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45% SAY ORDERS DRIVE 11%-40% OF REVENUE
  Buying and returning online purchases in physical stores 
is becoming a routine retail offering.
  According to a recent survey of global retailers from RSR 
Research, close to half (45%) of respondents say buy-
online-pickup-in-store (BOPIS) orders drive 11% to 40% 
of their revenue. Another 22% say BOPIS is responsible 
for 40% to 65% of revenue, while 18% say it drives 10% or 
less and 15% credit BOPIS orders for 65% of 
their revenue.
  Respondents generally see a positive fu-
ture for BOPIS, as 42% think it will drive 11% 
to 40% of their revenue in three years. How-
ever, only 8% think it will create 10% or less of their rev-
enue in three years, while 26% think it will generate 40% to 
65%, and 25% think BOPIS will drive 65% or more of their 
revenue in that time period.
  Interestingly, U.S. retailers showed different patterns in 
how they fulfill BOPIS orders than retailers from the UK 
and EU. Two-thirds (67%) of UK/EU respondents most fre-
quently plan on filling a BOPIS order from central inven-
tory, compared to 50% of U.S. respondents. U.S. respon-
dents were more likely than their non-U.S. counterparts to 
fill BOPIS orders directly from the store (34% vs. 24%) or 
from one store to another (16% vs. 10%).
  Results also show discrepancies in how retail winners 
(retailers with better-than-average year-over-year sales 
growth rates) and other retailers with average or below-
average year-over-year sales growth rates view many as-
pects of BOPIS and buy-online-return-in-store (BORIS).
  Winners are more likely than other retailers to see frequent 
BORIS shoppers as more profitable (55% vs. 33%) and to 
think of a BOPIS order of having a higher transaction value 
(72% vs. 60%). Winners (96%) and other retailers (93%) 
view the ability to offer BOPIS as a differentiator at about 
the same rate. However, winners (85%) are much more 
likely than other retailers (67%) to agree with the state-
ment, “Providing customers the ability to buy goods online 
and return them to stores (BORIS) is a logistical nightmare, 
but we have to do it.”

CBRE: RESTAURANTS TO RE-OPEN CAUTIOUSLY
   The restaurants, bars, food halls, and brew pubs that 
have been top traffic-builders in new town centers and 
mixed-use projects will need time to re-establish them-
selves as markets re-open.
  A new report from CBRE estimated that most such estab-
lishments will re-open at a maximum of 50% of capacity 
and will need special help from landlords to become op-
erational.
  “The food & beverage industry will re-open cautiously as 
a more sterilized, controlled environment to ease consum-
ers’ concerns about spending time in public places,” said 
Meghann Martindale, global head of retail research for 
CBRE.

SURVEY: RETAILERS SEE ‘BOPIS’ GAINING IMPORTANCE
ADVERTISER NEWS
  The Detroit Free Press reports General Motors has set a 
target date of June 15 to be back to full production. But that 
could still change if customers aren’t there. The executive in 
charge of the company’s North American production warned, 
“We’re not going to override market demand”… McDonald’s 
newest plans for assisting franchisees during the pandemic 
include spending 4% of pre-COVID-19 systemwide sales 

on marketing to accelerate recovery and 
drive sales, targeted financial support to 
the hardest-hit operators, and support for 
operators with “unique” challenges, such as 
those operating delivery-only restaurants. 

Its plan for reopening dining rooms includes almost 50 
new procedures outlined in a 59-page directive… Pie Five 
Pizza, which features handcrafted personal pizzas, is also 
reopening with new procedures. Pizza will be served in 
boxes instead of trays, and sanitizer wipes will be given 
away with each order… Potbelly is considering permanent 
closures of as many as 100 company-owned locations 
after same-store sales were down 70% in March. All the 
units were unprofitable pre-pandemic. Although comps had 
been positive for January and February, the crash in March 
brought the full quarter down to minus-10.1% at company-
owned stores… Fayetteville, Ark.-based Slim Chickens is 
still into heavy expansion mode. It says it has signed five 
new franchise agreements since the pandemic started and 
now has 370 new locations in development. The chain also 
claims to have produced positive same-store sales since the 
coronavirus problems started… Rite Aid has made a deal 
with Instacart to make deliveries for 2,400 Rite Aid stores 
in 18 states.  Instacart says that since March 1 it has started 
or expanded delivery for 36 retailers, covering about 2,700 
stores… Mall operator Macerich has 13 of its malls back 
open in six states that have been among the first states to 
ease restrictions. It expects another 35 properties to be open 
again by the end of May… TravelCenters of America and 
IHOP will delay the agreement reached late last year that 
would have opened IHOP restaurants in 95 TA locations. 
TA’s net loss grew during Q1, primarily due to lower gas 
sales and closures of restaurants… Here’s another problem 
for automotive sales going forward: With the value of used 
vehicles having fallen rapidly, Edmunds reports sales in 
April that included a trade-in involved the customer’s vehicle 
being “upside-down” 44% of the time, with more owed than 
the vehicle was worth. That’s up from just 33% of such deals 
in April 2019. The average negative value on those trade-ins 
averaged $5,600 that needed to be built into the buyer’s new 
loan… This one is not a surprise: Norwegian Cruise Line 
announced a net loss of $1.88 billion for Q1, compared with 
a profit of $118.2 million in Q1 2019. Earlier in the pandemic, 
the company warned it might not be able to continue, but it 
has since raised money and now says it could withstand up 
to 18 months of its ships being out of action. It thinks demand 
will start to come back in Q4 and accelerate through 2021.
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PEPSI, GM LOOK TO EXIT UPFRONT CONTRACTS
  Major advertisers like Pepsi and GM are looking to pull 
out of upfront advertising contracts in Q3, The Wall Street 
Journal reports.
  That would leave the space even worse for wear after 
a rough H1: eMarketer’s pre-pandemic forecast predicted 
TV ad spend would increase by 2% in 2020, but it now an-
ticipates a drop of 22% to 29% for H1 2020.
  While networks have already taken a hit, they’ve also 
been relatively insulated by upfront commitments — but 
with the option to pull some of that spend, H2 looks much 
bleaker. The loss of live sports, a decline in political ad 

spend, and broader fears about the 
state of consumer spending have all 
contributed to a difficult H1.
  Even still, networks have been shel-
tered from the worst declines, as the 
majority of TV ad inventory (around 80% 
for broadcast networks and 50% for 
cable networks, according to Digiday) 
is sold in contracts that lock companies 
into a year-long commitment.
  The pandemic hit too close to the be-
ginning of Q2 for advertisers to cancel 
their commitments, but they now have 
the option to slash up to 50% of their 

spend for Q3 — and with the uncertainty of live sports and 
production delays in Hollywood, many advertisers are like-
ly to take advantage. Cancellation has always been an op-
tion, but it’s been rarely used until now: Historical pullbacks 
have ranged from 2% to 5% — but now that number could 
jump to 25%, per MediaPost estimates.

PANDEMIC SUCCESS STORY: ONLINE WINE SALES
  Consumers may not have returned to their pre-crisis 
shopping behaviors, but they are setting records for drink-
ing wine, according to PYMNTS.com.
  Every online wine company that reports sales has noted 
big spikes during the pandemic. The latest to report, Wine.
com – which bills itself as the nation’s leading online wine 
retailer – earned $165 million in revenue and saw 25% 
growth for fiscal 2020, ending March 31. The $33 million 
revenue increase over fiscal 2019 is the biggest in the 
company’s 15-year history.
  The results reflect only two weeks of shelter-in-place 
orders. However, April revenues exceeded $40 million, a 
350% increase over April 2019. This took what the com-
pany calls “trailing” 12-month revenue to $197 million – a 
47% increase over 2019.
  In April, Wine.com surveyed more than 1,000 new custom-
ers and asked them about their past, current and expected 
online shopping behavior. They found that only 24% regu-
larly shopped for wine online prior to the pandemic. Today, 
that number is 86%, and 88% expect to continue going for-
ward.

THIS AND THAT
  Whether through a bank or a third-party finance app, like 
Zelle or Venmo, online banking has become a necessity 
for most during lockdowns. A survey of more than 39,000 
U.S. adults found that 84% of people are carrying out their 
retail banking online and the majority are doing so more 
than 50% of the time. CivicScience’s weekly and monthly 
tracking show a steady increase in the number of people 
conducting more than 75% of their banking transactions 
online.

Friday, May 15, 2020

TRUMP CAMPAIGN RAMPS UP NATIONAL AD SPEND
  The Donald J. Trump for President campaign has 
increased spending on national TV networks over the first 
two weeks in May — on Fox News Channel, HGTV, and 
three big major TV broadcast networks, MediaPost reports.
  Trump has spent around $1.64 million for 11 spots, 
which had 179 airings, yielding 170.8 million impressions, 
according to iSpot.tv.
  Among the top networks, CBS totaled $396,139 in 
spending, followed by NBC at $293,595; Fox News Channel 
with $269,866; HGTV at $260,866; and ABC with $238,715. 
Those five took in the bulk of the campaign, which has run 
across 11 networks so far.
  FNC garnered the most impressions with 
49.9 million, followed by CBS (17 million), 
NBC (14.5 million), HGTV (12.5 million) 
and ABC (11.1 million).
  Between May 2 and May 8, the Trump 
presidential campaign had 1,737 
airings on local TV for the ad “American 
Comeback” and 982 airings for a 
COVID-19 commercial called “He Does 
It His Way,” according to Advertising 
Analytics.
  For that week, $19.8 million in political 
advertising was spent in local TV for 514 
elections.
  On national TV networks, the next-biggest political 
advertising spend, according to iSpot.tv, was the National 
Urban League with 49 airings of commercials and $395,253 
in spending, yielding 4.44 million impressions.

AMERICANS STEADILY RETURNING TO THE ROAD
  There’s a growing body of evidence that a centerpiece 
of daily American life — driving a vehicle — is steadily 
resurgent. New data from Geopath and Intermx shows that 
the percentage of Americans who are traveling at least a 
mile from their homes on a daily basis is on the rise.
For the week of March 2 — prior to the implementation of 
lockdown orders across the U.S. — 86% were traveling at 
least a mile from home each day. That figure declined for 
six straight weeks, bottoming out at 62% during the week 
of April 13. It climbed back to 66% the week of April 20 and 
reached 69% (a six-week high) the week of April 20, the last 
week for which data is available.
  Meanwhile, a separate, more recent analysis also finds 
Americans were getting back on the road in the past week 
more than at any time since the middle of March — albeit 
at levels considerably lower than before the widespread 
issuance of stay-at-home orders.
  An Associated Press analysis of information from 
analytics software company StreetLight Data finds driving 
activity was 60% higher during the seven-day period ending 
May 8 compared with the lowest point reached since the 
COVID-19 pandemic began. That figure, however, is still 
down from 49% in January — and substantially lower than 
typical spring driving activity levels.
  According to the U.S. Department of Transportation, the 
number of vehicle miles traveled during March fell 18.6% 
— or the rough equivalent of 50.6 billion vehicular miles — 
compared with a year ago. April data isn’t yet available.

Anonymous

You can’t touch your 
face with a margarita 

in each hand.


