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years ago, noted Derb Carter, di-
rector of the Chapel Hill, N.C.,
office of the Southern Environ-
mental Law Center, a nonprofit
environmental group.

Carter said industry studies
and the region’s own governors
“ignore the fact that there is al-
ready an existing economy along
the Atlantic coast,” a $15 billion-a-
year ocean economy that “is built
on things like tourism and fisher-
ies.”

“All of that would be put in
jeopardy by oil and gas develop-
ment,” Carter said. “It seems to us
that the governors are not in close
touch with their own coasts.”
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Oceana, a nonprofit environmen-
tal organization.

A report by the Center for the
Blue Economy, at the Middlebury
Institute of International Studies,
disputes Quest’s estimate of bil-
lions of dollars in direct tax rev-
enue for states. The real earnings
would be closer to zero, the report
said, since all the drilling would
take place in federally owned wa-
ters well offshore.

Moreover, projections of enor-
mous profits from coastal drilling
have been deflated by falling pric-
es. A barrel of oil sold today would
fetch less than a third of the $120
it would have yielded when the
Quest study was produced two

leading assumptions.
It is unclear how much oil and

gas exists in the Atlantic conti-
nental shelf, but government and
industry estimates suggest that
the quantities are small compared
with those in thehighlydeveloped
Gulf of Mexico. Studies by sup-
portersof thewind industryargue
that installing wind turbines in
the area instead of oil platforms
would yield more jobs and more
energy without risking a cata-
strophic spill that could shut
down beaches for months or
years.

“Offshore wind is a much better
bet, economically,” said Jacque-
line Savitz, a vice president at

“If we proceed in a smart and
safe way, we can unlock gas, oil
and wind assets offshore while
protecting our environment,”
McAuliffe said in a statement in
January after the Interior Depart-
ment unveiled its proposal for
Atlantic drilling.

In North Carolina, Gov. Pat Mc-
Crory (R) went further, saying at a
congressional hearing this year
that the Obama administration’s
plan was not nearly ambitious
enough. The White House’s pro-
posal for a 50-mile buffer between
the drilling rigs and beaches was a
bad idea because it would put too
much of the state’s “undiscovered
resources, frankly, under lock and
key.”

But other politicians, regional-
ly and nationally, have spoken
against the plan. Reps. Mark San-
ford and Tom Rice, both Republi-
cans from South Carolina coastal
districts, now oppose drilling, as
do the municipal councils of every
coastal town in that heavily Re-
publican state. Last week, Hillary
Clinton, the former secretary of
state and now Democratic presi-
dential hopeful, said in South
Carolina that she was “very skep-
tical” about the drilling plan put
forward by the administration for
which she once worked.

“The move carries real environ-
mental risks and helps delay a
move to renewable energy,” Clin-
ton said.

A dispute over gains
The oil and gas industry pro-

motes polls showing that drilling
has strong support across the re-
gion, and it argues that offshore
rigs along the southeastern Atlan-
tic coast would be safe and eco-
nomically beneficial.

“More access [to the Atlantic oil
fields] means more jobs and more
revenue to the government, while
strengthening our energy secu-
rity,” said Carlton Carroll, a
spokesman for the American Pe-
troleum Institute, the industry’s
leading trade association.

But exactly how many jobs and
how much revenue are in dispute.

An industry-sponsored study
conducted in 2013 by Quest Off-
shore Resources estimated that
offshore wells could yield the
equivalent of 1.3 million barrels of
oil a day by 2035 while generating
280,000 jobs. The study also pro-
jected cumulative government
revenue of $51 billion by 2035,
including $19 billion for state cof-
fers.

But other studies have dis-
missed such findings as either
wildly optimistic or based on mis-

The Obama administration is
expected to finalize by early
spring a plan that could allow
limited oil and gas development
off the coasts of four Southeastern
states — Virginia, North and
South Carolina, and Georgia. All
four have heavily supported drill-
ing in the past. But lately, resis-
tance to the plan appears to be
growing, particularly in coastal
towns where politicians and busi-
ness leaders are expressing
doubts about whether oil and gas
can deliver the economic benefits
the industry’s backers claim.

In Columbia, South Carolina’s
capital, representatives of 400
businesses held a news confer-
ence outside the office of Gov.
Nikki Haley (R) last week de-
manding that she withdraw her
support for the drilling plan. The
list of opponents has grown to
include Columbia’s city council
and South Carolina’s Small Busi-
ness Chamber of Commerce. Even
Republican Lt. Gov. Henry Mc-
Master has publicly expressed
doubts about the plan.

“If I had to make the choice
right now? No,” McMaster told the
State newspaper.

In Virginia Beach, the opposi-
tion includes virtually the entire
hospitality industry — hotel own-
ers, restaurateurs and shop own-
ers who depend on the city’s
6 million visitors a year for their
living. Opponents ask whether
tourism — the city’s lifeblood —
should be jeopardized to allow
room for a new industry whose
benefits to the city are uncertain.

“It was promoted as a way to
diversify the economy, but tour-
ism is already so strong here,” said
Habr, co-owner of Croc’s 19th
Street Bistro, a neighborhood eat-
ery where diners sampled fresh
crab cakes and shrimp and grits
on an outdoor patio on an unsea-
sonably warm December day. “We
all saw what happened in the Gulf
of Mexico. We don’t want tar balls
on our beaches.”

Backers and attackers
Many of the region’s most

prominent elected officials con-
tinue to support offshore drilling,
which industry officials say would
bring thousands of jobs and bil-
lions of dollars in economic rev-
enue. Virginia Gov. Terry McAu-
liffe (D), who took office in 2014,
has expressed support for off-
shore development as part of
what he describes as a compre-
hensive energy strategy that in-
cludes wind farms.
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the company said.
The problems come in a year

when many traditional retailers,
including Best Buy, Walmart,
Toys R Us, Kohl’s and Nordstrom,
have been talking up their click-
and-collect services.

It’s not hard to see why retail-
ers like the model. It gets shop-
pers into their stores. It allows
them to save the profit-gobbling
shipping costs of a regular online
order while putting their vast
store fleets to work in taking the
e-commerce fight to Ama-
zon.com. (Jeffrey P. Bezos, the
chief executive of Amazon, owns
The Washington Post.) And re-
tailers are generally eager to
embrace offerings that might
give them an aura of inventive-
ness.

Plus, customers like the idea of
click-and-collect. Some say they
enjoy the faster gratification,
since they don’t have to wait for
an order to come through the
mail; others are lured by the lack
of shipping charges. Still others
say the method is more conven-
ient than worrying whether a
package will arrive at their apart-
ment building. Forrester Re-
search found this year that about
42 percent of online shoppers
have used click-and-collect.

But, so far, experts say much of
the retail industry is doing a poor
job of consistently meeting cus-
tomer expectations on these
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transactions.
“It’s like the 12-step alcoholic

program. We’re on step one: We
realize we have a problem,” said
Lee Peterson, a retail strategist at
the consultancy WD Partners.

The struggle to get click-and-
collect programs right is yet an-
other example of how slow and
difficult it has been for mega-
retailers to remake themselves
for shoppers who increasingly
alternate between physical and
digital shopping.

“During a random Tuesday six
months ago, stores could just
muscle through it if there was a

problem,” said Steve Osburn, a
partner at the consultancy Kurt
Salmon who studies retail supply
chains. “When it’s low volumes,
you can hide that. The problem
throughout the holiday season is
that everybody’s time is 100 per-
cent allocated,” meaning store
employees are too busy to be
pitching in to patch up click-and-
collect problems.

Andrea Flores Shelton of San
Jose recently placed a click-and-
collect order at Target for a Soni-
care toothbrush. She went to the
store to pick it up, but technical
issues prevented workers from

finding her order, she said. On a
second trip to the store, she gave
up when the line at the counter
was dishearteningly long.

Shelton finally got the tooth-
brush on the third trip. But as the
minutes ticked by while she wait-
ed in another long line, she and
other shoppers commiserated. “A
couple of us moms are, like, ‘We
need to get to day care to pick up
our kids,’ ” she recalled.

A store manager was “awe-
some” about working to get the
line moving faster, Shelton said,
but “some people lost their
minds” over the slow service.

And while Shelton experi-
enced frustrations at Target, that
big-box chain was one of the
retailers that performed relative-
ly well in tests conducted by Kurt
Salmon. The consultancy’s study
found that Target, Macy’s and
Lowe’s generally fulfilled click-
and-collect orders speedily and
efficiently. Kurt Salmon did not
identify which retailers struggled
to deliver good click-and-collect
shopping experiences in its study.
A separate report from Stella-
Service, a company that studies
customer service issues, found
that 25 percent of click-and-col-
lect orders placed in its holiday-
season tests had problems.
StellaService also did not identify
which retailers scored poorly.

Instituting click-and-collect
programs has forced retailers to
rewrite many pages of their
brick-and-mortar playbooks.

They are working to develop a
more real-time and accurate un-
derstanding of their inventories
so they don’t end up promising
an online customer the last
42-inch TV on the shelf, only to
sell that exact set minutes later to
an in-store shopper.

Retailers also have to rethink
store staffing to ensure that they
are able to fill click-and-collect
orders efficiently while still pro-
viding good service to in-store
shoppers. Walmart, for example,
this year added 3,500 seasonal
workers who are serving as de-
partment managers for in-store
pickup orders. Target increased
not only the total number of
workers at its pickup desks this
holiday season but also added
more senior, experienced staffers
to those areas.

There are design consider-
ations, too. Best Buy has been
working to create room in its
stores for expanded click-and-
collect counters, while Kohl’s has
added designated parking spots
for shoppers using the pickup
program so they can get in and
out quickly.

There’s evidence that retailers
encounter difficulties with click-
and-collect even when they’re
not in peak season. In a recent
survey conducted by JDA Soft-
ware Group, about 50 percent of
consumers who had tried click-
and-collect in the previous
12 months said they had experi-
enced problems with their or-

ders.
“The idea of ‘buy online, pick

up in store’ is a great idea. But
today it’s more aspirational than
it is achievable,” said Steve Barr,
leader of the retail and consumer
sector at the consultancy PwC.

If stores can improve their
click-and-collect offerings, there
could be a big payoff. The format
could allow retailers to wring
more last-minute holiday sales
out of gifters who prefer to swipe
and tap their way to a purchase.

Outside this season, retailers
are optimistic that once they get
these online shoppers to set foot
in stores, they might be able to
up-sell them on additional items.

Also, click-and-collect appeals
to what’s known in the industry
as an “omnichannel shopper” —
one who bounces between in-
store and online shopping. Re-
tailers are especially hungry to
lure these customers, because
research shows they spend more
than those who shop just in
stores. According to a survey by
Deloitte, omnichannel shoppers
were poised to spend about
75 percent more than store-only
shoppers this season on gifts,
entertaining and other purchas-
es.

“You’ve got to get this right,”
said James Prewitt, vice presi-
dent of retail industry strategy
for North America at JDA, “be-
cause the consequences of get-
ting it wrong are so significant.”

sarah.halzack@washpost.com

‘Click-and-collect’ retailing: First part is easy, but second can be frustrating

Economic benefits of drilling for gas and oil in Atlantic are murky
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A shopper examines the toys at a Best Buy in Panama City, Fla. Best
Buy has heavily promoted its “click-and-collect” program.
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In 2010, then-Virginia Gov.
Robert F. McDonnell, a
proponent of offshore drilling,
found it easy to find supporters.
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