
MARKET INTELLIGENCE  
SERVICES OVERVIEW
Love & Company’s Market Intelligence team provides more than numbers on a 
page; we provide candor and consultation. We represent the consumer’s voice 
as if we were to be responsible to not only fill the buildings or programs once, but 
to sustain ongoing occupancy for years to come. If the numbers suggest a project 
won’t sell, we’ll tell you so … and direct you to alternative options.

Ways Love & Company’s Market Intelligence helps you grow and thrive

	• Identifying Potential Growth:  
Site Selection identifies optimal new location(s) within a large region for your next community 
or satellite. It is the most cost-effective way to understand the nuances between your various 
potential submarkets, tailored to your growth goal. If you already have a site in mind, our 
Comparative Market Insights applies this same standardized research on a granular basis 
within two specific markets. 

	• Expansion/New Site Market Feasibility:  
Our high-level Market Demand Overview quickly identifies a market’s potential for growth, in 
general. The Market Snapshot captures the market demographics, competitive environment 
and market penetration to make a “go/no go” decision on a specific type of growth project. 
Our full Market Study goes beyond the snapshot with a detailed competitive analysis based on 
in-market research and detailed recommendations for testing in a financial feasibility study. 

	• Market Niche & Financial Performance:  
Our Competitive Positioning Analysis reveals your relative position to key competitors based 
on the attributes prospects value most; our Competitive Pricing Analysis gives an apples-to-
apples lifetime cost comparison with your key competitors, adjusting for contract types, refund 
levels and your actuarial assumptions. Together, these analyses establish your market position 
and value proposition. Our granular Internal Pricing & Contract Analysis and/or an Individual 
Residence Pricing Modeling helps optimize your revenue. 

	• Consumer Research & Program/Product Testing:  
Our Digital & Traditional Surveys, Focus Groups and proprietary Consumer Research Events 
can guide design, refine plans, test and validate proposed concepts, assess pricing and timing, 
and deliver a blueprint for a successful product. Our large-scale events are uniquely powerful at 
producing both qualitative and quantitative feedback.  

	• Development Team Roles:  
We can fine-tune residence size and mix, new residence pricing, floor plans and campus 
modifications to maximize consumer demand. As a full-service sales and marketing firm, 
we can bring your expansion or new site to market by seamlessly developing your presales 
program, branding and all aspects of marketing implementation and sales oversight,  
as needed. We call this relationship “Masterful Planning, Masterful Results.” 

A L W A Y S  T H I N K I N G

https://loveandcompany.com/wp-content/uploads/2026/03/Love-Company-Master-Planning-Masterful-Results-2026.pdf
https://loveandcompany.com/
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Visibility and Exposure    1    2    3    4    5    6    7    8    9    10 

10: Community is strongly visible from drive-by traffic from a main road. It looks attractive and 
welcoming. 
5: Community is reasonably visible and presents as reasonably attractive from the road. The community is 
visible from a secondary road. 
1: Community is difficult to see from the main roads; you could easily miss it.  

Notes:        

Building and Grounds 

Exterior Signage    1    2    3    4    5    6    7    8    9    10 

10: Signage is large, attractive, easily readable for senior eyes, and adds to the aesthetic experience of the 
community. Strategically placed and amply repeated. Directions to administration, marketing, and major 
entries are clear. Marketing visitor parking is clearly marked. 
5: Signage is readable at slow speeds, and in good repair. Located at key intersections. Includes directions 
to administration, marketing and major entries.  
1: Signage is difficult to read, does not clearly guide the visitor to the intended destination. Signage is not 
well-maintained. Does not have directional signage on campus. 

Notes:        

Landscaping    1    2    3    4    5    6    7    8    9    10 

10: Landscaping has special features, such as fountains, colorful gardens, topiary. Plants and trees are well 
established. Walks are brick, stone or decorative pavers, not cement. Garden and lawn care are 
immaculate. This creates a “wow” first impression. 
5: Landscaping is well groomed, green and orderly. Mulch is fresh and contained. No dead plants or trees. 
No litter. Sidewalks are neat and swept. 
1: Landscaping is sparse and lacks basic maintenance. Dead plants are not removed; mulch is sparse and 
not consistently applied. Lawn has weeds, bare spots. Minimal decorative flowers. Poor aesthetics draws 
attention to itself. 

Notes:        

Building Exterior    1    2    3    4    5    6    7    8    9    10 

10: The exterior architecture is visually striking. It creates a positive, uplifting aesthetic impression. A main 
porte-cochere entrance is clearly apparent and inviting. The community looks fresh and contemporary. All 
surfaces (walls, roofs) are in excellent repair.  
5: The exterior architecture is generally attractive, but not stand out. The roof and façade are in decent 
repair and make a positive aesthetic impression. The main entrance is covered and easy to find. No visual 
distractions (power lines, dumpsters). 
1: The exterior looks institutional and outdated. Small windows, unwelcoming entrance. The roof and 
façade show visible wear and signs of disrepair. 

A L W A Y S  T H I N K I N G

To learn more, contact Wayne Langley at 925-481-8904  
or wlangley@loveandcompany.com

	• Curated, Tailored Data Tools & Sources:  
Analyses are only as good as the data behind 
them. We leverage the NIC MAP market 
research platform—a powerful geospatial 
market analysis tool custom built for the senior 
living field. This gives us real-time insights into 
resident draw patterns to ensure the primary 
market area is identified correctly. It’s the key 
that allows us to: 

	• Calculate market penetration rates

	• Gauge the impact of your new residences 
on the market

Our proprietary analytics methodology and 
intuitive visualization tools improve decision-
making by helping all your stakeholders grasp 
the essentials of your report.

	• In-person, In-depth Competitive Data:  
In addition to using superior data analysis tools, 
we collect more detailed competitive data 
than is typical. Our proprietary competitive 
positioning scorecards evaluate 24 different 
attributes that impact how a consumer perceives 
your community. This scorecard reveals how your 
community compares to its key competitors and 
how well your product and pricing are aligned.

	• Webinar: Four Research Fundamentals That Avoid 
Costly Project Mistakes and Redesigns

	• Webinar: Identifying Regional Growth Opportunities: 
How to Identify and Prioritize New Sites

	• Blog: When Planning For Growth, Take the Time to 
Get New Development Right

	• Blog: The Site Selection Approach to Senior Living 
Growth

	• Blog: Your Entrance Fees Are Way Low (And Here’s 
Why and Here’s What To Do about It)

Exceptional analysis requires exceptional data 

Helping mission-driven organizations like  
yours make the lives of seniors better

Senior Vice President 
of Strategic Services 
Sara Montalto brings 
20+ years’ experience, 
including research 
leadership roles at two 
of senior living’s leading 
developers and multi-site 
operators.
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APPENDIX II: DETAILED SCORING WORKSHEET FOR 

      

Life Plan Community Competitive Scoring Worksheet 

Site Visit Date:        

Completed By:         

Community Name:        

Key contacts:        

Rate the following: (1 poor – 5 average – 10 superior) 

Site/Location 

Location/Neighborhood    1    2    3    4    5    6    7    8    9    10 

10: Community is in an attractive, mostly residential neighborhood, nearby to the major population 

centers from which the community attracts residents. Prospects welcome the idea of moving to this 

neighborhood. In less dense areas having an arboretum or national park would elevate the score. In urban 

areas the neighborhood should be walkable. 

5: Community is in an okay, but not outstanding area. The area is reasonably attractive. It may not be 

prospects’ ideal neighborhood to relocate to, but it’s not a negative. It may be more distant from the 

areas from which the community draws. 

1: Community is in an undesirable and unattractive area, possibly commercial, and possibly economically 

depressed. Prospects may be reluctant to drive to that area or to relocate to live there. 

Notes:  << Think in terms of what is attractive in local market area >> 

Proximity to Infrastructure    1    2    3    4    5    6    7    8    9    10 

10: Community is within walking distance of restaurants and shops (for urban areas where parking is an 

issue) and is only a few minutes’ drive away from desired grocery stores, pharmacies and upscale 

shopping centers or malls (non-urban areas). High quality hospital and other healthcare services are 

readily accessible. Community is easily accessible from major arteries, and arts and entertainment 

districts are within a 10 to 15 minutes’ drive.  

5: Community is reasonably close to shopping, healthcare and entertainment options. It is reasonably 

accessible from major transportation arteries. 

1: Community is not close to desired shopping or healthcare services. Travel to such services is challenging 

and time consuming.  

Notes:        
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