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In-Person Ecommerce 
FutureProof Retail brings online convenience to in-store shopping 

by JULIE KNUDSON 

D i D i Chan shares the lament o f 

consumers everywhere. " I really l ike 

t o shop," she says, " a n d I hate w a i t i n g i n 

l ine . " Retailers have l o n g l o o k e d for ways 

to i m p r o v e the checkout process, b u t their 

disdain f o r l o n g lines pales i n compar i son 

w i t h h o w customers feel about s tanding 

a r o u n d w a i t i n g to pay for their products . 

FutureProof Retai l ,was launched to do 

something about i t ; 

C h a n , FutureProof ' s president , met 

C E O W i l l i a m H o g b e n i n a p h i l o s o p h y 

c lub where they bonded over the value of 

t i m e . Shar ing a b a c k g r o u n d i n technology 

and app development , the t w o b r o u g h t 

F u t u r e P r o o f i n t o being i n late 2013 . " W e 

decided t o combine o u r 

p h i l o s o p h y , passion 

a n d a m b i t i o n 

to change h o w 

people shop, " 

C h a n says. 

A t its core, 

F u t u r e P r o o f is 

designed to b r i n g 

the best o f o n l i n e 

shopping o f f l i n e . 

Retailers can use 

the p l a t f o r m to 

offer shoppers a 

simple w a y to 

scan, pay and go. 

" I t ' s in -person 

ecommerce , " 

C h a n says, 

" b u i l t o n the 

f o u n d a t i o n o f 

convenience." 

Consumers t o d a y 

see convenience as 

the n o r m , n o t as a 

n icety : E v e r y t h i n g 

f r o m cars to 

prescr ipt ions to 

concert t ickets 

can be purchased 

o n l i n e . But t h o u g h 

ecommerce is a 

018 

n a t u r a l — a n d ub iqui tous — extension 

of t h a t sh i f t t o w a r d convenience, i t 

doesn't necessarily have a death g r i p o n 

consumers. 

Shoppers aren't the o n l y ones dea l ing 

w i t h a new rea l i ty . T h e t e a m behind 

F u t u r e P r o o f also recognizes tha t retailers 

are n o longer just c o m p e t i n g w i t h each 

other . O n l i n e giants such as A m a z o n a n d 

A l i b a b a are m o v i n g o f f l i n e as w e l l . " W e 

w a n t to give brands an a f f or d ab le , tested, 

t rus ted and easy s o l u t i o n to d i g i t a l l y 

connect w i t h the i r customers i n the 

physical space," C h a n says. 

T h o u g h A m a z o n implemented its 

cashless stores to a l o t o f fanfare , i t 

isn't the o n l y one w o r k i n g to e l iminate 

t r a d i t i o n a l checkout lines. M o b i l e 

scanning appl icat ions are being developed 

in-house by other brands , t o o . I t takes 

s igni f icant t i m e a n d i n t e r n a l horsepower, 

t h o u g h — obstacles tha t have prevented 

m a n y retailers f r o m m o v i n g t o w a r d 

m o b i l e checkout themselves. 

"We ' re a f r a c t i o n of the cost because 

we've already developed i t , a n d can offer 

cus tomized so lut ions , " C h a n says of 

FutureProof ' s a b i l i t y to p r o v i d e a p a t h w a y 

a r o u n d some of those barr iers to entry . 

Rather t h a n b u i l d i n g a p l a t f o r m 

that 's r i g i d i n its feature set, numerous 

c u s t o m i z a t i o n opt ions arc available i n 

FutureProof , m a k i n g i t a g o o d choice 

f o r brands across a var ie ty o f store 

f o o t p r i n t s , p r o d u c t selections and 

customer demographics . Loss prevent ion 

is just one issue that 's h i g h o n m a n y 

retailers ' l ist o f concerns, a n d FutureProof 

can include components such as R F I D 

tags and securi ty beacons. A n o t h e r o p t i o n 

is targeted at grocery and s i m i l a r stores, 

where there's a move t o w a r d r e m o v i n g 

f r i c t i o n at in te rna l counters . 

" I l ike to p i c n i c , " C h a n says. " I 

order sa lami and cheese slices at the 

counter , b u t everyone wants t h a t i n 

the s u m m e r t i m e , a n d I d o n ' t w a n t t o 

be w a i t i n g i n l ine t w i c e . " I f a retai ler 

The team behind FutureProof 
also recognizes that retailers 
are no longer just competing 
with each other. Online giants 
such as Amazon and Alibaba 

are moving offline as well. 

uses FutureProof ' s order-ahead feature , 

customers can use the m o b i l e a p p l i c a t i o n 

to order items and s imply scan, pay a n d 

checkout , s k i p p i n g every l ine entirely. 

G r o c e r y has seen a b ig push t o w a r d 

cashless checkout , but F u t u r e P r o o f 

is set t ing itself apar t t h r o u g h a reach 

i n t o m u l t i p l e re ta i l categories. "We ' re 

i n grocery a n d fash ion , and we're also 

c o m i n g to the cosmetic space," C h a n 

says, l i s t i n g o f f just a f e w of the sectors 

where the p l a t f o r m is active. 

A n advantage of the F u t u r e P r o o f R e t a i l 

p l a t f o r m is t h a t i t isn't locked i n t o any 

one point -of -sa le system, but instead can 

w o r k w i t h m a n y d i f ferent architectures . 

" W e w a n t to m a k e sure the experience is 

seamless n o t just f o r customers but also 

for the reta i lers , " C h a n says. " W e see 

technology as a t o o l t h a t can customize 

a n d adjust and adapt to t h e m . " STOnES 
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