCHASING DECISIONS, THEREBY
REDUCING RETURNS AND DRIVING LOYALTY.
VIRTUAL EXPERIENTIAL RETAIL SPACES
POPULARIZE.

Ministry of Design

HIGH-QUALITY ONLINE BRANDED CONTENT
BORROWS STREET CRED FROM ARTISTS,
FILM DIRECTORS AND MUSICIANS.

AR FEATURES

TRADITIONAL DEPARTMENT STORES LOSE
RELEVANCE, WHILE NEW PLAYERS SET
THE TONE WITH TECH-ENABLED STORE
ENVIRONMENTS CENTERED AROUND
COMMUNITY.

AUGMENTED REALITY
FEATURES ARE ESTIMATED
TO DRIVE 30–40% MORE
SALES DUE TO TRYING
BEFORE BUYING

PERFORMANCE BRANDS ENABLE SPORTS
ENTHUSIASTS TO TRY OUT PRODUCTS IN
SIMULATED ENVIRONMENTS.

Blinq, 2019

CONVENIENCE IS KING: AUTOMATED
CHANGING ROOMS AND CASHIER-LESS
STORES WILL BECOME THE NORM.

53%
ONLINE SHOPPING IS
EXPECTED TO ACCOUNT
FOR 53% OF ALL RETAIL
SALES BY 2028
Retail Economics

Ministry of Design’s futuristic Durasport store
in Singapore Airport is designed to resemble
a futuristic research and development lab
environment, tailored to sports enthusiasts who
want to try out sportswear and equipment in
simulated environments before buying them.
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Obsess is a virtual retail platform re-inventing online
product discovery and the ecommerce experience
by taking digital retail a step further. 360° virtual
pop-up stores live on the brand’s website, so they
can be visited and shopped by anyone around the
world at any time.

The Fashion Innovation Agency collaborated
with augmented reality engine creators Reactive
Reality and fashion designer Charli Cohen to
demonstrate how 3D scans from a mobile device
can enable users to create photo-realistic avatars
of themselves and take high-definition digital scans
of garments for virtual try-on.
19

How real-time RFID data unlocks new
possibilities for consumer convenience
The four-story adidas London store
features a myriad of unique shopper
activations and experiences which
make it stand out from rivals.
One of its foremost innovations
is its smart fitting rooms with
interactive mirrors, powered by
RFID through Avery Dennison’s
intelligent labels, Detego software,
Pyramid Computer and Nordic ID.

When a customer walks in, the mirrors
detect the item via its RFID tagging
and display product information
subtly but resourcefully on the
mirror – providing an instant magical
experience. The customer can call for
assistance from staff, requesting sizes
and colors without leaving the room.
Source: RetailNews.asia

PUMA leads with digitally interactive
products for experiential retail
Customers visiting PUMA’s New York
City flagship store can access dynamic
experiences by simply scanning the
unique QR code on each PUMA product
using their smartphones. PUMA’s new
physical retail experience is made
possible through the digitization of its
products at scale.
The innovation demonstrates the
direction the industry is going to
compete in a world where consumers
expect personalized experiences and
transparency into the products they
purchase, wear and consume.

adidas

PUMA is delivering on this expectation by
adding a digitally serialized label -- provided
by Avery Dennison’s Janela™ solution -to every PUMA product item in the store
and then connecting each product with a
unique EVRYTHNG Active Digital Identity™
(ADI) in the cloud. PUMA products are
quite literally being ‘born digital.’
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Dirty Lemon: Water bottles
you can buy via SMS
Dirty Lemon’s cashier-less store in
New York is original in that there are no
staff and the only means of payment
is via SMS. The store is open every day
from 8am to 8pm and customers can
pick up one or more bottles from the
RFID-enabled smart refrigerated cabinet,
which enables Dirty Lemon to manage
stock and track consumer purchases.



The bottles were originally sold
exclusively online via an internally
developed sales platform, which enables
customers to place orders via SMS. Dirty
Lemon has many customers in New
York, and the 100,000 online customers
form a true community. They are highly
connected to the brand via social
networks and, according to the brand, it is
this trust-based relationship that makes
it possible to deploy their direct-toconsumer marketing strategy. Customer
data is gathered to constantly improve
the product and build the trust of its
community.
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VALUES
70% OF GEN Z SPORTS FANS
AGREE, “IT IS IMPORTANT TO
ME THAT THE COMPANIES
I BUY FROM ARE CLEAR
ABOUT WHAT VALUES
THEY STAND FOR.”

2.4 Team Sports Experience
ESPORTS AND GAMING CULTURE IS
EVOLVING AND INFILTRATING THE WORLD
OF FASHION.

Kantar U.S. MONITOR, Q1, 2020

NEW SECURITY TECHNOLOGY SUCH AS
BIOSCANNING AND FACIAL RECOGNITION
PROTECTS FANS AND STADIUMS AGAINST
COUNTERFEIT TICKETING.

LIFELONG FANS

THE ABILITY OF COMPUTER VISION
TECHNOLOGY TO RECOGNISE GRAPHICS
AND TEXTURES ENABLES NEXT-LEVEL
ANALYTICS OF THE GAME.

THE MOST IMPRESSIONABLE
AGE FOR CREATING
LIFELONG FANS IS BETWEEN
THE AGES OF 8 AND 12.

CLUBS AND BRANDS MUST APPEAL TO
THE VALUES OF YOUNG GENERATIONS
IN ORDER TO BUILD LOYALTY AT AN
IMPRESSIONABLE AGE.

Kantar U.S. MONITOR, Q1, 2020

THE GROWTH OF COLLEGIATE ESPORTS
INDICATES A CONTINUATION OF
PROFESSIONAL ONLINE GAMING.

VARSITY ESPORTS
MORE THAN 50 COLLEGES
AND UNIVERSITIES IN THE
US HAVE ESTABLISHED
VARSITY ESPORTS TEAMS.
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AdobeStock

builders-club.com

National Association of Collegiate
eSports, 2019

Track 160 is an automated video-based sports
analytics solution that uses computer-vision
technology to track players’ jersey numbers, team
colors and textures, and unique player movements
to provide game insights.

Several pro sports teams, including the New York
Mets and the Los Angeles Football Club, are testing
facial-recognition technology in stadiums. The idea
is to admit fans for entry by authenticating their
faces, to make the process as touchless as possible
during the coronavirus pandemic.
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SHOWCHILOVE All-Star
Weekend 2020 Chicago
The ShowChiLove basketball festival
took place during the NBA All-Star
Weekend 2020 in Chicago. Together with
our partner Veniceball, we were able to
harness the energy of the basketball
world. Veniceball orchestrated the
takeover of a local, non-profit gym
facility, transforming the court with a
fresh new look.

Within the array of graphics available
for customization was a digitally
enabled heat transfer featuring smart
embellishment technology. Once
heat-applied to the garment, the user
is able to scan the graphic using the
Avery Dennison Smart Reader app,
linking to the Veniceball blog and
webshop. One-of-one garments from the
SHOWCHILOVE apparel collection were
available to purchase after the event.





Avery Dennison contributed to a shared
goal: create memorable experiences
for the local community. We had a
packed agenda; from pro-tournaments,
dunk contests and celebrity games
to a pop-up shop and customization
experience. Avery Dennison provided all
embellishment and branding solutions for
the player uniforms as well as powering
the limited-edition customization
experience for the local community.
The results on and off the court were
impressive to say the least.
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The Connected Jersey

Smart embellishments in action

The apparel solutions that can serve
as interaction points with fans are
illustrated below.

Avery Dennison created a digital
experience, triggered by the Premier
League Asia Trophy sleeve badge.
The digital trigger embedded in the
badges allowed users to enter a
competition on Weibo and win free
tickets to the match days.



NFC-enabled hem label directs
viewers to a URL and also
demonstrates brand protection
with sequential numbering.
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The sleeve badge can be scanned
using either the Avery Dennison
Smart Reader, or a brand’s app to
unlock online digital content.

Smart Embellishment (SME) Shirt
Numbers can be scanned using
either the Avery Dennison Smart
Reader, or the official app of a brand.



A QR code label can be read with
any smartphone without the need
for an app. This code triggers a
tailored digital experience.
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HIGH QUALITY 3D DESIGN AND RENDERING
SOFTWARE CAN SPEED UP DESIGN AND
MANUFACTURING WHILE REDUCING
TEXTILE WASTE AND CARBON EMISSIONS.
EMERGING DESIGN STUDIOS CREATING
DIGITAL-ONLY GARMENTS ARE
CHALLENGING WHAT IT MEANS TO
CONSUME.
MIXED REALITY DESIGN COMBINES
PHYSICAL GARMENTS WITH INTERACTIVE
DIGITAL TRIGGERS - BOTH INFORMATIVE
AND DECORATIVE.
DIGITAL SAMPLING IS INTEGRAL IN DRIVING
SPEED TO MARKET.
AUTOMATION WILL CONTINUE TO
FACILITATE PRODUCTIVITY AT SPEED.
IN PLANT PRINTING SOLUTIONS (IPPS)
ACCELERATES RFID LABEL AND TAG
PRINTING RIGHT TO THE FACTORY FLOOR.

200,000
JD.COM, A CHINESE
PURE-PLAY ECOMMERCE
COMPANY, OPERATES
A FULLY AUTOMATED
‘LIGHTS-OUT’
WAREHOUSE IN SHANGHAI
THAT EMPLOYS ONLY
FOUR PEOPLE WHILE
FULFILLING 200,000
PACKAGES A DAY

Happy99

2.5 Digital Design and Manufacturing

Rueben Scriven
Lead analyst on logistics for
Interact Analysis

FASHION TRENDS
ONLY A DIGITAL SUPPLY
CHAIN PLATFORM CAN
HELP RETAILERS MOVE
AT THE SPEED OF THE
LATEST FASHION TRENDS
Mark Burstein
“Why a Digital Supply Chain Helps
Retailers Meet Consumers’
Desires for Fresh
New Fashion”, 2019

Through a tech incubator called STITCH,
Tommy Hilfiger is digitizing design practices with 3D
tools and rendering technology, allowing for faster
and seamless integration into digital showrooms.
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THE POTENTIAL
PRODUCTIVITY GAINS FROM
AI ARE ANTICIPATED TO BE
ANYWHERE FROM $13.7TN
TO $15.7TN BY 2030.
BYBORRE

Tommy Hilfiger

$15.7TN BY 2030

Amsterdam-based BYBORRE recently launched
their innovative Textile Development Kit™, enabling
brands to create bespoke textiles entirely fit for
purpose. The tool is pre-curated with conscious,
functional raw materials.

McKinsey Global Institute and
PricewaterhouseCoopers

Combining a mostly virtual collection
with some complementary physical
pieces, Happy99 is challenging what it
means to “consume”.
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3D sampling
Our in-house creative team is actively
driving 3D sampling for our paper
and packaging product lines, with
digital woven label and embellishment
executions in development for the
coming seasons.
Visualization software enables users
to realistically view standard print,
special inks and decorative finishes
in 3D environments with true lighting
conditions. The viewer can rotate the art
360° in all directions, share the file with
collaborators and ultimately approve
the 3D sample. Effects and reflections
demonstrate its appearance when
printed.



Showcasing physical products in a
digital format is no longer just smart, it is
essential both for business and for the
planet. Removing the need to produce
multiple physical samples of each design
dramatically reduces carbon footprint, as
well as giving brands and businesses the
agility to adapt quickly to environmental
and economic challenges.
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Fast, flexible, smart

IPPS for RFID

In recent years there has been a step
change in lead-time reductions enabled
by digital innovation. Most of today’s
retail brands face a constant challenge:
responding quickly to changes in
demand, efficiently managing inventory
and minimizing waste. The traditional
practice of ordering labels from a service
bureau can no longer support this shift
alone, leading to brands losing sales to
more agile competitors, and unable to
manage waste as a result of over ordering
to meet minimum order quantities.

The Avery Dennison Tabletop Printer
1 (ADTP1™) is built to accelerate your
operations, with capabilities for barcode
and RFID label printing, encoding,
verifying, cutting and stacking so you
move your merchandise quickly and
accurately through the supply chain.
Engineers around the globe have
collaborated to offer a solution rich in
design and unique features.

8 MILLION TAGS AND LABELS
PER YEAR CAN BE PRINTED ON
A SINGLE ADTP1™ PRINTER
AVERY DENNISON BARCODE
ASSURED™ REDUCES PRINTING
UNREADABLE BARCODES WITH A
PATENTED, FAIL-SAFE, DOT-SHIFTING
AUTO-CORRECT FEATURE THAT ALSO
EXTENDS THE PRINT HEAD LIFE

It offers:
•

Increased productivity, decreased
downtime

•

Increased profit potential by reducing
costs and vendor chargeback risk

•

Ease of use, minimal integration

•

Reduced environmental impact that
elevates brand

•

Maximum protection and durability



In-Plant Printing Solutions (IPPS) enables
factories to print their own labels exactly
when they are needed, empowering them
to respond to last-minute changes and
avoiding unnecessary and expensive air
freights. And since no minimum orders
apply, if the factory needs one label to
complete an order, they can print one
label. A Blended Solution is a combination
of Service Bureau and IPPS, offering even
more supply chain flexibility.

UP TO 97% REDUCTION IN CO2
EMISSIONS COMPARED TO
SERVICE BUREAU SUPPLY
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2.6 Brand Protection
AUTHENTICITY
TAGS AND LABELS INCREASINGLY
ADOPT THE FUNCTION OF ENABLING
DIGITAL ACTIVATION SERVICES FOR
AUTHENTICATING PRODUCTS.
BLOCKCHAIN CONTINUES TO GROW AS A
TRUSTED, PROTECTED LEDGER PROVIDING
AUTHENTICATION VIA A DIGITAL TRIGGER.
AS WASHABLE NFC AND RFID ENTERS
THE MAINSTREAM, OPPORTUNITIES FOR
AUTHENTICATION USING THESE TRIGGERS
WILL MOVE FROM THE TAG TO THE
GARMENT ITSELF.
A RISING EXPECTATION OF TRANSPARENCY
FROM CONSUMERS IS DRIVING THE
ADOPTION OF BRAND AUTHENTICATION
COUPLED WITH PROVENANCE.
RESEARCH SHOWS THAT MILLENIAL AND
GEN Z CONSUMERS PLACE A HIGHER
VALUE ON ACCESS TO ADDED SOURCES
OF INFORMATION AND EXCLUSIVE
CONTENT.

77% OF SHOPPERS
GLOBALLY WOULD
LIKE TO SPEED UP
THE AUTHENTICATION
PROCESS USING DIGITAL
TECHNOLOGIES THAT
DETERMINE IN REAL TIME
IF A FASHION OR LUXURY
PRODUCT IS AUTHENTIC

DATA SHARING
VALUABLE SERVICES
ATTRACT AN INCREASE
IN DATA SHARING
BY 40% TO 100%

RARE SKILL
AS LATE AS 2012,
DETERMINING THE ORIGIN
AND AUTHENTICITY
OF A PRODUCT WAS A
RARE SKILL RESERVED
FOR BRAND STAFF AND
PROFESSIONAL CURATORS

ADER error products come with a unique ID that
is entered and verified via their online BLUE MARK
activation service. Activation is only valid for the
first time, and can only be certified alongside an
accompanying hologram sticker.
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To combat counterfeit tickets, LAFC uses the
SafeTix system developed by Ticketmaster, where
an encrypted barcode automatically refreshes
every few seconds, making them nearly impossible
to counterfeit. The mobile ticket becomes an NFC
pass when added to Apple Wallet, allowing guests
to tap in.

Certilogo

All data provided by The Rising
Value of Real: Strategic Insights
About Consumer Attitudes Toward
Authentic Fashion 2019, Certilogo
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“Among consumers who have already used an
authentication service in the past, millennial
and Gen Z shoppers who authenticate are more
likely to be high spenders, and are notably
more interested in product information such
as raw materials and care instructions. They
also place a higher value on access to added
sources of brand information, activities and
exclusive extra content that offer a privileged
view of the brand world.”
The Rising Value of Real: Strategic Insights About Consumer Attitudes Toward
Authentic Fashion 2019, Certilogo’

Recently we announced a partnership with Certilogo, the digital authentication
platform that pioneered the use of artificial intelligence for “anywhere, anytime”
product verification via smartphone. The partnership will bring to life AD Verify
powered by Certilogo, enabling consumers to verify the authenticity of purchased
goods via their smartphone, thus unlocking personal experiences with fashion,
performance and luxury brands.

Using Optical Character Recognition (OCR) technology or by scanning either a
product’s QR-code or NFC chip, the consumer is directed to a designated web
application built to verify the authenticity of a garment. It does so by asking the
consumer a series of questions that will lead to either an “authentic” or “fake” result.
The advanced AI authentication technology is programmed to predict over 200
situations, in addition to looking up the Avery Dennison produced serial number.

Dark mode
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Everledger
Certilogo

A study by digital authentication
company Certilogo, ‘The Rising Value
of Real’, investigates the attitudes of
1500 consumers in the US, UK, China,
France and Italy to measure the value of
authentic products and the digital brand
experiences those products are evolving
to deliver.

Download
The Rising Value of Real study
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77% OF SHOPPERS GLOBALLY
WOULD LIKE TO SPEED UP THE
AUTHENTICATION PROCESS USING
DIGITAL TECHNOLOGIES THAT
DETERMINE IN REAL TIME IF A FASHION
OR LUXURY PRODUCT IS AUTHENTIC

This partnership, launching first with
Appellation Earth wines from Napa
Valley by US-based wine négociant
Wine Trade Network, combines Avery
Dennison’s intelligent label solutions with
Everledger’s blockchain-based platform.

Certilogo, 2019

AD Trace™
As part of the brand protection
portfolio, AD Trace™ is a new blockchain
feature that will enable supply chain
transparency and product authentication
before and after label application to
garments. AD Trace™ securely records
the history of critical supply chain steps
with a unique digital identity and serves
as an ideal solution for supply chain
traceability and transparency.



The Rising Value of Real: Strategic
Insights About Consumer Attitudes
Toward Authentic Fashion

Bringing authenticated provenance
tracking on blockchain to
the wine industry
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0.3 Trend Bites

Cyril Lancelin, Town and Concrete

Through our research we are inspired by the familiar glow of screens, virtual
scape environments and mixed reality. After what feels like a case of
apocalyptic survival during the Covid-19 crisis, a need for safety and protection
will continue to be an evolving theme, while gamer glitch submerges us into a new
multi-dimensional reality. Advanced laser technology continues to empower
designers to create digital textures, enabling new material aesthetics, speed and
a reduced carbon footprint in fabric finishing. Finally, beauty scan inspires us to
think about digital triggers and aesthetics in the beauty market.
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builders-club.com

Mixed Reality

Virtual Retail

Gaming

Neon

Tavo Studio

Augmented

Fabricant

Reactive



3.1 Virtual Scape
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Avery Dennison
Photography by Pete Castasecond

Asics
Muhannad Ajjan

Neuro Solventus

3.2 Apocalyptic
Survival
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Protective

Coated

Durable

Three-Dimensional

Mineral Colors

Reflective

Grids		

Lightscape
Blurred

Glow in the Dark
QR

Pete Pedroza, Unsplash

Phygital



Mitya Ivanov, Unsplash

3.3 Gamer Glitch
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Corentin Marzin, Unsplash

Imperfection

3.4 Digital Textures
Authentic

Photographic
Print		

Customizable

Water-Saving
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Avery Dennison x FDMTL

The Fabricant for SOORTY
Lenzing Group

Laser

Rendered

Tavo Studio

Scannable

Personalized

High-Gloss

Laboratory

Interactive

Builders Group

Augmented

Lush

3.5 Beauty Scan
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To keep in touch with our latest trend
news and innovation at Avery Dennison,
visit us at:
adtrendalert.com
@madetomention
© 2020 Avery Dennison Corporation, All Rights
Reserved. Third party trademarks and/or trade
names may be used herein and are the property
of their respective owner(s). Some of the
trademarks appear for identification purposes
only. Any resemblance to actual people, living
or dead, or events, past, present or future, is
purely coincidental. The products/concepts
displayed or provided are not to be construed
as an endorsement of any product or company.
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