
Mid-Year Survey Shows Sales Growth, 
Expansion and Tech-Driven Evolution
The findings of Levin Management’s Mid-Year 2015 Retail Sentiment Survey 
signal sales growth and expansion in the midst of the continued technology-
driven evolution of bricks-and-mortar retailing. 

 

 

The Levin findings fall in line with reports from the U.S. Commerce 
Department, which deemed May 2015 retail sales 2.7 percent higher than 
the previous year, and the National Retail Federation, which predicts industry 
growth reaching 4.1 percent in 2015. Additionally, National Real Estate 
Investor reported that U.S. chain retailers nationwide have stepped up 
plans to open new locations over the next 12 months, citing an RBC Capital 
Markets study. This is great news for both retail and retail real estate. 

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. 
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SALES AND EXPANSION

52.9 percent of respondents reported sales at equal or higher levels 
than at this time last year. This percentage is notably higher than 
the mid-year 2014 and 2013 polls, where 42.9 and 43.7 percent of 
participants, respectively, reported the same or higher year-over-year 
sales. 

31.1 percent of respondents reported that their companies have 
opened or will open new stores this year. This is the highest mid-year 
percentage in the four years for which comparative Levin survey data 
is available. 

SALES AND EXPANSION COMMENTARY

https://nrf.com/media/press-releases/nrf-forecasts-retail-sales-increase-41-over-last-year
http://nreionline.com/retail/store-opening-plans-jump-again?NL=NREI-21&Issue=NREI-21_20150611_NREI-21_945&sfvc4enews=42&cl=article_1&utm_rid=CPG09000005867051&utm_campaign=2967&utm_medium=email&elq2=6154324bff984e00a1805fd3b06675a2
http://nreionline.com/retail/store-opening-plans-jump-again?NL=NREI-21&Issue=NREI-21_20150611_NREI-21_945&sfvc4enews=42&cl=article_1&utm_rid=CPG09000005867051&utm_campaign=2967&utm_medium=email&elq2=6154324bff984e00a1805fd3b06675a2


A majority (78.4 percent) of survey respondents work for companies that are 
actively using technology in marketing efforts to attract customers to their 
stores. Of those survey participants, more than half (53.9 percent) have 
upped their technology-centered strategy year over year.

The survey asked about specific technology being employed in-store to 
provide incentives or conveniences for shoppers. Among the respondents 
using technology for marketing, the most popular tools include:
 
 

Similarly, the Levin survey asked about technology marketing tools being 
used to reach customers outside the store. Of applicable respondents:

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.

Levin has earned a long list of coveted 
awards. During the past few years alone, 

the firm has been included in National Real 
Estate Investor’s Top Retail Managers, 
Commercial Property Executive’s Top 

Property Managers and Top U.S. Real Estate 
Companies, Chain Store Age’s  America’s 

Top Redevelopers,  Mid Atlantic Real Estate 
Journal’s “Best of,” NJBiz’s Top Commercial 

Real Estate Developers and Top Property 
Management Companies, and New Jersey 
Business’ Top 10 Real Estate Developers.
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Mobile device apps for discounts, loyalty points and/or rapid 
payment (used by 61.2 percent);

Post-sale online surveys (used by 47.8 percent); and 

Free Wi-Fi (offered by 41.8 percent). 

76.4 percent incorporate social media.

72.3 percent use email. 

41.9 percent employ banner ads and other Internet advertising.

27.7 percent use text messaging.

11.5 percent use SEO optimization like Google AdWords.



METHODOLOGY:

Survey questionnaires are distributed 
electronically and by hand 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. The results are tabulated online by 

Levin’s marketing department. 

CONTACT INFORMATION:

Melissa Sievwright
Vice President, Marketing

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

Website: LEVINMGT.com
facebook.com/LevinManagement

twitter.com/#/LevinMgt

With social media as such a dominant focus for retail marketing, the Levin 
survey drilled down into specific platforms being used by its tenants. Of 
applicable survey participants:

 

Facebook, Twitter and Instagram have remained the three most popular 
platforms across a full year of Levin surveys.

A McKinsey & Company study touts the importance of stores digitizing, 
reporting that of the 60 percent of Americans who have smartphones, 80 
percent use them when shopping in a store, to check out product reviews 
and specifications, and to compare pricing. And it appears Levin tenants 
are not the only ones placing value on the benefits of social media when it 
comes to reaching customers outside the store. A CNBC article noted “the 
trumpeting of social media triumphs appears to be a growing trend among 
retail companies.” What we find interesting is the multi-faceted approach our 
tenants are taking when it comes to leveraging technology for marketing. 
Retailers clearly are using many – and multiple – channels to engage 
shoppers.

More than one third (37.3 percent) of Levin mid-year survey respondents 
reported they have adapted their business model in response to the growth 
of e-commerce. Of these participants:

TECHNOLOGY COMMENTARY
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91.9 percent use Facebook.

39.7 percent use Twitter.

33.1 percent use Instagram.

27.9 percent use Google+.

17.7 percent use Pinterest.

10.3 percent use Groupon/Living Social.

9.6 percent use Foursquare.

ADAPTATION AND RESULTS

61.3 percent have added in-store services and/or incentives.

46.7 percent have incorporated in-store pickup and returns options 
for purchases made online.

42.7 percent have altered store inventory (fewer in-stock SKUs, 
larger quantities of popular items, etc.).

41.3 percent have increased collaboration between online and 
bricks-and-mortar operations.

17.3 percent have altered their store prototype (i.e. smaller store 
size or increased focus on showrooming, etc.).

 http://www.mckinseyonmarketingandsales.com/the-future-of-retail-how-to-make-your-bricks-click
http://www.cnbc.com/id/102712146


 

Are these types of adaptations working? Of the Levin survey respondents 
who have made some operational adjustments in response to e-commerce:

The growing popularity of e-commerce has made an undeniable and 
significant impact on bricks-and-mortar stores. Yet the conversation has 
shifted from “survival” to “opportunity,” and our survey results indicate that 
retailers with physical stores are rethinking their approaches and capitalizing 
on opportunities to meet changing consumer needs and desires. The fact that 
more than half of these retailers have seen positive results is encouraging 
and may tie directly to the reports of increased year-to-date sales and 
expansion plans. It also seems there are some unknowns as retailers 
continue to blaze this new path.

ADAPTATION COMMENTARY
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52.1 percent have seen a benefit in terms of sales and/or in-store 
traffic.

30.9 percent said they don’t know yet.



The survey asked respondents to compare sales at mid-year 2015 to sales at mid-year 2014. 
25.9% reported higher sales.
27.0% reported the same sales.
31.8% reported lower sales
15.3% reported they don’t know/the question was not applicable.

The survey asked how 2015 Memorial Day sales compare to last year.
15.8% reported higher Memorial Day sales.
26.8% reported the same Memorial Day sales.
35.8% reported lower Memorial Day sales.
21.6% reported they don’t know/the question was not applicable.

The survey asked how the respondents feel their stores will perform for the second half of 2015.
42.9% are optimistic that sales will improve.
20.9% anticipate sales will remain the same as the first half.
22.0% are concerned that sales will decrease.
14.1% are not sure.

The survey asked if respondents have increased in-store staff since January 1, 2015.
28.5% have.
71.5% have not.

The survey asked if respondents have or will open new stores in 2015.
31.1% replied “yes.”
37.4% replied “no.”
31.6% replied “don’t know, N/A.”

The survey asked if the respondents’ companies are actively using technology – mobile apps, social media, email, 
texting, etc. – in their marketing efforts.
78.4% are.
17.9% are not.
3.7% don’t know

The survey asked marketing-technology-using participants how their amount of technology-centered marketing in 2015 
compares to last year.
53.9% reported a higher level of technology marketing.
42.9% reported the same level of technology marketing.
3.3% reported a lower level of technology marketing.

The survey asked marketing-technology-using participants what tools they are using in-store to provide incentives or 
conveniences for shoppers.
41.8% offer free Wi-Fi.
61.2% offer mobile device apps for discounts, loyalty points and/or rapid payment.
28.4% offer electronic receipts.
47.8% offer post-sale online surveys.

SURVEY QUESTIONS & TABULATIONS OF RESPONSES

5 2015 RESEARCH RESULTS  •  Levin Management  •  LEVINMGT.COM  •  800 488 0768



The survey asked marketing-technology-using participants what tech marketing tools they are using to reach customers 
outside the store. 
72.3% use email.
27.7% use text messaging.
11.5% use SEO optimization, such as Google AdWords.
41.9% use banner ads or other Internet advertising.
76.4% use social media.

The survey asked social media-using respondents which outlets they use.
91.9% use Facebook.
9.6% use Foursquare.

27.9% use Google+.
10.3% use Groupon/Living Social
33.1% use Instagram.
17.7% use Pinterest
39.7% use Twitter

The survey asked whether participants’ companies have adapted their business models in response to the growth of 
ecommerce.
37.3% have.
24.3% have not.
38.4% don’t know.

The survey asked those companies that have adapted to indicate which changes they have made.
61.3% have added in-store services and/or incentives.
17.3% have altered store prototype (i.e. smaller store size or increased focus on showrooming, etc.).
42.7% have altered store inventory (i.e. fewer in-stock SKUs, larger quantities of popular items, etc.).
46.7% have added in-store pickup and returns option for purchases made online.
41.3% have increased collaboration between online and bricks-and-mortar operations.

The survey asked those companies that have adapted whether they have seen a benefit in terms of sales and/or in-
store traffic.
52.1% have.
17.0% have not.
30.9% don’t know.

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, and 
some questions allowed multiple selections.
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