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Open Letter from Vicki Cantrell and Bob Moraca

Dear Retail Loss Prevention Community, 

More than a decade ago, organized retail crime was an issue that few outside the 
retail loss prevention profession fully grasped. Thanks to hundreds of loss prevention 
professionals who have participated in NRF’s Organized Retail Crime survey for the 
past 11 years and have fought tirelessly to protect their own companies, ORC is now 
much better understood. The annual NRF ORC Survey has made millions of Americans 
aware of the problem, with the goal of highlighting the impact that these crimes have 
on the retail industry, the economy and ultimately consumers. 

This survey has served as an important benchmark for retailers to collectively 
measure the impact of ORC. Over time, companies have responded to ORC activity by 
allocating additional resources to combat these crimes, while NRF has continued to 
advocate for retailers by pursuing state and federal ORC legislation.

Our 11th annual survey has not only identified emerging trends, but has also reinforced 
how influential strong partnerships between retailers, the law enforcement community 
and lawmakers can be in the fight against organized retail crime. Retail loss prevention 
professionals must be vigilant and proactive while looking for trends that are not 
always immediately apparent. The criminal mind and creativity never stop: As one 
vulnerability is resolved, criminals find another way of stealing from and defrauding 
retailers. Clearly, combating organized retail crime is a full-time job, and it is a constant 
battle industry-wide for retailers large and small to stay one step ahead of these savvy 
criminals. If we have learned one thing, it is that we cannot win this fight alone. 

We would like to thank the retail loss prevention community for their help in building 
the value of this survey. We look forward to working with you in the years to come.

Warmest regards, 
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Vicki Cantrell 
SVP, NRF Communities  

National Retail Federation

Bob Moraca 
VP Loss Prevention 

National Retail Federation
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I.  Introduction & Methodology 
Introduction 

We are pleased to present the findings of the 2015 Organized Retail Crime Survey, 
an annual study conducted by the National Retail Federation. ORC continues to be a 
significant issue for retailers: 97% of retailers surveyed noted that they have been a 
victim of ORC activity in the past 12 months. 

This study explores numerous aspects of ORC, including the current and evolving 
scope of ORC activity, resources and policy changes that retailers are putting in place 
to combat ORC and the availability and impact of state-level ORC legislation to further 
assist retailers. The impact of ORC is by no means limited to retailers: ORC activity can 
impact everyday consumers in the form of higher prices needed to cover these losses, 
as well as health risks from improperly stored stolen merchandise.  

We are tremendously grateful to all 
companies who participated in this survey, 
including those who have participated for 
many years to help us track ORC activity 
and develop proactive measures to counter 
this threat to the retail industry.  

Methodology 

The 2015 ORC survey was conducted via SurveyMonkey between July 13 and August 6, 
2015. Survey results include complete and partial responses from 67 retailer companies 
that had the option to participate anonymously. 

Not all companies answered all questions. Additionally, in our analysis of the data for 
each question, we removed select instances of extreme outliers that distorted the 
overall results. 

Use of “average” and “median”

To provide readers with more granular insights and be able to better compare their 
own metrics to the aggregated survey results, we occasionally cite average and / or 
median results. According to Merriam-Webster:

• Average is “a number that is calculated by adding quantities together and then 
dividing the total number by the number of quantities.” Depending on the extremes 
(large or small) in a given data set, the average may be at some distance from the 
data set midpoint (median).

• Median is the “middle value in a series of values arranged from smallest to largest.” 
Whereas the average can be swayed by values at either end of the spectrum, the 
median gives a sense of the midpoint in a given data series.

97% of retailers 
surveyed have been a 
victim of ORC activity 
in the past 12 months.
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Respondent Profile

Companies who participated in the 2015 NRF ORC survey encompass 
a variety of categories, number of stores and annual sales size. 

Retail 
category

(% of total participating 
companies - n = 67)

Number of 
stores

(% of total participating 
companies - n = 67)

Annual sales 
size in FY14

(% of total participating 
companies - n = 57)

Convenience store or  
truck stop - 1.5%

Department stores - 9.0%

Discount, mass merchandise or 
supercenter - 4.5%

Drug store or pharmacy - 6.0%

Entertainment media/games, DVDs 
and music CDs - 1.5%

Furniture - 1.5%

Home improvement, building, 
hardware, lumber and garden  
supply - 3.0%

Household furnishings and 
housewares - 4.5%

Jewelry and watches - 3.0%

Liquor, wine, beer or tobacco 
products - 3.0%

Office supplies and stationery - 1.5%

Pets and animal supplies - 1.5%

Shoes and footwear - 1.5%

Specialty accessories - 3.0%

Specialty children’s apparel - 4.5%

Specialty women’s apparel - 7.5%

Specialty men’s and women’s  
apparel - 17.9%

Sporting goods and  
recreational products - 3.0%

Supermarket and grocery - 20.9%

Toys - 1.5%

1 to 99 stores - 14.9%

100 to 199 stores - 19.4%

200 to 499 stores - 13.4%

500 to 999 stores - 25.4%

1,000 to 2,499 stores - 11.9%

2,500 to 4,999 stores - 7.5%

5,000 or more stores - 7.5%

$999 million or less - 19.3%

$1 billion to $2.49 billion - 33.3%

$2.5 billion to $4.9 billion - 14.0%

$5 billion to $24.9 billion - 15.8%

$25 billion to $49.9 billion - 3.5%  

$50 billion or more - 14.0%
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• ORC impacts the vast majority of 
retailers surveyed. Almost all (97%) of 
the retailers surveyed believe they have 
been victims of organized retail crime in 
the past 12 months. This finding is similar 
to trends seen over the past several years 
and bolsters the industry’s active support 
for creating a federal law around organized 
retail crime. 

• ORC activity increased in the past year 
for more than four out of five retailers 
surveyed. Almost half (48.5%) of ORC 
victim companies report a “significant” 
increase in ORC activity. 

• The financial impact of ORC is 
considerable. Among retailers surveyed, 
the average loss per $1 billion in annual 
sales due to ORC specifically was $453,940.  

• Retailers have identified physical 
and e-fence locations for stolen 
merchandise and gift cards. Venues 
identified include pawn shops, stores, swap 
meets and online auction sites. 

• ORC includes merchandise credit and 
gift cards … In the past 12 months, two-
thirds (66%) of retailers surveyed have 
experienced the theft of merchandise 
which is then returned for merchandise 
credit in the form of gift cards that are sold 
to secondary market buyers and sellers for 
cash. Among other venues, more than half 
(54.5%) have found merchandise credit 
and gift cards on websites, while one-
quarter (24.2%) have found them in pawn 
shops. 

• … as well as cargo theft. 37.9% of 
retailers surveyed have experienced cargo 
theft in the past 12 months, up slightly 
from 35.4% in 2014. 

II. Summary of Key Findings

• Top management understands the 
impact of ORC ... 62.7% of retailers 
surveyed this year indicate that their top 
management understands the complexity 
and severity of ORC on their business. 

• … and is devoting more resources to 
combat ORC. Almost one-third (31.8%) of 
retailers surveyed are allocating both more 
staff and more technology to tackle the 
issue; one-quarter (24.2%) are committing 
other budget resources.  

• Policy changes complement other 
counter-ORC measures. Over one-
quarter (27.7%) of retailers surveyed have 
changed their return policy in the last year.  

• 30 states now have ORC legislation on 
the books, up from 25 last year. In the 
past year, Maine, Massachusetts, North 
Carolina, South Carolina and South Dakota 
have enacted legislation related to ORC. 

• In states where they operate and that 
have ORC laws are in place, retailers 
note increased support from law 
enforcement. 43.1% of retailers surveyed 
have found increased support from local 
and county law enforcement, while one-
quarter (24.6%) noted more support from 
state law enforcement.  

• Almost four out of five (78.8%) of 
retailers surveyed support the need for 
federal ORC legislation. While states are 
making strides towards ORC legislation, 
federal legislation would significantly assist 
retailers in combating this issue. 
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III. Impact of ORC on retailers 

Current ORC Activity 
Almost all (97%) of surveyed retailers believe that their 
company has been the victim of ORC in the past 12 months. 

 

Many ORC victim companies also report that the level of  
ORC activity has increased in the past 12 months.

All told, respondents reported losing an 
average of $453,940 — or a median 
of $194,340 —  per $1 billion in annual 
sales volume due to ORC activity in the 
past 12 months. 

Top management generally 
understands the impact of ORC. 
Close to two-thirds (62.7%) of retailers 
surveyed believe that their top 
management “definitely” or “probably” 
understands the complexity and severity 
of ORC on the business, up from 
60.5% in 2014. While almost two out 

of five (37.4%) believe that executives 
either “probably” or “definitely” do not 
understand the impact, this number is 
down from 39.5% in 2014. 

Types of ORC

Retailers have to proactively manage to a 
diverse set of criminal activities associated 
with organized retail crime, including 
fencing (both physical and online) and 
issues with merchandise credits and gift 
cards. Cargo theft represents another 
significant ORC issue.

2011 2012 2013 2014 2015
94% 96% 93% 88% 97% 

62.7% of retailers believe 
their top management 
understands the 
complexity and severity 
of ORC on the business.$453,940 – the average 

dollar loss per $1 billion in 
annual sales due to ORC 
activity in the last year 
across retailers surveyed.

• 48.5% have experienced a “significant” increase in ORC activity
• 36.4% have experienced a “slight” increase in ORC activity
• 10.6% have experienced no change in ORC activity
• 4.5% have experienced a decrease in ORC activity
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Fencing

Physical Fencing. Three out of five (59.1%) 
of retailers surveyed note that, in the past 
12 months, they have identified or recovered 
stolen merchandise and/or gift cards from 
a “fence” location — that is, a location 
where stolen goods are sold or repackaged, 
compared to 63.6% in 2014. Pawn shops, 
stores, swap meets or flea markets are 
among leading fence locations.  

E-fencing. Fencing extends to websites as 
well: 59.7% of retailers have identified or 
recovered stolen merchandise and/or gift 
cards that were being “e-fenced,” down 
from 68.2% last year. In the past year, online 
auction sites and classifieds sites were 
among leading online venues where retailers 
had identified or recovered these items.  

Merchandise credit and gift cards 
constitute another area where retailers 
have to be vigilant. In this arena, 
“boosters” steal merchandise and then 
fraudulently return it for merchandise 
credit in the form of gift cards which 
they sell to secondary market buyers 
and sellers for cash. 

Among retailers surveyed, two-thirds 
(66.7%) have encountered issues with 
merchandise credit and gift cards in the 
last year. While this is down from the 
76.9% reported in 2014, it remains of 
significant concern among retailers who 
issue store credit. Over half (54.5%) said 
they had found merchandise credit or 
gift cards on websites, while one-quarter 
(24.2%) had found them in pawn shops 
and 13.6% in check cashing stores. 



Impact of ORC on E-Commerce 
Sales and Operations. 

Organized retail crime  also impacts retailers’ 
online business. Retailers noted examples and 
measures they are taking: 

Credit card fraud / card not present issues: 
“We now ask for ID on large credit card sales 
of some [big ticket items] and gift cards (un-
der certain circumstances).” 

Return fraud: “Stricter restrictions on online 
approvals and in-store and online returns.” 

Gift cards: “Expensive and/or popular items 
purchased with gift cards require additional 
scrutiny.”
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Cargo Theft 

Retailers have to battle criminal activity 
long before merchandise actually reaches 
the store floor, while it is still cargo in 
transit. Nearly two out of five (37.9%) 
retailers surveyed reported being the 
victims of cargo theft in the past 12 
months, up slightly from 35.4% in 2014. 

Among those who experienced cargo theft 
in the last year, that theft was most likely 
to occur: 

• En route from the distribution center to 
the store - 18 of 23 retailers surveyed

• En route from the manufacturer to the 
distribution center - 12 of 23 retailers 

• En route from one store to another store 
- 7 of 23 retailers 

• At the distribution center - 7 of 23 
retailers 

New Trends in ORC 
Organized retail crime evolves with the times, 
and retailers must continually adapt quickly to 
stay a step ahead. Among other issues, retailers 
noted issues around: 

• Safety – Several retailers have experienced 
“bolder” attempts, including “smash and grabs,” 
“grab and runs” or use of OC (or “pepper”) 
spray. 

• Credit card and merchandise credit – For 
example, “selling of merchandise credits” and 
“increase in credit card fraud.” 

• Customer data – “Theft of customer loyalty 
account information,” “online application fraud,” 
and “an increase in the number of synthetic 
identify frauds and bust out schemes.” 

• Fence locations – “The stolen goods are 
migrating from being sold in traditional brick 

and mortar locations into private residences where 
you have to be known to be granted access.” 

On a positive note, some retailers also noted: 

• Increased cooperation with law enforcement – 
“Law enforcement has been easier to contact and 
more willing to work cases.”  

• A decrease in ORC value – For some retailers, “ORC 
value has gone down.” 

37.9% – the number of 
retailers surveyed who 
experienced cargo theft 
in the last year.
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31.8% 
Staff

31.8% 
Technology

24.2% 
Other Budget 

Resources

More retailers this year are allocating a 
variety of resources to actively combat 
ORC, including staff, technology and 
budget. Almost one-third (31.8%) of retailers 
surveyed this year are allocating more staff 
resources to address ORC, up from 22% 
in 2014. One-third (31.8%) of retailers are 
allocating more technology resources (about 
on par with 2014) and almost one-quarter are 
increasing additional budget resources, up from 
17% in 2014. 

Staff resources dedicated to ORC vary 
widely among retailers. Loss prevention 
executives surveyed report that the average 
approximate dollar value (specifically salaries 
and wages) of company personnel allocated 
to combat ORC is $434,032, while the median 
dollar value of company personnel is $100,000.

Some retailers are also implementing 
policy changes to complement staff, 
technology and other budget resources 
to address ORC. In the past 12 months 

• 27.7% of retailers have changed their 
return policy 

• 21.5% have changed their point-of-sale 
policy 

• 11.7% have changed their trespass policy

27.7% – the number of 
retailers surveyed who 
changed their return policy 
to complement other ORC 
counter-measures.



V. Legislation to combat ORC
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For the sixth year, retailers ranked their “top 10” cities for 
organized retail crime activity.  Some cities are perennials 
on this list from retailers, and the 2015 top 5 are the same as in 
2014 (Los Angeles, Miami, Chicago, New York and Houston).

The next five cities show some change since last year. Atlanta 
moved to No. 14 on the 2015 list (down eight places from 2014), 
Dallas / Fort Worth moved up to No. 6 from No. 9 in 2014; and 
Detroit tumbled 14 places from No. 10 last year. By contrast, 
Orange County, Calif., and Northern New Jersey are in the  
No. 9 and 10 spots on the 2015 list.  

1. Los Angeles

2. Miami

3. Chicago

5. Houston

8. Baltimore

9. Orange County

6. Arlington/Dallas/Ft. Worth

10. Northern New Jersey

7. San Francisco/Oakland

4. New York

Other notable cities for ORC 
activity include 

• Philadelphia 
• Phoenix
• Washington, D.C.
• Boston 
• Orlando 
• The California cities of  

Riverside, San Bernardino  
and Ontario.
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Advocacy, State Laws & 
Organized Retail Crime

Here are states 
that have enacted 

ORC legislation 
since 2008:
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ORC legislation continues 
to gain adoption across the 
United States. In the past year 
Maine, Massachusetts, North 
Carolina, South Carolina and 
South Dakota have enacted 
legislation related to organized 
retail crime, bringing the total 
number of states with ORC 
legislation on the books to 30. 
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Impact of ORC legislation on retailers.

In states with ORC legislation, approximately half (49.2%) of retailers surveyed 
note that ORC laws are having a positive impact on increased support from law 
enforcement. When actively investigating ORC cases, retailers particularly noted an 
increase in local and county law enforcement, but have also seen some increases in state 
and — to some degree — federal law enforcement

Nearly eight in 10 (78.8%) of retailers surveyed believe that a federal ORC law is 
needed to effectively combat this issue. Some retailers cite the difficulty of coordinating 
across multiple states, each with different (or no) ORC legislation enacted. Retailers some-
times have to contend with ORC groups that work across the globe, so a federal law could 
reduce the complexity involved in managing multiple jurisdictions and potentially increase 
the level of consistency in prosecuting cases. 

Source: 2015 NRF Organized Retail Crime Study.  
July 13 to August 6, 2015. (n=67)

Source: 2015 NRF Organized Retail Crime Study.  
July 13 to August 6, 2015. (n=67)
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Grocery   
Cigarettes   
Energy drinks 
High-end liquor 
Infant formula 

Over-the-counter  
medicine

Allergy medicine 
Diabetic testing strips 
Pain relievers 
Weight loss pills 

Home

High-end vacuums 
High-end appliances,  
mixers, Children’s  
electronic toys 
Laundry detergent 

Health and beauty

Teeth whitening strips  
Pregnancy tests 

Razor blade refills 
 
 

Clothing

Denim pants 
Designer clothing 

and handbags 
 

Electronics

Cell phones 
GPS devices 

Laptops/tablets 
Electronic fitness devices

Top Stolen Items by Organized Retail Crime Gangs 

78.8% of retailers 
surveyed believe that 
a federal ORC law 
is needed to combat 
this issue.
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About NRF
NRF is the world’s largest retail trade association, representing discount and 
department stores, home goods and specialty stores, Main Street merchants, 
grocers, wholesalers, chain restaurants and Internet retailers from the United 
State and more than 45 countries. Retail is the nation’s largest private sector 
employer, supporting one in four U.S. jobs — 42 million working Americans. 
Contributing $2.6 trillion to annual GDP, retail is a daily barometer for the nation’s 
economy. NRF’s This is Retail campaign highlights the industry’s opportunities for 
life-long careers, how retailers strengthen communities, and the critical role that 
retail plays in driving innovation. nrf.com 

Further information
For questions and additional information about the 2015 NRF Organized Retail 
Crime Survey, please contact: 

• Robert Moraca, VP of Loss Prevention – moracar@nrf.com, 202.661.3057

• Jonathan Gold, VP of Supply Chain & Customs Policy – goldj@nrf.com, 
202.626.8193

• Kathy Grannis-Allen, Senior Director of Media Relations – allenk@nrf.com, 
202.626.8189
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