
Mid-Year Survey Results Bode Well For Industry 
The fact that the harsh winter weather of early 2014 is in the past, continued 
general optimism and the leveraging of technology in the marketing mix 
bode well for the retail industry heading into the heart of 2014. Levin 
Management’s latest Retail Sentiment Survey results also indicate that while 
early sales may not have shown significant growth over 2013, Memorial Day 
weekend was strong. 

 42.9 percent of respondents indicated that year-to-date sales were  
 the same or higher as the same period in 2013 (down slightly from  
 43.7 percent of respondents in Levin’s 2013 mid-year survey). 
  
 49.5 percent reported that their Memorial Day weekend sales were  
 the same or better than last year (up from 37.5 percent in the 2013  
 survey). 

 58.2 percent indicated they believe adverse weather conditions   
 during the first months of the year had a negative impact on their  
 sales.

 52.0 percent of respondents believe that sales will improve in the  
 coming months (a significant jump over last year’s survey, when only  
 34.5 percent anticipated improving sales). Another 16.3 percent   
 anticipate that their sales will remain about the same during   
 the second half of 2014.

The Levin findings counter the latest sales numbers released by the U.S. 
Census Bureau, which show that total retail sales for the March through 
May 2014 period were up 4.3 percent from the same period a year ago. 
Winter weather conditions in the Northeast, home to the majority of Levin’s 
portfolio, may well have come into play. On the other hand, the survey results 
regarding Memorial Day performance do fall in line with industry findings. 
Applied Predictive Technologies (APT) reported that Americans spent 
$50.7 billion dollars during Memorial Day Weekend, up $1.9 billion from last 
year. 

Levin Management’s Retail Store Manager 
Sentiment Survey gauges the strength of 

the American economy from a street-level 
perspective. 

Managers of retail stores regularly interact 
with the consumers who drive the industry. 

These managers also are responsible for 
meeting the sales goals set for their stores. 
This daily frontline experience gives them a 

unique outlook on the true state of retail.

Levin Management, which operates 
approximately 95 shopping centers across 

a broad range of markets in five key states, 
surveys the store managers of its 1,100+ 

tenants three times annually, gathering 
information on current sales and traffic 

numbers, and on manager sentiment about 
the next half year.

The surveys also ask timely questions 
about hiring patterns, the evolving impact 

of ecommerce, key events and other socio-
economic factors that may be influencing 

performance. 
 
 

Levin Management Mid-Year 2014 
Retail Store Manager Sentiment Survey

2014 RESEARCH RESULTS  •  Levin Management  •  LEVINMGT.COM  •  800 488 07681

RESEARCH RESULTS

SALE TRENDS

WINTER BLUES, SUMMER OPTIMISM

SALES COMMENTARY



 33.3 percent of respondents in both the mid-year 2014 and mid-year  
 2013 surveys indicated that they have increased store staff since  
 January. 

 27.6 percent noted that they plan to add jobs during the second half  
 of the year (the same percentage as last year). 

 30.6 percent of respondents indicated that their company has or will  
 open new stores in 2014 (up significantly from 23.3 percent in 2013). 

 
 

The positive outlook and the expansion plans among Levin survey 
respondents reflect retailer confidence in the marketplace. The hiring and 
growth-trend findings parallel what the firm is observing in its shopping 
centers and throughout the industry. Some retailers are continuing to right-
size as their stores come up for renewal, to gain more efficient, streamlined 
operation. At the same time, a significant number of concepts are opening 
new stores and gaining market share.

Levin’s Portfolio 
The company’s 95-property, 13 million-

square-foot shopping center portfolio includes 
neighborhood, community, lifestyle and 

power centers, enclosed malls, downtown 
stores and mixed-use projects. Properties 

are located in New Jersey, New York, 
Pennsylvania, Massachusetts, Virginia 

and North Carolina. Retailers based there 
include small local retailers to large national 

chains, personal service providers, as well 
as restaurants and, at mixed use properties, 

government and professional offices.

About Levin Management:
Founded by a shopping center pioneer 

in 1952, Levin Management has evolved 
into one of America’s leading retail real 

estate services firms, offering clients 
the widest possible range of services 

needed to successfully operate any retail 
venue. Services include Leasing, Property 

Management, Financial Management 
and Reporting, Lease Administration, 

Construction Services/Management, and 
Marketing.

The firm has earned a long list of coveted 
awards over the years. Since 2011 alone, the 

firm was ranked 30th among Top US Real 
Estate Companies and named three times 
among the nation’s top property managers 

by Commercial Property Executive 
magazine, placed among the nation’s top 

10 redevelopers by Chain Store Age, 
credited as one of the state’s top 10 real 

estate developers by New Jersey Business 
magazine, and ranked third on NJBIZ’s Top 

Property Management Companies list 
and fifth on NJBIZ’s Top Commercial Real 

Estate Developers list.
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TECHNOLOGY TOOLS INTEGRAL TO MARKETING MIX

METHODOLOGY:

Survey questionnaires are distributed 
electronically to the store managers at 

properties operated by Levin Management. 
Neither the properties nor the stores are 

identified in any way on the survey forms. 
Surveys are submitted online, and the 

results are tabulated by Levin’s marketing 
department.

CONTACT INFORMATION:

Melissa Sievwright
Asst. Vice President, Marketing

Email: msievwright@levinmgt.com 
Phone: 800-488-0768, ext. 275

Website: LEVINMGT.com
facebook.com/LevinManagement

twitter.com/#/LevinMgt

It comes as no surprise that technology has become integral to the retail 
marketing mix for Levin survey respondents.

 86.5 percent indicated that their company actively uses mobile apps,  
 social media, email, texting and other tools to attract customers (up  
 slightly from 85.1 percent from the 2013 survey).
 
 68.4 percent said their use of technology has increased over the past  
 year. 

For Levin survey respondents that are employing social media in their 
marketing efforts:

 93.9 percent are using Facebook

 57.3 percent are using Twitter 

 35.4 percent are using Instagram 

These “top three” remain static from findings in Levin’s pre-holiday 2013 
survey. However, Pinterest has replaced Foursquare as the fourth most 
popular social media platform. A growing number (26.8 percent) are using 
Pinterest for marketing.

Not only is technology an established part of the mix but its role is growing.
Social media is an important part of this new paradigm. A recent article in 
Chain Store Age cites analytics firm Blueocean Market Intelligence in its 
report that “brands will [continue to] move away from a one-way content 
marketing push, instead leveraging social media to drive engagement, timely 
conversations and personalized customer interactions.” Regarding Pinterest’s 
rise in popularity, a recent article in DigiDay calls it the most “commerce-
friendly” of the social media platforms. The writer notes “Pinterest has the 
greatest inherent purchase intent. It’s visual and focuses on products, 
qualities that give the platform clear commerce applications.”

SOCIAL MEDIA
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Question 1 asked respondents to compare year-to-date sales to last year at this time.
21.4% reported that 2014 sales were higher than 2013 sales.
21.4% said sales in both years were the same.
48.0% reported their 2014 sales were lower than last year’s sales.
9.2% were not sure.

Question 2 asked respondents how their 2014 Memorial Day sales compared to last year.
25.8% reported their sales were higher than last year.
23.7% said sales were the same both years.
38.1% reported their sales were lower this year compared to last year’s sales.
12.4% were not sure.

Question 3 asked respondents how they felt their store will perform for the second half of 2014.
52.0% reported optimism that sales will improve.
16.3% said they anticipate sales about the same as the first half.
20.4% said they were concerned that sales will decrease in the second half of 2014.
11.2% said they were not sure how they will perform.

Question 4 asked respondents to compare year-to-date customer traffic to last year at this time.
11.3% reported higher customer traffic than last year.
33.0% said customer traffic was the same both years.
47.4% reported lower customer traffic than last year.
8.3% were not sure.

Question 5 asked respondents if they have seen an increase in traffic now that the harsh winter weather is over.
58.2% said yes.
34.7% said no.
7.1% were not sure.

Question 6 asked if respondents increased in-store staff since January 1, 2014.
33.3% reported they did increase in-store staffing.
66.7% reported they did not.

Question 7 asked respondents if they anticipate hiring additional staff during the second half of 2014.
27.6% said they do plan to hire additional staff in the second half of 2014.
65.3% reported no change in staff planned.
7.1% said they plan to reduce staff during the second half of 2014.

Question 8 asked if their company has or will open any new stores in 2014.
30.6% said they do plan on opening more stores in 2014.
46.9% said they will not.
22.5% were not sure.

Question 9 asked respondents if their company is actively using technology – mobile apps, social media, email, texting, 
etc. – to attract customers to their store. 
88.5% reported they are using technology for marketing efforts to attract customers.
11.5% reported they were not using any technology to attract customers.
2.1% were not sure.

SURVEY QUESTIONS & TABULATIONS OF RESPONSES
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Question 10 asked respondents if their company’s use of technology in the marketing mix increased since last year at 
this time. 
68.4% reported that their company’s uses of technology increased since last year at this time.
23.5% reported that it did not.
8.2% were not sure.

Question 11 asked respondents if social media is part of their marketing mix, which outlets are they using.
93.9% said Facebook.
57.3% said Twitter.
14.6% said Foursquare.
26.8% said Pinterest.
35.4% said Instagram.
18.3% said Groupon/Living Social.
13.4% said Other.

SURVEY QUESTIONS & TABULATIONS OF RESPONSES
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PLEASE NOTE: percentages do not add up to 100% as not all responders answered every question.
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