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What does

SUCCESS

mean to you?’

WHY PASSARE?

Because entering the same data into different systems just doesn’t make sense.

“Success? To me, it’s helping a family get to
where they need to be, so to speak. | feel
privileged to wake up each day and go
to work doing something that | enjoy. |
also get to help funeral homes grow
their preneed programs and have
peace of mind about the future of
their business. To help families

AND fellow funeral directors by
making one of the most difficult - _
experiences of a lifetime a bit | - &/ same data into multiple systems, it’s time to

easier... that is success.” [ I/ ; - * lake alook at Passare’s best-in-class funeral
¥ 4 : home collaboration software.

W

If you are tired of wasting time entering the

Adam Kraut = Streamline your processes

Select Producer with Funeral Directors Life ' = Reduce errors
FORMER FULL-TIME FUNERAL DIRECTOR TURNED PRENEED SPECIALIST p ' =

= Enhance your service to families

= Make your admin staff smile

If you would like to grow your preneed program, FUNERAL
then Funeral Directors Life’s turnkey Select fll FREE CTORS

Producer program may be for you. Request a
consultation online today! Want to join our elite

/ ® Go to Www.passare.com to request a
k y 4 passa re free demo TODAY!
_—
It's time to start getting more done in less time with
info@passare.com | 800-692-6162 Passare. Schedule a time to see what Passare can do

Visit www.passare.com for your funeral home today.

? o www.funeraldirectorslife.com
team of Select Producers? Apply online! 800-692-9515



http://www.funeraldirectorslife.com
http://www.passare.com

TRIBUTE CROWDFUNDING

Keep your
funeral home
in control.

Frazer Consultants’ Tribute Crowdfunding program
deposits the funds directly into your funeral home’s
bank account. Plus, donors make donations on their
loved one’s Tribute Wall, so traffic stays on your
funeral home’s website.

CONTACT US TO REQUEST A FREE DEMONSTRATION
OF TRIBUTE CROWDFUNDING!

\’ff' Frazer Consultants

LTANTS.COM | 866-372-9372 | INFO@FRAZERCONSULTANTS.COM



http://www.frazerconsultants.com

> FREE INFORMATIONAL WEBINAR
LIVE

Webinars are held every Wednesday at 3pm CST.
WEBINAR Join us at: gotomeet.me/BassMollett/RRS

l-“
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UNLEASH YOUR | REGISTRY SYSTEM
SUPERPOWERS 4 N\

Keeping traditions alive
in a digital era

* 100% cloud-based solution EE—
* Works with any device e

FUNERAL HOME SUCCESS STORY

Camino del Sol Funeral Chapel
& Cremation Center
Sun City West, AZ

* Use to generate leads for your pre-need program
* Fully-integrated into Director’s Print Suite
* Built-in dashboard

* Control guest access dates

* Review signed guests

* Control sign-in field options

eeeeeeeeeeeeeeee
OOOOOOOOO

Prints guest’s information E B
inside register book and - ENG
generates acknowledgment labels

INDUSTRY’S FIRST

FEATURE EDITORIAL

New Year, New Decade, New
Preneed Strategies

eTmETD
FUNERAL DIRECTOR SPOTLIGHT ——)y TEXTING SIGN-IN OPTION
. e eaconisl [ T SCBE I NG * We provide you with a mobile number for guests to text.

David Murphy RERHAEOEE * Family and friends simply text the provided number with
Paul L. Murphy & Sons FuneralHome 8 NS . , 5 O Sy oo ol sy Funeral Home name in the body of the message.
Newark, NY :  Guests will receive a link to follow to the digital

Remembrance Registry System.
PBUFESSIUNAL SPUTLIGHT Text Number Receive Link Choose Service Sign Registry * Guest fills in all the information.
Kris Seale
Funeral Directors Life
Abilene, TX

yB as S,Mollett PH: 855-277-0436  24/7/365 tech support

The DIRECTOR'S COMPLETE FUNERAL RESOURCE .dlrectorsprlntswte.com
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http://www.directorsprintsuite.com
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C&J is number one
in Service,
& Resources,
& Speed,
& Results,
& Funding,
& Confidence,
& Word-of-Mouth,
& Clients.

In the world of insurance assignment funding, we proudly hold a very special
place. At the top. Not just in the number of funeral home & cemetery clients
served (twice as many as our next nearest competitor), but also in the dollars
we pay out every year, in the ease & speed of delivery, in the level of personal
service provided every single client, & in the high regard held by leaders in the
profession. All that said, the real Number One for us is...you! You're the reason
we're here & we aim to prove that to you day in & day out.

C&J Financial, LLC CJF.com | 800.785.0003

& You


http://www.cjf.com

2 2 STAVING ALIVE IN THE FUNERAL
& CEMETERY PROFESSION

BY JAKE JOHNSON

3 6 INVESTORS HERITAGE

We are a life insurance company based in Frankfort,
Kentucky. We've been in business since 1960 and have
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INVESTORS HERITAGE
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been working with the funeral industry since the 1970’s. 36 Your Legacy. Our Life’'s Work.
_ -\J
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16 | INDUSTRY ALERTS

See what's happening with Vendors,
Distributors, and Manufacturers.

68 | SPECIALTY VERICLES

See New and Used Vehicles.

70 | INDUSTRY EVENTS CALENDAR

Upcoming Events in the Funeral Industry.

INDUSTRY
EVENTS

12 | AD INDEX CALENDAR

Manufacturers and Suppliers that make
it possible to bring you Funeral Business
Advisor Magazine. 70

1[] WWW.FUNERALBUSINESSADVISOR.COM | JANUARY/FEBRUARY 2020

Beautify Memories Beyond a Lifetime...

”(jn memory of a ]z’gfe/ong farz”

(jnffnil‘yurnd presents unique cﬂ}_rop};'y Clrns E
Tearn Sp}?ere that capture the excitement and spirit
of the game. FOhen the passion is larger than life.

a‘/:e memorited CJEJQF‘()B clr e.asfraordz’nary AO’”?CIQE-

All NFL and MLB team spheres available
Selected NCAA Teams

955 236th St NE #3, North Liberty, IA 52317 U.S.A. E-mail: support@.infinityurns.com

www.infinityurns.com

Toll Free: 1- 866-511-4443


http://www.infinityurns.com

SUBSCRIBE

TO OUR NEWSLETTERS

NAME

EMAIL

SUBMIT

FBA's E-Newslefter is the perfect educational supplement
befween issues! We feature articles, new or noteworthy
designs, and industry news in another clean and easy fo
read format. SUBSCRIBE NOW fo make sure you always
have the most up-fo-date information available!

Subscribe at www.FuneralBusinessAdvisor.com.

12

FIND
FBA
N |4
SOCIAL
MEDIA
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° SUBSCRIBE

FUNERAL BUSINESS ADVISOR MAGAZINE

www.funeralbusinessadvisor.com

A FMM MEDIA PUBLICATION
8913 Stone Green Way, #200
Louisville, KY 40220
Phone 502.653.8568
Facsimile 877.737.3936
www.fmm-media.com

Michael Manley, Publisher
michael@funeralbusinessadvisor.com
502.653.8568

Lisa Angus, Advertising Director
lisa@funeralbusinessadvisor.com
502.653.8569

Meghan Kelly, Creative Director
meghan@funeralbusinessadvisor.com
502.653.8568

Matthew Ball, Digital Director
matt@funeralbusinessadvisor.com
502.653.8568

Funeral Business Advisor Magazine is published bi-monthly (6 Issues
ayear) by FMM Media, LLC. 8913 Stone Green Way # 200, Louisville,
KY, 40220. Subscriptions are free to qualified U.S. subscribers. Single
copies and back issues are $7.99 each (United States) and $10.99
each (International). United States Subscriptions are $54.00 annually.
International Subscriptions are $75.00 annually.

Visit www.funeralbusinessadvisor.com for content and updated
frequently and fo access articles on a range of funeral industry
fopics. FMM Media provides its confributing writers lafitude in
expressing opinions, advice, and solutions. The views expressed
are not necessarily those of FMM Media and by no means reflect
any guarantees that material facts are accurate or tfrue. FMM Media
accepts no liability in respect of the content of any third party material
appearing in this magazine. Copyright 2019. All rights reserved.
Funeral Business Advisor Magazine confent may not be photocopied
or reproduced or redistributed without the consent of publisher. For
questions regarding magazine or for subscriptions, call 502.749.0992
or email info@fmm-media.com.

ARTICLE REPRINTS
For high quality reprints of articles, call 502.749.0992 or via email at

info@funeralbusinessadvisor.com.

2018 NFDA
Innovation
Award Finalist!

VersoTable

Patent-Pending Folding
Table Display System

abrics Available!

New Carlisl

NEW FABRIC & COLORS FOR
HONORING SERVICE TABLES!

Our exciting new Performance
fabric is wrinkle-resistant and
perfect for church, cemetery,
or in-house services.

While four military patches
are included (Army, Navy,

Air Force, Marines) additional
service patches, devotional
patches, and civic patches
are available.

THE

toll-free 800-896-0598 4

To see all our products or additional fabrics,
please visit our website or call for a catalog.

www.finalembrace.com


http://www.finalembrace.com
https://funeralbusinessadvisor.com/magazine/subscriptions
https://www.facebook.com/fba.mag
https://twitter.com/FBA_Mag
https://www.linkedin.com/authwall%3Ftrk%3Dbf%26trkInfo%3DAQGwFvq1bL8OJQAAAW_YdoqI5ay9mIW5lbWTCalwhz5JeEHIWEGeDnSUiEYuusbwbReNS21JVdL5qDaKJBzdoIDUHtHLocus_5vxNmLMJm4lPmgTGH7r5qexMmc-xI0hYutMKIU%3D%26originalReferer%3D%26sessionRedirect%3Dhttps%253A%252F%252Fwww.linkedin.com%252Fcompany%252Ffuneral-business-advisor
https://funeralbusinessadvisor.com/magazine/subscriptions
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S First Call Pouches
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FIRST IMPRESSIONS COUNT!

Revolutionary first call pouch technology that standard pouches miss!

« Reversible Design « Dual Pillow Sleeve
- Oufer Pockets & Dual Inside Pockets
« Full Length Mattress Sleeve « Custom Fabrics
+ 6 Additional Inches in Depth « Dual Zippers

WE ALSO MANUFACTURE COT COVERS

800.645.8966 | info@kanga-woo.com | www.kanga-woo.com

: US Ratent;#9693925

THE ECO-FRIENDLY ALTERNATIVE
TO FLAME CREMATION.

HT-500
Human System

Bio-Response Solutions builds systems specifically for
funeral homes and small businesses. Our systems let our
customers run their business, serve their community, and
experience the joy of having simple and reliable equipment.

Learn more:
www.aquamationinfo.com

(317) 386-3500

200 Colin Ct. Danville, IN 46122

Qg 2 RRLON ‘Iﬁ N Iu&'_; f'lel {—l!T_lltj :_JIN <
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Ann Marie St. George, CPC, is a first-
generation funeral director and Regional
Manager for Cooperative Funeral Fund,
a preneed and cemetery care fund
management company. She can be reached
by email AnnMarie.StGeorge@cffinc.com.
Or you can call 800-336-1102, or visit
www.CooperativeFuneralFund.com.

Todd Carlson serves as the Executive Vice
President of Sales and Chief Sales Officer
for Funeral Directors Life and sits on the
Board of Directors for Passare, Inc. Todd
earned his bachelor’s degree in Mortuary
Science from the University of Minnesota,
and has gone on to accumulate almost 30
years of experience as both a funeral director and a preneed
funeral sales professional.

Wanda Sizemore is the Director of Field
Training and Development at Homesteaders
Life Company and is a Certified Preplanning
Consultant and Certified Celebrant.
Throughout her career, she has earned
several sales honors and served as aboard
trustee with the ICCFA, and actively speaks
at various preneed and funeral director fraining events.

Jay Slatton is Director of Preneed
Development for Investors Heritage. He's
been an active member of the Tennessee
funeral home community for nearly fwo
decades as a licensed funeral director and
embalmer. Having been on both sides of the
table, he understands the need for an easy
preneed program and reliable customer service. He's dedicated
to delivering both. He can emailed at jslatton@ihlic.com.

John Parkhurst is V.P. and a founding
member of A Simple Thank You (ASTY)
which provides digital registry, custom
acknowledgment cards and custom guest
books. John oversees the marketing
aspect of ASTY and has done so since
their launchin 2012. He has over 30 years
of nationwide sales and marketing experience. Email him at
jparkhurst@asimplethankyou.com or call (800) 483-0671.

Welton Hong is the founder of Ring Ring
Marketing (FuneralHomeProfits.com),
which specializes in helping funeral
homes convert leads from online directly
to the phone line. Reach him by email at
info@ringringmarketing.com or call toll-
free at 888.383-2848.

Fe= ))
Homesteaders

Life Company eFER ?ﬁl&

M
\
)

Step up your preneed with

Homesteaders and eFuneral.

Get started at efuneralpartner.com



http://www.kanga-woo.com
http://www.efuneralpartner.com
http://www.aquamationinfo.com

Founation PaTNERs Group Aps 1o Tucson FooTpRINT

Adair Funeral Homes and Desert Sunset Funeral Homes Join
Foundation Partners Group

Orlando, FL — Foundation Partners Group, a leading provider
of innovative funeral and cemetery experiences and products,
has announced that the company has purchased the Adair
Funeral Homes and Desert Sunset Funeral Homes in Tucson,
Arizona. The acquisition includes three locations in the
greater Tucson area and expands Foundation Partners
Group’s rooftops in the market to six.

“Adair Funeral Homes and Desert Sunset Funeral Homes
make great additions fo our growing portfolio of funeral
operationsin Tucson,” stated Bob Bukala, Presidentand CEO
of Foundation Partners Group. “The Adairs have set a high
standard of service for their families and their community that
perfectly matches ours. We are very proud fo have Martha,
Ron, Hank and their team join Foundation Partners and help
us grow our presence in Arizona.”

The Adair Funeral Homes were founded in 1956 by Arthur
and Martha Adair. After Arthur passed away in 1973, Martha
along with her sons, Ron and Hank, continued operating the
firm. The second Adair chapel opened in January of 1975 on
the northwest side of Tucson, and a few years later, Desert
Sunset was added o the company. Over the last 20 years,
Hank’s daughter and son, Hillary and Taylor, joined the firm
to continue the Adair legacy in the funeral profession.

“When | first met Bob Bukala a while back, | saw we shared the
same vision of where the funeral profession is headed,” said
Martha Adair, owner of Adair Funeral Homes. “Now, having
learned even more about Foundation Partners Group, | am
convinced that they are best positioned to help us continue to
address the needs of Tucson’s families in the coming years.”

“Our family sensed a real comfort level with the team at
Foundation Partners, especially after we talked with other

16 WWW.FUNERALBUSINESSADVISOR.COM | JANUARY/FEBRUARY 2020

friends in funeral service who had joined them,” added
Ron Adair. “Foundation Partners Group will let us not only
maintain our legacy in the Tucson market but allow us to
grow it aswell.”

“We continue to explore partnerships with the finest
independent funeral homes and cremation centers in our
profession,” stated Jason Widing, Vice President of Business
Development at Foundation Partners Group. “We are pleased
to welcome the teams at Adair and Desert Sunset fo the
Foundation Partners family.”

Foundation Partners Group is a leading provider of innovative funeral
and cemetery experiences and products. As one of the largest
privately-owned funeral and cemetery operators, Foundation
Parfners owns and operates funeral homes, cremation centers
and cemeteries in 20 states and is actively seeking to expand its
presence throughoutthe U.S. With headquartersin Orlando, Florida,
Foundation Partners is committed to revolutionizing the funeral
profession through itsinnovative Sharel ife® customer experience-
centered approach and harnessing the power of relationship and
partnership. For more information, visit the Foundation Partners
Group website at www.foundationpartners.com.

CANA's 2020 Cremarion Symposium. Cremation TaxEs
Centen STace

Wheeling, IL — Looking fo dazzle with your business acumen
and high-powered skills? Head to Las Vegas this wintfer
for the Cremation Association of North America’s annual
Cremation Symposium. The stage is sef for February 26-
28 at the Paris Las Vegas Hotel, and CANA has booked a
glittering cast of cremation experts for a riveting education
and networking extravaganza. These rock stars understand
how to build a successful cremation business, motivate
staff, and connect with consumers who are interested in the
products and services you offer.

This year’s theme is CANA's Got Talent—placing the
unique skills of funeral industry professionals squarely
in the spotlight. In this competition, everyone wins, with
inspirational business ideas and practical takeaways crafted
for immediate implementation.

The Playbill

+Bill Hermann is a nationally fouring and highly sought-
after Wedding Entertainer and Master of Ceremonies. He
brings his show-stopping talents to emcee the Symposium,
demonstrating the possibilities for an unforgettable
Celebration of Life in 500 Weddings and a Funeral.

«CANA Supplier Members take the stage for The Supplier
Showcase: Tips and Tools to Help You Shine in the Workplace.
These industry pros will provide practical, easy to implement
strategies and solutions so you can do what you do best—
serve families with the highest degree of professionalism
and compassion.

«Lori Salberg shows you how to share the spotlight by
Developing a Collaborative Growth Culture. Re-invigorate
your organization by fully engaging employees and improving
the performance of the business overall.

«Noftto be upstaged, CANA Members showcase the strategies
that set their businesses apart from the crowd and appeal to
consumers in search of distinctive care.

«In Marketing with Flair, Lindsey Ballard facilitates a
presentation where attendees don’t just talk marketing.
They'll share actual successful attention-grabbing materials
and the strategies behind them so you can develop your own
winning campaign.

fiVe at the
PARIS LAS VEGAS
FEBRUARY 26-28

%s

goy

+Our closing number jumps the shark with Green Funerals:
Best Practices and Solutions. Learn to captivate the crowd
with best practices, innovative solufions, and successes in
the green funeral field via insights provided by Grace Griffin
and Darren Crouch.

Coming Attractions

«Sessions covering a wide range of topics, including
strategies for setting your business apart, creating spectacular
celebrations of life, and learning from colleagues

+7 hours of CEUs to get your year started off right (Academy-
approved)

«Over 40 exhibitors with fresh ideas and innovative solufions

A break from the winter doldrums with a trip fo Las Vegas!
The Opening Act

Choose between two CANA-hosted events to set the stage on
February 26, 2020! Back by popular demand, the Art of Selling
Cremation 3: Preneed Summit sets your preneed program
up for success. Or join us for the first CANA Crematory
Operations Certification Program™ (COCP™) of 2020.

Be a Champion!

Join your colleagues center stage and get your ficket for
CANA's 2020 Cremation Symposium this February 26-28,
2020. The complete program schedule and registration
information is available at www.gocana.org/cgt or by calling
the CANA Box Office at 312.245.1077. Watch a video preview
of the convention.

Founded in 1913, the Cremation Association of North America
(CANA) is an infernational organization of over 3,300 members,
composed of funeral homes, cemeteries, crematories, industry
suppliers, and consultants. CANAmembers believe that cremation
is preparation for memorialization.

JANUARY/FEBRUARY 2020 | WWW.FUNERALBUSINESSADVISOR.COM ”
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SPECIAL PRICE ot
Powder Coated Alloy Urns

$39°0 Dimensions: 10"Hx 6" D
Capacity: up to 200 cu. in.

A variety of designs are available!

Some Jobs Require Industry
Knowledge and Experience

| Preneed & Cemetery Care Fund
Management is One of Them

CooperativeFuneralFund.com

800-336-1102 ICCFA BOOTH #1121
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INDUSTRY ALERTS

Victoniavie & Co. anp Lecacy TrisuTe INC. ANNOUNCE
P ARTNERSHIP

A VICTORIAVILLE & CO. PARTNERSHIP Ingrained in trit

Boston, MA — Victoriaville & Co. and Legacy Tribute Inc. are
pleased to announce a new Strategic Partnership fo build
a distfribution network to supply Funeral Homes across the
Northeastern United States.

Victoriaville & Co., a fourth-generation family owned
company, is the largest casket manufacturer and funeral
products distributor in Canada. Their flagship manufacturing
plant is one of the leading wood casket manufacturing
facilities in North America, and with the recent acquisition
of Alliance-St-Laurent Caskets, the group now employs
over 500 people, providing caskets to funeral homes across
Canada and through distributors around the world.

Victoriaville has been associated with Legacy Tribute in the
UK and in Australia for the past five years. Based on our
success in those markets, we are confident that this new
partnership with Legacy Tribute in the United States will
provide a long term foundation for us to support the ever-
changing needs of funeral professionals in New England
and across the Northeast.

“Legacy Tribute provides funeral homes with the very best
North American made caskets, as well as providing failored
business solutions to help deliver long tferm success for our
customers", said John Finlay, President of Legacy Tribute Inc.
"We are very excited with this new partnership with Victo-
riaville which will enable us to further improve the service
we provide fo existing customers, expand our distribution
network and make our successful, disposition-neutral
merchandising solutions accessibletomore funeralhomes,
in more states. Legacy Tribute, in partnership with Vic-
toriaville & Co, now represents a strong, viable option
for family-owned funeral homes who would preferto deal
with an independent alternative to large corporate-owned
casket companies.”

Foundedin 1907 and committed exclusively fo the funeral industry
since 1948, Victoriaville & Co s a fourth-generation family business
thatemploys hundreds of people in Canada, the Unifed States, and
the Unifed Kingdom. Victoriaville & Co has become the third-largest
manufacturer of hardwood caskets in North America.

Based near Boston MA, Legacy Tribute brings a fresh new
approach to funeral home merchandising and product supply,
providing funeral homes across New England and beyond with a
new level of product quality, choice and customer support.

CeanPoint New Home Orrice Granp OpENING

ClearPoint :::.

Batesville, IN — December 9, 2019 - ClearPoint Federal
Bank & Trust, a federally chartered savings bank that has
been providing trust and record keeping services to the
funeral and cemetery industry since 1998, held a Grand
Opening of their new home office on December 4, 2019. The
Grand Opening celebration also included a Ribbon Cutting
ceremony with representatives from the city of Batesville,
including Mayor Mike Bettice.

After 21years at One Forethought Center, ClearPoint moved
their home office to a new location. The new home office is
located at 100 Progress Drive in Batesville, Indiana. The first
official day of operation at Progress Drive was November
18, 2019.

“The newly renovated office provides the ClearPoint tfeam
with a first-class facility designed to meet the organization’s
growing needs. The dynamic design gives our team members
collaborative work areas, state-of-the-art technology,

and ergonomically designed work stations to maximize
productivity and comfort. It is important for us to equip our
tfeam with the fools and space needed fo provide quality
service forall our customers. This updated office will support
our growth strategies and expansion initiatives for many
yearstocome,” stated Ashlee Theising, President and COO.

ClearPoint Federal Bank & Trust is a federally chartered savings
bank based in Bafesville, Indiana. ClearPoint is dedicafed solely
fo the funeral and cemetery industry. Independently owned and
operated, ClearPoint has provided cusfomized funeral home and
cemetery trust and related services since 1998, which are now
available in over 44 states and the District of Columbia. Visit www.
clearpointfederal.com to learn more.

Funeral Communications for 2019

THIS IS

Enhance Family Experience /
Instant Access Messaging /
Gain Peace of Mind

myASD.com

i Q’ y
1-800-868-9950
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Passare® ANNoUNCES INTEGRATION wiTH Lap TiE

Abilene, TX — Passare, Inc. is pleased to announce a new
integration with Leap Tie, a marketing and web development
company with over 20 years of experience in the funeral
profession.

“We are pleased to partner with Sean and Michele Fagan,
and the entire team at Leap Tie, to give our shared funeral
home clients a streamlined process for sending obifuary
information fo their websites,” said Josh McQueen, VP of
Product at Passare. “This infegration will help clients save
fime and eliminate duplicate data entry into two different
systems.”

With Passare’s integration with Leap Tie, funeral directors can
now send the data gathered on a case such as the obituary, vital
staftistics, service information, and much more, straight fo the
funeral home’s Leap Tie website with just the click of a button.

“Our goal isto support our funeral home customers by helping
them save time and create automations where possible,”
said McQueen. “We are always happy to help our customers
streamline their processes and create efficiencies so that
they can get back to doing what only they can do, which is
serve families in their fime of need.”

"We work with owners who are progressive and want fo grow
market share,” said Michele Fagan, Owner of Leap Tie. “Our

@, passare 0

LeapTie

take the leap

websites are part of how we help drive results that outperform
anything in the profession today. We are pleased to add the
power of Passare to the innovative options we provide.”

To learn more about Passare’s cloud-based funeral home
management software with built-in family collaboration
tools, go to www.passare.com.

Passare offers the funeral profession's only funeral home
collaborafion software with integrated business managementfools.
Through Passare, funeral directors can connectand communicate
with families and access case information anyfime, anywhere, using
any internet-connected device.

Leap Tie co-founders Sean and Michele Fagan have more than
40 years of combined business, marketfing, and sales experience
- and they've spent the past two decades focused exclusively on
the death care profession. Leap Tie provides innovative markefing
solutions fo keep funeral homes, cemefteries and crematories
ahead of the curve. Contact Leap Tie foday af 800-461-4780
www.leaptie.com

CALL ABOUT MONTHLY SPECIALS

NEW ADDITIONS

Madelyn Keepsake Pendants ave hand made

800-788-0807 Fax 608-752-3683

www.madelynpendants.com
e-mail orders@madelynco.com

CR&KN

EFFICIENCY TOOLS
THAT SAVE YOU
3+ HOURS PER CASE

&1 DIGITAL WHITEBOARD
(% SINGLE ENTRY

& VOICE TO TEXT OBIT
[> MOBILE USE

&% UNLIMITED USERS

o NOTIFICATIONS

Use CRGKN anywhere, anytime,
on any device
Start your risk-free, 30-day free trial
www.crakn.net or 844-382-7256

Own Your Funeral Home's
Online Reputation

RING RING

MARKETING

Or Someone Else Will

Get Your Free Instant
Reputation Report Now

www.FuneralHomeReputationNow.com
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Tte Liviv UsN® Receves Toe Excrusive U.S. LICENSE For THE
Parentep Ice Unn

Greenwood Village, CO —
e ; Biolife, LLC, the developer of
it Sy The Living Urn® and ifs leading
' eco-friendly Element Bio Urn®
line, is excited to announce that

The
LiV| ng ul"n it has obtained the exclusive

license from Memoria, a

progressive funeral home group
basedin Montreal, to produce and market its patented Flow™
ice urn in the United States. This unique urnis made entirely
from ice and floats while gradually melting and dispersing
cremated remains gracefully info the water. Flow™ was
designed by Diane Leclair-Bisson for the Memoria Collection
and received the Gold Award for Design Society and Silver
Award for Eco-Sustainable Design at the European Product
Design Awards. It was also granted the Consumer Product
Award af the Core77 Notable Design Awards.

Mark Brewer, Biolife’'s President commented, "We're
extremely excited to partner with Memoria to provide the
Flow™ ice urn to families throughout the United States. Flow™
isvisually stunning with a truly breathtaking presentation and
returns the ashes of a loved one back to nature in the most
ecologically pure way. We believe this unique and beautiful
option will change the conversation in the funeral industry and
quickly become a leading memorial for families interested
in a water burial or scattering ashes in water.”

Brewer continues, “Our goal is to develop and offer unique
cremation urns that help families create memorable and
meaningful memorial experiences. We started with The Living
Urn®, which has quickly become the leading biodegradable
urn and planting system that allows families fo plantamemory
tree with ashes. We then introduced proprietary eco-friendly
BioUrns® including burial urns, scattering urns for both land
and water, as well as indoor planter urns. The Flow™ ice urn
is a perfect complement to our existing urn line and makes
it easy for families to have beautiful ceremonies where the
ashes of a loved one can be scatftered in the water.”

Biolife, LLC, based in Colorado, is committed to developing
and marketing unique market leading cremation urns catering
fo families looking for eco-friendly and meaningful afterlife
options fo honor a loved one.

Alfred Dallaire MEMORIA is a fourth-generation family business
based in Monfreal now run by Jocelyne Dallaire Legare the
granddaughter of Alfred and Aline Dallaire who founded
the company in 1933. Today, Alfred Dallaire MEMORIA is a
resolutely forward-looking business leveraging long-standing
fradition fo reinvent itself. This means respecting everyone's
cusfoms, traditions, and fundamental beliefs. It also means
offering ecological funeral ceremonies that honor the memory
of the deceased while supporting environmentally sustainable
pracfices.
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obody likes to talk about death. For various reasons, the

fopic is considered a social taboo by almost everyone
except for funeral and cemetery professionals — for this
group, it is simply a part of everyday life. The average
consumer experiences the inner workings of the death care
industry only when they lose a loved one, and thus cannot be
blamed for thinking that the funeral and cemetery profession
has remained the same since the beginning of time. Buf
the profession is rapidly evolving, and Jake Johnson has
written a new book that offers a fresh perspective on the
impending changes and their inevitable impact. As the title
states, Johnson's book offers valuable lessons on how funeral
and cemetery businesses can “stay alive and find growth” in
adynamic market.

Coming in at 162 pages, Staying Alive in the Funeral &
Cemetery Profession is an interesting and well-paced read.
Johnson, who is the president and CEO of Johnson Consulting
Group (JCG), weaves relatable stories and examples from
his 20+ years of boots-on-the-ground experience to help
funeral and cemetery professionals succeed in “building a
business, weathering changes, and finding growth.”

Jake Johnson's personal insights are a significant component
of the book and essentially make up the soul of the narrative.
This fact must be highlighted, because unlike some
business books which try to sell easy shortcuts fo success
using incomprehensible jargon and imaginary metaphors,
Johnson has managed to write an inspiring guide based
on his own financial and managerial know-how, gained by
working with and for his bosses, clients and colleagues in the
profession. He writes from the heart, with learned wisdom
and a wry sense of humor, to help funeral and cemetery
owners understand how fo become “bigger, better, stronger”
in a highly competitive marketplace.

“Except forembalming, Jake has literally doneitall.”

The introduction to the book starts out with a summary of
Johnson's early encountersin a cemetery. He began his career
as a teenager working a summer job pulling weeds, clearing
sidewalks and frimming rose bushes at Pierce Brothers Valley
Oaksin Westlake Village, California. “My deep appreciation
for the funeral and cemetery profession began there, on
those grounds [of the cemetery].” After graduating with a
management degree from Xavier University in Cincinnati,
Ohio, he worked as an accountant, an acquisition analyst,
a funeral arranger and director, eventually joining Johnson
Consulting Group and steadily moving up the executive
ladder fo take on the role of CEO.

Johnson has truly done it all, and his book is an invaluable
tool for seasoned owners as well as new generations working
in the death care profession. James H. Busch, President of
Busch Funeral and Crematory Services in Cleveland, Ohio,
wholeheartedly agrees with this take, noting the following
in his review: “l offen am skeptical when | see amust-read for
our profession, but this is amust-read. [Jake's] wisdom from

real-life experienceismorethanadvice; itis afrue testimonial
of someone who cares deeply for our profession.”

“If you take care of families, they’'ll take care of you.”

Johnson’s book is a beneficial resource for funeral and
cemetery professionals who are frying to determine how to
cope with a changing market, take their business to the next
level and still provide excellent service for their families.
Whether you work for a corporate-owned firm or a private
funeral home/cemetery, this book is especially useful if you
are feeling stuck and unsure of your overall strategic position
in the face of new market trends. Rising cremation rates,
increasing pressure to provide prices online, and the growth
of discount operators are just some of the challenges that
death care providers are going to have to manage (if they
aren’t already) in order to stay competitive going forward.

To find some semblance of stability in a competitive business
environment, funeral and cemetery owners will need to
embrace a new way of doing things. A majority of people in
the profession often say that the core purpose of their work
is faking care of grieving families. There is truth behind this
belief of course, but as Johnson explains the main job of a
funeral or cemetery professional is fo solve a problem. “How
each of us handles that death makes the experience more or
less meaningful for the family, but the botfom line is that they
have a problem and they need our professional help to solveit.”

“It's time to make life and death decisions.”

Tomove acompany forward, you have tfo understand where
it currently stands. In his book, Johnson illustrates how his
consulting feam has helped thousands of funeral homes and
cemeteries using amodel called the “Four-Legged Stool” to
highlight the primary business areas that require consistent
investment and attention:

» Customer Service

» Workplace

» Marketplace

« Financial Management

The book describes each area in detail, posing questions
that stimulate honest discussion and in-depth analysis in
order to push funeral and cemetery owners to make hard
decisions about the future of their business. For example,
what is the big picture for your company? Do you want fo
generate growth or stay even? Are you in a position to buy
or sell? What does retirement look like?

To accurately answer these questions, business owners
must dig deep and recognize how each section of the four-
legged stool affects profits: “Each area plays an essential
partin keeping the business upright. When one leg is missing
or even wobbly, everything else suffers and you're at risk of
falling flat on your rump.”

“You can either make it happen or wonder what happened.”

The middle chapters delve into what is basically the “meat”
of the book. Without giving away too many spoilers, read this
book if you want to learn the best way to efficiently manage
the life cycle of a funeral, cemetery, or cremation business.
Here are some of the topics Johnson dives into:

« How to start or buy a funeral or cemetery business or
negotiate profitable ferms with an inheritance.

» How to build up your most valuable asset: your employees
- thisis amajor challenge in today’s economic environment,
and especially so in the death care industry. Hiring the wrong
person who might turn off potential customers could mean
losing “as much as $20,000 in enterprise value.”

« Find opportunities for growth and innovation, even if you
don't think it's possible for your company.

« Learnto embrace technology - fechnology is everywhere,
and customers expect to see it in the products and services
you offer, e.g., online reviews on your website or Facebook
page. “You can’t counton legacy anymore.”

» How to navigate the ups and downs of succession with next
of kin or a key employee.

« Figuring out when to sell - the book provides a breakdown
of the JCG Value Matrix to guide sellers towards the results
they desire.

There is a chapter just for cemetery owners, with innovative
ideas on how tfo manage a property that is considered an
eternal resting place. Johnson challenges cemeterians to
rethink how they approach customer service and the product
options they offer. In this age of increasing cremation and
changing personal preferences, buyers want fo make theirown
burial choices: “When we make thingstoo difficult, buyers often
decidetojustgo somewhere else. It's time to look at your list of
rules and regulations and defermine whether ornotany of them
are affecting the value of memorialization for your customer.”

The book also includes several case studies with real-life
scenarios that illustrate the potential for driving growth
and increasing profits, no matter how bad things may seem
at first. With some effort and analysis, along with unbiased
perspective from an outside source, it is very possible to
breathe new life into your business.

Johnson concludes the book with his predictions on the future
of death care and how funeral and cemetery professionals can
use thisknowledge to theiradvantage. Change is coming fo the
death care profession, but Johnson believes that proactively
embracing the change is crucial to achieving success: “Death
will always be around, and people will always need us. What
those needs look like may shift, but if you can meet them, you
won'tonly stay alive in this profession; you'll thrive.” FBA
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amino del Sol Funeral Chapel and Cremation Cenfer is
located in sunny Sun City West, Arizona, but has humble
midwestern rootfs that span over four generafions in the
funeral industry. Their legacy has been built on generations of
hard work, heart, and providing quality service.

“I was pretty much born into the funeral industry,” begins
Karen Darby-Ritz, Advance Planning Manager and Community
Relations with Camino del Sol. “My grandfather got his start in
the industry when he began managing a cemetery in Michigan.
Eventually my father joined him as well. Because he loved the
industry so much, my father was always coming up with new
ideas and ways to improve different aspects of his job, butf
since he didn't own the cemetery, he was always being told
no. After being fold no so many times, my dad and grandfather
ultimately made the decision to purchase their own cemetery
in Danville, Illinois so they had the freedom fo call the shots.
After many years they grew the family business fo two
cemeteries, seven funeral homes, and two manufacturing
plants that specifically manufacture products for the funeral
industry,” she continues.

After growing the business in lllinois, the Darbys decided fo
bring their way of doing business fo Sun City West in 1989.
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Then in 1996, Camino del Sol Funeral Chapel and Cremation
Center became the first and only licensed endowed care
cemetery in Sun City West.

“My dad’s dream was to have all five of his children work in
the industry right by his side. However, | - the oldest of five
children his first born - decided | did not want fo work in the
family business because | wanted fo feach,” Karen recalls.
“My father always supported me, and it wasn't until years later
that | discovered just how devastated he was that | had chosen
another path. After college, the job market for feachers was
over safurated in lllinois, so my husband suggested we find a
place that needed fteachers and we ended up making Arizona
our new home,” Karen goes on to say.

After Karen moved to Arizona and gave birth fo the first
grandchild, visits from her parents became more frequent.

“My dad fell in love with Arizona. He ultimately decided to
look for a second house here because they were visiting so
frequently. When he was speaking with a realtor fo find a
vacation home, he kept gushing about his business because
he is so proud of what he does. The realtor happened to have
the perfect piece of property that would be great for a funeral

home and that is how Camino del Sol came to be,” explains
Karen.

Since they opened their doors in 1989, they have made every
effort to not only meet but exceed the needs of the families
they serve. They always honor personal customs and family
fraditions while providing the highest quality of service at a
fair price all while being kind to the environment. Camino del
Sol is also home to one of the country’s only cremation only
cemeteries.

Afterteachinginthe areafor 30 years, Karen eventually retired
and finally joined the family business and made her dad’s
dream of having all five of his children work alongside of him
come true.

“One thing that really makes us stand out is that we are family
owned and operated. Just like us, not a lot of people who live
in Arizona are actually born in Arizona, most of them come
from the Midwest,” laughs Karen. “Because we were born
and raised in the Midwest, it really helps us make strong
connections out here. People are drawn fo our values and they
like that we know how to think outside of the box,” she adds.

At Camino del Sol, feam members are provided a safe work
environment and always treated with respect. A big reason
for the funeral home's success can be attributed fo having
established clear performance standards and provide ongoing
fraining and education, while at the same time rewarding
initiative and creativity, all with a spirit of cooperation and
teamwork.

“Thanks to our hardworking staff, we are never a funeral home
who has fo fell a family, ‘oh | am sorry we can’'t do that.” We
have the most hardworking, creative staff and together we
are able to give our families anything they need o getf through
this tough time in their lives. Families will tell us that from the
moment they walk through our doors they feel at ease because
our staff is so kind and welcoming,” Karen states humbly.

When it comes fo the atmosphere of the Sun City West funeral
home, they like to keep the decor on trend and never let
their space feel outdated. The funeral industry is constantly
changing, and Camino del Sol aims to be on the forefront of
new ideas. Their goal is fo contfinue to break the mold of what
a funeral home is supposed to look like and instead create a
space that is evolving with the times and doesn’t get stuck in
old-fashioned décor. By investing back info their facilities, it
helps put the families they serve at ease and makes them feel
more at home.

“In addition to the service we provide fo families each day, we
also like to connect with our community in as many ways as
possible. We open our facilities to events that sometimes have
people questioning, ‘where? Isn't that a funeral home?’ We
hold seminars on essential oils, estate planning, and are in the
process of getting some local artists in for readings and book
signings. We give anything a shot because we want people to
be comfortable with our space and we never want families o
feel intimated or afraid fo come here,” relates Karen. “We live
in a community that is rich with talent and it has a lot fo give,
so we want to be a part in helping to make that known. We are
really proud of our community and we want to show it off when
we can,” she adds.

By opening their doors to different types of community events,
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Camino del Sol becomes a less intimidating place for families.
It becomes more than a place where they go when a loved one
has passed away, but a pillar of the community that people
frequent for a variety of reasons. Thus, making the day where
they do have to say goodbye to a family member or friend a
little more relaxed.

“Mysiblingsand | arethethird generationthathasworkedinthe
funeral industry and the youngest in the fourth generation has
just finished college and all have slowly but surely found their
place in the family business as well. And the fifth generation
is just being born, but they are coming fast and furiously,”
laughs Karen. “l am proud to have been born and raised in this
industry and it's really exciting and humbling to see it continue
to happen for the next generations. This isn't just a job for us,
it's our life and passion,” Karen says emotionally.

With two siblings running things in Arizona and three handling
the business back in lllinois, the only thing that really gets in
the way is the time difference. According fo Karen, its a huge
blessing fo have the family business spread across the US. It
is easy to ask for advice and fo borrow ideas from each other
and implement them in both places. Both locations stay tuned
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into frends across the board, get a well- rounded picture of
what families will need, and strengthen the business each day.

“Looking forward to the future, we want to continue to stay
on top of the frends of the industry. To do so, we spend time
sharing our knowledge and constantly looking to learn more.
We go fo the conventions and standard industry events, but in
addition to that we try to attend events that are not specific to
the funeral industry, absorb as much as we can, and then come
back and figure out how we can apply it to our business to make
it better. We are always looking forward to learning something
new and finding new ways to improve our business,” states
Karen.

Since Camino del Sol first opened its doors, it didn't take long
for the Darby legacy to mean as much in Arizona as it does
in lllinois. It comes as no surprise that the funeral home has
found success in Sun City West. Armed with their midwestern
values, family bonds, passion for learning, heart, and hard
work - nothing can get in the way of this family business. The
palpable passion puts families at ease and Camino del Sol on
the map. So, grab your sunglasses because the legacy of this
Arizona funeral home is going to continue to be bright. FBA
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As’rrong preneed program has always been an essential
part of a robust strategy for funeral homes, one that
secures future business and increases their families’
satisfaction. As we enter a new year, a new decade, this
important part of the deathcare industry certainly isn't going
to change, in fact it will become more pertinent than ever.

“A recent Homesteaders survey of funeral home owners
revealed that 70% say the at-need experience is much
better when a prearrangement exists. 95% of funeral
directors participating in the survey report that consumers
arereceptive to prearranging,” explains Danielle Burmeister,
Director of Marketing Communications with Homesteaders
Life Company. “Advance funeral planning is also important
tfo — and valued by — consumers. Homesteaders’ latest
policy owner survey showed that 100% of preneed policy
owners were safisfied with their decision to prearrange. In
fact, they’re so satisfied that 96% reported that they plan
to or would consider recommending preneed to someone
else, with more than 40% already having recommended
within a couple of months of prearranging,” states Danielle.

It's clear that preneed is something families really want and
need and that client families are well served and satisfied
by firms with preneed programs. Consumers have so many
choices in celebration and memorialization with an emphasis
on commemorating individual lives through highly personal
services. They have control, which is a complete 180 from
decades ago. For consumers who wish to plan in advance,
there are many secure options to fund their funerals that
include plans to help offset inflation. From a consumer
standpoint, a funded, prearranged funeral is fruly a solid
investment and something a person will have use for in
the future.
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Funeral homes with the strongest brands are more likely to
enjoy long-term success, and high brand strength almost
always is the result of consistently high levels of satisfaction
and high numbers of people who actively recommend or
refer friends and family. Preneed is important because it
helps successful funeral homes increase their market share,
outclass their competition, and secure future business.

“Preneed eases the at-need experience for families because
planning ahead allows them to make more meaningful
decisions for their loved ones. A high-quality preneed
experience gives families a memorable connection to a
funeral home’s brand. Even if a family doesn’t prefund, the
experience can create a lasting positive impact,” describes
Tyler Anderson, VP Business Development with Precoa.

Preneed has changed with the times in terms of the
transitions that are currently disrupting the funeral
business. It is well documented that fewer and fewer
people are looking for what used fto be the standard
funeral. In the past, people knew very little about the
process once someone passed; they relied 100% on the
funeral director to walk them through it and the process
was somewhat controlled by the funeral director. Now,
people are doing their research online and finding out
about prices and options before walking through the door
of a funeral home.

“What is old is new again. Family service and aftercare
are once again the focus of many preneed companies.
Grief and bereavement services are being requested by
many funeral homes as an addition to the normal portfolio
of preneed offerings,” says Mike Varanakis, Marketing
Director with Security National Life.

Due to the abundance of readily available resources and
information, foday’s families are much more knowledgeable.
This is where the biggest change in the industry exists from
how it was handled in the past. The industry is abuzz about
changes in products and services, but the real difference is
that the consumer has been trained by the internet to be price
conscious and every purchase people make is an analytical
one to some degree. This paired with the research on funerals
makes the consumer feel they are an expert before engaging
afuneral director. Inmany cases they believe they know what
they want and what they are willing fo pay for it.

“The problem with this new consumer approach is that they
are not buying something simple like a toaster,” begins Todd
Mannix, Vice President with Cooperative Funeral Fund, Inc.
“Today’s online consumer lacks experiential input. A funeral
is not a packaging of products and services. Rather, itis the
reason why those products and services are being purchased
and what the family is attempting to do when they buy them.
They are saying goodbye fo someone they cared about. There
is a lot of emotion involved and when the consumer thinks
they understand what they are doing in terms of products
and services, they are making the funeral transactional as
opposed to emotional. This is especially true in a preneed
sale because the loss has not occurred yet. A funeral director
may be better able fo overcome the know-it-all, I'm not going
to pay a lot for this funeral, tfransactional mindset and help
a family create a loving service during a time of loss when
people are feeling the pain and wanting to memorialize. It
takes a little more savvy in a preneed setting, depending
on the client, when the emotional experience of loss is not
upon them. In these circumstances, if the conversation is
handled the way the consumer thinks it should go based upon
their transactional research, the funeral could be devoid of
it’s frue purpose; Honoring the loved one that has passed
and providing the grieving family and friends a chance to
gather and celebrate the life as opposed fo just observing
the death,” Todd states further.

How we reach out to potential preneed customersis changing
as well. While a funeral home should not entirely stop their
traditional approach for generating conversations that lead
to a preneed contract, awareness campaigns using a variety
of methods including social media, seminars, lunch and
learns, elder care information and how to navigate social
security benefit elections for retirement are good methods
to reach new customers.

“Social media is becoming more prevalent in getting your
message out to your local community and to the extended
family. Using social media can assist funeral homes by
answering questions about how the process will benefit the
family and create buy-in for all family members. Awareness
campaigns help soften and eliminate issues that may arise
for a large extended family who does noft fully understand
the value of preplanning. Recent developments in fechnology
have allowed us to speed delivery for issuance of coverage
for preneed agreements and speed up claims process o
hours versus weeks previously,” says Tom Holland, Vice
President National Accounts with Atlantic Coast Life.

Get advice from leading company professionals on how to
increase your preneed business in this feature editorial.
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“Cooperative Funeral Fund, Inc. (CFF) has been a leader
in preneed fund management and account servicing
since 1989. Over 1,000 clients already rely on CFF for
their preneed fund management. With over 600 million
dollars under management the CFF program was created
specifically and exclusively for the death care industry
in order to facilitate the creation, investment, related
tax compliance and payout processing of preneed funds
and the management of care funds for cemeteries. CFF's
custom built subaccounting system was created with you
in mind. Through this system, fund balances are available
toyouonline (and via smart phone applications) 24 hours
a day down to the individual trust level, so you always
know how much is available when a call comes in. Our
focus on the customer, attentive customer service, and
meticulous attention to detail, has allowed CFF to enjoy an
excellent client retention throughout the years.,” begins
Todd Mannix, Vice President with Cooperative Funeral
Fund, Inc.

Cooperative Funeral Fund, Inc, is in the business of
providing preneed trust fund management. They are solely
focused on serving the funeral services industry. They have
adeep knowledge of the business honed through over 30
years servicing the death care industry and by focusing
on putting the customer first. This philosophy has helped
CFF to become a leader in the industry.

“While technology and the shift to cremation are certainly
disrupters to the traditional funeral services industry,
there are also many benefits in terms of not only reaching
the consumer in their comfort zone, but also to create
new and customized funeral experiences. There is a great
opportunity to set expectations and help the consumer to
understand why a funeral service is so essential in healing
after a loss by using the internet and social media. In
addition, the more educated consumer of today is also
used to a high level of customization as they can generally
get what they want, when they want it, and many products
have customized options. They are used to this type of
service and will expect the funeral process to be the same.
Consumers may become frustrated, disinterested, or
disengaged with a process that does not fit their normal
purchasing experience. Funeral directors should use their
online presence and marketing to show how funerals can
commemorate in thousands of different and unique ways.
In looking at the opportunities created by the disruption,
funeral directors will be a part of crafting and directing
the change to the industry instead of being pushed by it
and reacting after the fact,” Todd explains further.

www.cooperativefuneralfund.com
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» PRECOA
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“What matters more, appearance or results? Marketing should
never be solely about making something look or sound good;
instead, it should serve a clear purpose and generate results.
The first step to making your marketing more effective is to
measure set, hold, and close rates. That is, measure how
many appointments get set as a result of your marketing, how
many appointments are held, and how many appointments are
prefunded. Tracking each of these requires carefully monitoring
your entire sales pipeline, from lead to close, and by doing
this you can pinpoint where your marketing is most effective.
This gives you better insight into how to be more precise when
testing and improving your efforts, and it helps you refine your
marketing’s appeal to those families who are most likely to
preplan,” describes Tyler Anderson, VP Business Development
with Precoa.

The traditional preneed model puts all the work on the funeral

- home. They are expected to generate leads, set appointments,
and manage a sales team, all while trying fo run their business.
But at Precoa, they fully manage the funeral home’s entire
preneed pipeline. Their furnkey solution includes everything
from generating leads fo closing sales.

“Our system is proven to increase market share and double

salesvolume, and our high-quality, data-driven marketing is

supported by the Funeral Planning Center, where we follow up

with every lead, making sure no one falls through the cracks.
‘ We also recruit and train advance funeral planners, delivering
ongoing onsite management to fully develop their talent for
inspiring families. With Precoa’s complete preneed program,
funeral homes can spend their time focusing on helping at-
| need families heal,” Tyler goes on to say.

Precoa begins by creating a custom marketing plan, and they
| support this plan by using data-driven strategies fo generate
highly qualified leads. Precoa meticulously manages and tracks
leads, and the Funeral Planning Center follows up with every
single one, setting appointments and ensuring that no lead
falls through the cracks. They also recruit and train advance
funeral planners who meet with families and provide ongoing
onsite management. Additionally, advance funeral planners
receive resources like the Precoa Webportal, where they can
manage their schedules and track leads, and Precoa Mobile, an
app that lets them manage leads and appointments wherever
they happen to be.

“Once our program is in place, Precoa’s funeral home partners
receive reports that help them monitor their progress so they can
! make sure we are doing everything promised in our marketing

plan. Marketing, sales, appointment setting, and support -
Precoa providesitall. Our partners tell us they like how we take
the work off their shoulders and put it onto ours. They appreciate
the turnkey nature of Precoa and the fact that they no longer have
to worry about the minutiae of scheduling and organizing mail
drops or planning community education program,” concludes
Tyler.

Www.precoa.com
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Homesteaders
Life Company
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“When people learn about advance funeral planning, most
believe it is a smart thing to do. Yet, many report they have
not been contacted by a funeral home about preneed. We
know that people who prearrange and prefund their funerals
are satisfied with their decisions, and the vast majority of
them are so satisfied that they recommend it to a friend
or family member within a short time of doing it. This data
is important for funeral professionals to know because it
should provide permission to believe that a strong preneed
program is not only necessary to fill a consumer need, but
essential to achieving long-term success,” says Danielle
Burmeister, Director of Marketing Communications with
Homesteaders Life Company. “If you don’t have a process
forresponding with the same sense of urgency to someone
who calls or walks into the funeral home saying they wish
to prearrange as you do for an at-need funeral, it is a
huge liability to your firm’s brand and market share. A
person who has the need to prearrange wanfts it NOW, no
different than the person who needs you to do a removal.
This thought process should result in an attitude by the
funeral professional that his or her firm must be prepared
to help someone plan a funeral regardless of when it will
take place — whether it is three days or 10 years hence.
More important, funeral home owners and operators should
actively promote advance funeral planning because it most
oftenresultsinanincrease in funeral planning activity that
generates current and future revenues,” Danielle states
empathically.

Not only can selling funerals in advance help secure future
market share, it captures the buying habits of today’s
consumer.

“Fromapurely financial standpoint, funded prearrangements
do not become aged receivables that are difficult to collect.
This helps with cash flows that are vital to maintaining
strong day-to-day operations. The existence of an active
preneed program requires ongoing PR, marketing and
promotions that can help a firm build and grow a strong
brand,” adds Danielle.

Homesteaders offers a variety of products to meet the L"
unique objectives of every funeral home owner. Each g
product is designed to successfully meet the needs of the l’
funeral home owners and their client families by adjusting },— )
the key variables of premiums, growth, commissions and =
underwriting requirements to create a product design most ‘_
suitable to the circumstances of the funeral home and its -
client families. }—"
—

“Homesteaders does one thing: we facilitate the advance
planning of funerals and related expenses, and we are
committed to providing products that are safe, easy to use
and balance the needs of funeral home customers and the
families they serve,” explains Danielle.

www.homesteaderslife.com
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As we were getting older, working 24/7/365
was not part of our retirement plan. More
time with children and grandchildren was a
higher priority. We’d been working on our
succession plan for several years. However,
living in a small town, we had reservations
about selling to just any company. The key to
our decision came down to trust — something

Foundation Partners Group
4901 Vineland Road, Suite 300
Orlando, F1. 32811

MARLA MICHAELIS

SCHNEIDER-MICHAELIS FUNERAL HOME

"WE LAID A
FOUNDATION
OF TRUST IN OUR

COMMUNITY
AND WE WANTED
A PARTNER
COMMITTED TO
BUILDING ON IT."

we worked hard to establish in our community
and a strong value we quickly recognized in
Foundation Partners. They acknowledged and
honored the goodwill we’d created and wanted
to continue the high level of service we had
established. We were pleased with the entire
acquisition process. It was absolutely the best
decision for our family and community.

Get in Touch
1-888-788-7526
FoundationPartners.com


http://www.foundationpartners.com
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Security National
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At Security National Life, their goal is to provide their
funeral home client base competitive preneed products
and services. SNL’s strategy is to educate on how a
service approach to marketing can increase the ability to
serve more families. Security National Life has enjoyed
impressive growth over the past few years.

“We offer a variety of products that are flexible enough
to accommodate the needs of each funeral home. Also,
a highly experienced sales management team that has
extensive experience in preneed sales to families in
both anin-home and funeral home setting,” states Mike
Varanakis, Marketing Director with Security National
Life. “We offer to first perform an extensive funeral home
discovery/business review in order to craft a product/
plan that will solve preneed concerns for each funeral
home. Also, we offer a sales mgmt. feam with extensive
experience in helping families with all aspects of their
preneed/prefunded arrangement. We feature a sales
development department whose sole purpose is to
assist our sales mgmt. and funeral home partners with
recruiting/training/lead generation marketing and sales
technology opportunities,” Mike elaborates.

Mike stresses that because we have seen the way tech
and social media have impacted the frequency in which
families are being exposed to preneed messages as well
as the ease of having questions answered through 24 -
hour access to information to help with future decisions,
that it isimportant fo have a strong grasp on social media
in relation to your preneed program.

“The increase in cremation has changed preneed sales
and offerings for the better because there are now more
options being offered (increase in a variety of package
options that often include cremation merchandise),”
emphasizes Mike.

www.securitynationallife.com
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“Look for ways to get your message outf to the community.
There are a variety of methods that will work for you if
you are focused on this one area from the many services
you offer to your families. Evaluate the growth options
you have available on the preneed plans you offer to
protect your assets. Find out the social demographics
of your specific area and target them. Stay the course,”
advises Tom Holland, Vice President National Accounts
with Atlantic Coast Life.

Social media is becoming more prevalent in getting your
message out to your local community and to extended
families.

Atlantic Coast Life offers a range of products that help
families prearrange now. Their growth rates help funeral
homes protect their revenue stream when a preneed plan
is processed, and these funds pay for the arrangement
which might be years in the future.

“Preneed efforts are crucial to future call volumes. We
know from our years of experience and data that an active
preneed program will increase funeral homes call volumes
and almostin all cases will keep them increasing for many
years during active preneed efforts. The other big winner
in these efforts are the families served who preplanned
and prepaid. Preneed programs help the community see
the funeral home as one who provides a valuable service
and cares deeply for them. There are only benefits from an
active preneed program everyone served and those who
only obtain this information now who later might become
a preneed family. They have a better understanding of
the process and why this is so important for everyone to
consider,” Tom adds.

ACL provides great products, outstanding dedicated
service for processing preneed business and claims
payments without delay. They also have an E-Need
after care program that is no charge to the funeral home.
Additionally, riders to protect the preneed client and
their children, grandchildren and great-grandchildren
at no charge to the client or funeral home. ACL customer
service is dedicated to the funeral home and their needs .

www.aclico.com
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Ready Capital

Small Business Specialty Finance
We can help you with your funeral home financing néeds
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Ready Capital, through its subsidiary ReadyCap Lending, LLC, is a nationwide direct lender that
specializes in financing uniquely successful businesses that require specialized industry knowledge. Our
Small Business Specialty Finance Team are industry specialists that have 10-20 years of experience
lending to the Death Care Industry. Our loan programs are designed to maximize business cash flow
and the creation of wealth for our clients.

Funeral homes have substantial value that is intangible. We understand the value of your firm, and we
will lend against the goodwill value where many lenders will not. Our creative loan structures promote
cash flow, growth, and liquidity for our clients.

Loans can be structured to include:

e Up to 100% Financing
* Up to 25 Year Terms and Amortization
e Construction & Renovation Financing

* Equipment Financing

» Working capital

e Acquisitions & Partner Buyouts
» Debt Consolidations

Please call or email one of our specialists TODAY to
learn more about how we can help you with your funeral
home financing opportunities!

John Tonjes / Ready Capital / SVP, Small Business Specialty Finance / 614-981-4376 / john.tonjes@readycapital.com
Dan Bywater / Ready Capital / VP, Small Business Specialty Finance / 801-477-7798 / dan.bywater@readycapital.com
Marie Shelton / Funeral Financing Associates / Owner, Managing Director / 812-475-9711 / mshelton@funeral-financing.com
Jody Myers / Funeral Home Financing Associates / VP Loan Operations / 309-258-3708 / jmyers@funeral-financing.com

For media inquires please contact Jennifer Graziano | info@readycapital.com | 866-379-0967



http://www.readycapital.com
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HOW"DIGITAL
REGISTRY CAN

BY JOHN PARKHURST

reneed is obviously a great way to generate new revenue

for your funeral home, but how do you begin? Where do
the leads come from? Still copying pages of the registry book?
Contract with a preened company? Stalk your Facebook
guests? Buy expensive mailing lists? There’s a far better
way, and these are people who have already been to your
funeral home, who know what you have to offer, at the time
arrangements are on the fop of their minds. The answer is
digital registry!

What is digital Registry? Digital registry offers funeral homes
and their clients an opportunity to digitally capture, store,
organize guest information. This not only includes names
and addresses, but it can also capture phone numbers and
email addresses. Thisinformation is critical for improving your
preneed program. These are individuals who have been to
your funeral home and are most likely thinking about making
their own arrangements. The guest information can be used
in conjunction with your preneed insurance companies. In
addition to gathering the information, there is a secondary
benefit to the family.

This newer, innovative technology allows you or the company
you work with, to address the envelopes, print custom
acknowledgement cards and print a custom guestbook.
This is a difficult and daunting task, which now allows you
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to help the families, while helping fo boost preneed at the
same time. This can also allow you to offer more guest book
options for your funeral home and reduce your inventory at
the same time.

How does it work? There are a few companies, with slightly
different systems that basically all do the same thing. The
digital registry would take the place of a traditional guest
book at your funeral home. This can be an app onaniPad, or
program on a computer or tablet. Instead of trying to decipher
illegible handwriting or getting incomplete information,
guests easily type in their information on a simple keyboard.
Simple and easy! Some systems are portable, others are
larger and more of a permanent fixture or kiosk. But all will
capture the important information you need. Some of the
companies now offer a QR code accessed by amobile camera
phone to move things along even faster!

Am | legally allowed to use the names captured? The simple
answer is yes! Make sure the company you use for your
digital registry offers an opt in feature as the guests type in
their information. Laws vary by state, which is why the opt
in language on the system should be customizable. Current
trends show about 6% of the people opt in to receive more
information after signing into the guest book. Utilizing a wake
attendant at the registry book can help explain to the guests
how the registry works and explain the need for preneed.

How will elderly guestsreact to digital registry? Thisis one of
the most commonly asked questions. According to Statista.
com, 85.5% of those 65+ use email on a regular basis. The
fastest growing segment on Facebook, which was originally
created to communicate with other college students, is 55+.
This means a majority of the elderly population in the US
access the internet and email on a regular basis. Almost
everywhere you look, young and old these days have some
type of smart phone. Using a keyboard o sign in with a digital
registry is very simple.

The bottom line is the time to start offering digital registry in
your funeral home as a new shot in the arm for your preneed
programis now. This will set your funeral home apart from the
competition and boost your revenue at the same time. This
is nothing new; some of the companies have been offering
digital registry for almost 10 years! The fechnology is always
evolving and getting better and it’s easier fo adapt now more
than ever. Take a look at the companies who offer digital
registry and get started boosting your preneed in the new
year! As a leading funeral home operator said at a national
convention; “digital registry is probably the most innovative
system I've seen in the industry!” Get on board and don'’t let
the competition leave you behind! FBA

John Parkhurst is V.P. and a founding member of A Simple
Thank You (ASTY) which provides digital registry, custom
acknowledgmentcardsand custom guestbooks. Johnoversees
themarketing aspectof ASTY and has done so since theirlaunch
in2012. He has over 30 years of nationwide sales and marketing
experience. Email him atjparkhurst@asimplethankyou.com or
call (800) 483-0671.

WE'RE ALL ABOUT MAKING DEALS,
BUT SOME THINGS AREN'T NEGOTIABLE-
LIKE GIVING ANYTHING LESS THAN OUR BEST.

e .

WE'RE PROUD TO HAVE NEGOTIATED

When you have Johnson Consulting Group in your corner, it's not just
about the offer. It's about what you keep, no matter which side of the

table you're on.

Whether you're buying or selling, our confidential, streamlined process
gets everyone to the table quicker. We actively connect well prepared
sellers with pre-approved buyers. And with the industry’s largest data-
base of qualified prospects, we guarantee maximum results because

this is what we do every day.

If you're in the market to buy or sell your business, or have succession

planning on your radar, we're here for you.

JohnsonConsulting.com  Created for Partnership. Designed for Business Success.

REACH OUT TO
THE JCG EXPERTS
TO LEARN MORE.

> info@johnsonconsulting.com
&) 480-556-8500

R Johnson
i Consulting
Group



http://www.johnsonconsulting.com
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INVESTORS HERITAGE

Your Legacy. Our Life's Work.

Who is Investors Heritage and what products and services
do you provide?

Wearealifeinsurance companybasedinFrankfort, Kentucky.
We've been in business since 1960 and have been working
with the funeral industry since the 1970’s. We provide robust
preneed and final expense products and additional services
to help funeral homes better serve their clients.

We were founded by Harry Lee Waterfield, former Kentucky
Lieutenant Governor, who believed strong personal values
and principles were important to both family and business.
Our current CEO, Rob Hardy, is the third generation of the
Waterfield family to lead the company. We believe this
family-oriented focus makes us an ideal partner in the
funeral industry.

How did Investors Heritage get involved in the funeral
industry?

In the early 1970’s we started working with North Carolina
funeral homes in the final expense market. Many of those
funeral homes also managed Burial Associations. We
worked with the funeral homes fo assume numerous
Burial Associations when the state directed that they be
administered by insurance companies. Because of our close
relationship with those funeral homes, we came early to
the preneed market, developing our first preneed product
in 1988. We are still partnering with many of those funeral
homes that led us fo the market.

What makes Investors Heritage unique?

Our focus on building relationships and superior service is
what makes us different. We're proud to say that honoring
commitments, loyalty, problem-solving, and personable
service are still strong, vibrant, and essential pieces to
our culture. Some might call that old-fashioned, but we
believe they're essential to our relationship with our clients.
Although our service may be old-fashioned, we've always

Our founder, Harry Lee "Governor" Waterfield.
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COMPANY SPOTLIGHT
Investors Heritage
800-422-2011
www.investorsheritage.com

been forward thinking and quick to adopt new technologies fo
help us serve our clients more efficiently.

How does Investors Heritage Legacy Gold provide a solution
for funeral homes?

The nuts and bolts of most preneed products are pretty
similar from company to company, with slight variations. Our
advantage is our understanding of funeral directors’ and their
needs, which is why we put so much effort into making a quality
preneed product thatis both easy fo use and able to cover all of
their clients. Legacy Goldis a 5-in-1solution that features one
application that covers clients from 0-110 years regardless of
their medical history or financial situation. A unique feature
of our Legacy Gold package is our commissionable Monthly
Increasing Benefit (MIB) product. The MIB gives our funeral
home partners an affordable option for their pre-arranged, but
un-funded clients.

What are the benefits to funeral homes to work with Investors
Heritage?

Our top priority is service and that comes in many forms. We
understand that for most funeral homes, selling preneed is
not their top priority, so we do all we can to make it easy. Our
Regional Managers are dedicated and knowledgeable. Their
job is to take care of you like family. We know it’s important
to funeral homes to receive payment quickly, and we typically
pay claims the same day the paperwork is received. We've
even given them a head start on the paperwork by providing
a partially completed claim form with each policy issued.
Although personal service is our goal, we know the funeral
businessis 24/7 so we have an agent portal that provides death
benefits and other information around the clock. Our Marketing
program provides funeral homes with vibrant advertising to
build their brand and increase their sales. And our favorite —
our Sales Leader Convention. We have the most attainable
convention in the industry. We feel it is the best way for us to
build relationships with our funeral home partners. FBA

Harry Lee Waterfield I,
led the company from 1989 — 2019.
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WE PAY CLAIMS
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In addition to competitive commissions and a deep tradition of friendly,
personable service, we also value things like honesty, loyalty, and honoring
our commitments.

INVESTORS HERITAGE

Your Legacy. Our Life’s Work.

DISCOVER MORE ADVANTAGES AT INVESTORSHERITAGE.COM/FAMILYTRADITION


http://www.investorsheritage.com

COVER STORY

UNLEASH YOUR
SUPERPOWERS WITH

THE EVERDAYS PLATFORM

Everdays delivers an entirely new medium for supporting families,

marketing your home & growing your business with preneed sales.

or years, funeral homes have relied on word of

mouth to drive business, and building one-on-one
connections within the community has been crifical to
success. Asthedigital revolutiontook hold, homestook
their marketing online, investing heavily in elaborate
websites, paid search listings and Facebook ads,
knowing that's where at-need families were sharing
news of their loved one’s passing.

The problem is, none of those build and maintain the
kind of personal, trusted relationship that homes rely
on. Not to mention, at a time of loss, the decedent
and the family deserve more respect, compassion &
decorum than having their obituary appear alongside
cat videos, sarcastic memes & polifical chatter—
irrelevant distractions that can be insulting &
offensive to the grief & the legacy of their loved one.

Everdays is solving that problem with a purpose-built
platform that's more than a digital tfool—it's a whole
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new medium, giving homes access to a proprietary
audience, effectively marketing their home to this
new audience, and growing preneed sales. Everdays
creates an entirely new experience where families and
friends come together, share memories and celebrate
the life of their loved one in a respectful manner, away
from the social media noise, all the while putting
the home at the center of the experience. Aimed at
supplementing homes’ existing marketing efforts,
Everdays builds thriving networks of supporters for the
family, and a captive new audience for homes through
which they can build frusted relationships and drive
new business.

FBA sat down with Everdays’ Chris Angi, Vice President
of Customer Operations, and Nick Jaensch, Executive
Vice President, to find out how this new media helps
homes unleash their superpowers.

S 248.480.2450

@\ cverpavs.com PRENEED
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CONTINUED FROM PAGE 36

For years, homes have struggled
to make technology work for their needs.
But, it's been a square pegin around hole
situation. Sure, you can put obituaries
online. But, Facebook, Google and even
most homes’ websites don't really create
that reverent sense of community in which
friends and family can gather to share memories, condolences
and support one another in a time of loss.

Everdays does just that: it enables homes to provide a space
where a broad network of people can come together in a
community designed solely for this purpose. Our platform puts
each home at the center of this community, where their staff
can provide guidance, grief support, recommendations and
services that can help. Many people don't know what to say
or do when someone dies, or how they can support the family.
With Everdays, homes can help them navigate these situations
with reverence and respect.

First, we're not just another digital
marketing channel. Everdays is an
entirely new medium that’'s modernizing
and expanding communication around
end of life. We not only help your home
build a community, but we help you to
establish and grow trusted relationships
with every single person in that network.

And, we're the only solution that helps homes activate these
communities fo build a valuable preneed sales pipeline.
Finally, we're the first solution that enables homes to sell
preneed services directly through their Everdays pages,
making it easy and convenient for buyers to purchase a policy
and configure their arrangements anytime, anywhere from
their mobile device.

Everdays addresses three critical pillars of the funeral
home business: family support, marketing services, and
preneed sales. When homes create an Everdays Page for each
af-need case, our CommunityCare” program goes to work,
building a network of potentially thousands of friends and
relatives to support the family, providing them with resources,
reminders to check in and more. Everdays provides all of this
content and distributes it automatically on your behalf, so
there’s no work required by the home.

This correspondence generates tremendous value. It
builds top of mind awareness for your home, along with trust
and affinity for your brand. These community members see the
extra support you provide, so when it's time for them to make a
decision in their own time of need, they’ll remember how your
home went above and beyond through the use of Everdays.

Lastly, we close the loop with preneed sales. Studies
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show that it's during this time—immediately following a loss—
that people are most receptive to preneed messaging. Only
Everdays helps homes nurture the family and community
through the grief journey, building a powerful, trusted
relationship in the process. This way, when the time is right, we
can infroduce the option of preneed to this captive audience,
who will naturally want to do business with a home they've
come fo know & frust. We're the only solution that allows a
home to bring the relationship full circle, from introduction to
nurturing, to closing the sale.

How a home supports a family at their time of loss
is a critical differentiator — doing that well makes a lasting
impression on every single person fouched by the passing.
Of course, the pain of a loss confinues far beyond the
conclusion of services, but most homes don't have a way to
continue their support beyond that. For most people, when
they walk out the door after a memorial service is over, it's
the last time you interact with them until they experience
another loss.

With Everdays, your home can offer resources and support
for the family and their entire community for months down the
road. Our reminders about birthdays, anniversaries and other
important milestones guide everyone in the community fo
support the family at the time they need it most. This unique
level of service creates a lasting impression and long-ferm
relationships among community members, so that when the
time comes, they'll want o come to you for their own end of
life needs.

Everdays is a supplement to your existing services,
so there’s no need fo change your business—keep doing
what you're doing. Our goal isn't fo take audience share away
from any current programs, but instead to open the door to a
whole new audience of consumers who are looking for a more
modern experience.

Preneed sales are critical to the funeral home business
model, and the preneed audience is quickly evolving. While
the average preneed buyer now is 72, it's naive to think folks
of this age aren't digital savvy. In fact, the Pew Research
Center found that 73% of seniors age 65 and up go online
regularly. Not to mention, it won't be long before today’s Gen
Xers—those roughly 40 to 55—will be the prime consumers
of funeral services. They've become accustomed to a more
modern experience in every product and service they buy. That
means homes that can offer the experience they expect will be
the ones fo capture that business.

The fruthis, if you don’t adapt and embrace new ways to reach
and support the modern consumer, your competitor across
town will, and you may not be able to catch up and survive in
the very near future. FBA

Be their knight in shining armor.
When families need to transport a loved one, it’s up to you to make sure the ship-out goes
as planned. That's why there’s EWA — your one-call airline resource. Our transportation
experts search all available flights, handle the reservation, pre-pay the charges and

proactively monitor the status through the entire process. And you? With one call, you're
the family’s hero — earning their loyalty for generations to come.

EWA=.

EAGLE’'S WINGS AIRe

Your One-Call Solution for Airline
Reservations & Proactive Monitoring

EWAcares.com
866-550-1EWA (1392)

s
NOBLE

WATCH VIDEO OF POST-CREMATION
METAL BEING REFINED
GO TO WWW.NOBLEMETALSOLUTIONS.COM

Noble provides FREE crematorium equipment, on-site
training and the highest returns for your post-cremation
metals. We believe that cremation recycling should be
handled with the same dignity and respect that funeral
homes already demonstrate to decedents and their
families. Noble provides chain-of-custody and insurance
on all post-cremation metal shipments.

info@noblemetalsolutions.com
4028 Park 65 Dr. Indianapolis, IN 46254
Ph: 888.764.3105
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Funeral Business Advisor sat down with
David Murphy, funeral director with Paul
L. Murphy & Sons Funeral Home in Newark,
New York to learn more about his career,
experience in the funeral industry, and
how he created the LoadAlone™.

What brought you to the funeral industry? Was becoming a
funeral director something you had always pictured for yourself?

| grew up in the funeral home and helped with my dad’s
business, so the industry has always been familiar to me.
However when it was time for me to go to college, | didn't
find myself wanting fo follow in his footsteps and | was more
interested in Environmental Science. | got my chemistry degree
and was working in New Jersey for a little while when many
of the the jobs in my field were sent to Mexico. At that time, |
found a job in Alaska on fishing boats as a Fisheries Biologist
and | remember sitting there covered in fish slime thinking to
myself about how joining the family business wasn't looking
so bad.

| knew | had the funeral home to fall back on, butf | think
| needed to grow up a little o realize that it was were | was
meant to be all along. | had always enjoyed helping my dad
when | was younger and after working in Alaska for a few
years, | finally came home and took the steps necessary fo
become a funeral director and joined my family.

What is your favorite thing about working in this industry?

What ultimately pulled me back into the funeral industry was
the memory | had of how rewarding the work was. There isn't
a day that goes by where | don’t feel appreciated. | always say
that | am the most thanked person in fown - getting fo make a
difficult time in someone’s life a little easier is something that
will always be important to me.
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What makes your funeral home unique? What makes it stand
out from others?

Our service is what makes us stand out - it's the most important
aspect of our business. We do the best we can do for every
single person that walks through our doors. We put the families
first and do everything we can to honor their loved ones.

But beyond that, our space is really beautiful. The woodwork,
big maple doors, and spacious porch set the standard for
quality. We work really hard to ensure that people feel
comfortable here, like they belong.

How did you come to invent the LoadAlone™?

The LoadAlone™ was the missing piece of the puzzle that
solved a problem | had after an accident on my motorcycle.
Almost 6 years ago, | almost died in an accident when a
distracted driver hit me and | was left with twelve broken
verfebrae and two complete spinal cord injuries. No one was
sure if | would live, let alone work again. | was told that the
chance of me walking ever again was less than one percent,
but | was defermined fo beat that statistic.

Ayear after the accident, | was able to take my first steps with
the support of family and friends. One year after that | set my
sights high and started fraining for a 5k, which | finished. At
work, some new obstacles presented themselves. | needed
help with the heavy lifting and that's when the idea for the
LoadAlone™ came to me. Inspired by the way the nets and

DOME USE OMLY!

winches | worked near everyday in Alaska on fishing boats
operated, | came up with something that could help me as
funeral director.

| made a prototype and it worked perfectly. The winch pulling
system makes it easy to load human remains in vehicles for
removals and tfransportation to funeral homes, airports and
crematories. From there, | kept finding ways to improve the
LoadAlone™ and make it bigger and better. When the word got
out, everyone was interested - | even had offers from people
to buy the entire company. It has really taken off and I'm proud
my idea was able to become a reality. We can’t build them fast
enough!

Recently | was also awarded a $40,000 economic development
grant from Wayne County after | won a Shark Tank style pitch
competition which will really help me launch the LoadAlone™
into the industry and keep up with the demand. | am a firm
believer that you can do anything you set your mind to as long as
youwork hard and don’t lose sight of your goal - the LoadAlone™
is proof of that.

Looking forward fo the future, what are you most excited about?

| have some big things on the horizon for the LoadAlone™ and
I'm looking forward to the relief of that pressure and finalizing
a few things in regards to that. It's exciting that the business is
growing. | am motivated it keep it moving and excited to see
where it takes me.

Do you have any advice you would share with other funeral
directors, especially those just now entering the profession?

My new mission is to help save our backs. Literally. Funeral
directors are prone to back injuries with all the heavy lifting we
do day after day and year after year. | don't think there is anyone
in the industry who doesn’t know someone who has injured their
back or found themselves with back pain or an injury. My goal
with the LoadAlone™ is to prevent that from happening. | want
other funeral directors to know that there are options for relief
and ways fo avoid injuring their backs. When we put others
needs before our own, it's easy to forget that we need to take
care of ourselves as well.

In addition to the service you provide, what are some of your
favorite ways to stay connected to your community?

| used to be a volunteer fireman and was very active for 17 years.
| also had a fishing charter that | ran on the side - | was known
as the Fishin’ Mortician. | made a lot of connections that resulted
in booked trips while from showing pictures and getting fo know
families at calling hours. My tagline was “Make a Wake with
the Fishin Mortician” and | even had shirts made. Balancing the
difficult job and schedule of a funeral director with fishing trip
was always a challenge, but so rewarding to getting to know the
families | had served a little better and bringing a little joy info
their lives with a fun trip.

When you aren’t working in the funeral home, what are some of
your favorite things to do in your spare time?

Fishing used to be a really big part of my life, but lately it's
my grand babies. The best day of the week is Grand Baby
Wednesday because we have both grand kids that day. They are
both around 5 years old, so it’s just a really fun age and | love
watching them grow up. FBA
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Kris Seale
President & CEO
of Funeral Directors Life

What brought you into the funeral industry? Was this a space
you had always pictured yourselfin?

Like many funeral professionals out there, | was born info the
industry. My father was a funeral home owner for 57 years.
When | was just three days old, | entered the funeral home
for the first time. | grew up working in the funeral home in the
summer and helping my dad when times were busy. In the
summer in between my junior and senior year of high school,
| went on a call with my dad and it ended up being a call for a
friend of mine. Af that moment, | realized | didn't quite have the
emotional stability that | needed to have to be in the funeral
business. When | went off to Baylor for college the next year,
| got my degree in accounting because numbers don’t cry,
and | liked that. | have so much respect for the job that funeral
directors do each day. It's not easy and they do it with such
grace.

In 1985, when | was finishing up my senior year in college,
my father called me and asked me if | could help with a small
life insurance company he and a handful of other West Texas
funeral directors bought info. They had been working to
sell preneed funerals through it and needed help getting it
organized and working properly. They had successfully gone
through what | call a Capital Reduction Program and lost half
of their capital. | told him | would help out temporarily and
offered up my accounting skills. 35 years later, | am proud to
still be a part of Funeral Directors Life.

Kris and his wife, Melinda, along with their three children, Drew and wife,

Chri

stina; Shannon and fiancé, Tyler Ward; and Amanda and husband,
Clayton Farrow; and their three grandchildren.
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Kris and a group of employees from Funeral Directors Life jump into a
frozen lake in Minnesota during the annual Frunge fundraising event for

the Children’s Grief Connection’s Hearts of Hope camps.
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Several years ago, you had a life-changing experience in your
faith journey, how did that affect the culture of the company as
awhole?

In life, sometimes you reach a point where you have to decide
what your next move is going to be, and you have to choose
what path to take. | was working with some men from my
church, and we decided to take a retreat to the mountains and
spend time contemplating life and finding out who we really
were. Prior fo that, the person | was at work was different from
the person | was at home, different from who | was at church,
and different from who | was in my civic responsibilities and
social life. | found myself always playing the part of who | felt
pressured to be, but it reached a point where it was exhausting
to be so many different things.

Through the help of my friends and my faith in Jesus Christ,
| decided that | needed to put more energy info maintaining
my Christian values - which | know isn't for everyone, but
people respect principles, and for me, it was a good fit. Upon
returning from my trip, | made some big changes in the way |
lived my life and by keeping my Christian values at the root of
everything, | was able to find who | fruly was - one version of
myself, the best version. Staying rooted in these values helped
me prioritize what was truly important in my life. Number one
being my wife, number two my children, number three was
running this business, and four was my civic and social life.
For me, my relationship with God didn’t need to be a separate

Kris working onsite at the Funeral Directors Life mission
trip house build in the Dominican Republic.
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priority but sprinkled into each and every part of my life.

| fook what | had learned about myself and brought that into
the business. It was a difficult process because not everyone
has the same values and we don't all think the same way, but
af the core, it was something everyone could relate fo in one
way or another.

Up until | decided to make these changes to myself and my
principles, | had operated under a philosophy where | refused
fo trust anyone until they proved they could be trusted. | had to
change and allow myself to frust everyone until they gave me
a reason not to trust them. | brought this way of thinking into
the business. Whoever | was around or with | began to always
approach my relationships from the standpoint of love. This
was a new way of thinking for me, and | had to learn a really
valuable lesson that | needed to apply my Christian values to
my work life and personal life in order to be the most fulfilled.
| was spending too much time on boards and on work and not
enough on myself and my family - | was stretching myself too
thin and making it impossible to grow as a person.

It fook a few years to fully instill my values info the business,
but | am so glad we did because once we stayed true to our
values, the company really took off.

In 2010, you developed a sabbatical program for your
employees where every 7 years, employees are offered 30
days of additional paid time off for service projects, mission
trips, and relationship repair. How did this program get started
and why isitimportantto you?

During and after the 2008 financial crisis, a lot of insurance
companies were affected by this and many in the preneed
sector were not immune to this economic disaster. However,
our company was unaffected. | felt as if | was being guided
through such a tricky time by God, and | was thankful we had
made such conservative financial decisions prior fo 2008. |
never invested into anything | didn’'t understand fully, and |
never invested in anything | had a bad feeling about.

| had this overwhelming feeling that | should give back to
God for the guidance he had given me, and | wantfed to give
my employees fime off fo give back and work on improving
themselves. | wanted fo give them a month of sabbatical
in addition to the week of vacation they had to use for other
things. Even though | knew people would think | was crazy, |
pitched it to my friends and my executives, and fo my surprise,
they all thought it was a great idea and pushed me to make
it happen. | brought my idea to the board thinking they would
shoot me down and falk me out of it, but they loved the idea
aswell.

So, in 2010, we presented the opportunity fo all of our
employees. No matter how long they had been with us, they
would be able to take a sabbatical, and it was received well.
The program is optional, and some employees do opt out, but
most partake. The rules are simple. You cannot have contact
with the home office, you have to get 7-9 hours of sleep per
night, you have to complete an hour of meditation during the
day, at some point in your sabbatical you have to get involved
with a service project or fake a mission frip, if you have a
relationship that needed repairing you have to put effort info
improving that, you need to read for pleasure, and keep a
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journal with af least four entries outlining your experience. All
sabbatical plans have to be presented to me and approved
before they are granted, and I've been proud of all the cool
ideas people have come up with.

It's an incredible program and the stories that our people tell
about their experiences are unbelievable. The stories and
emotions are incredible, and we have confinued to encourage
each and every person who works here to take their sabbatical
every seven years.

Sharing of knowledge is something that you truly value, which
ultimately led to the creation of The Leadership Development
Academy. How did this program get started and why is it
importantto you?

In 2012, | had a young man come into my office who | had once
coached in youth sports. He had just graduated from Texas
A&M University, and he came to me and fold me he wanted to
work for me because he saw the way | coached his team and
the way | lived my life, and he wanted to be a part of that. He
told me he would do anything | wanted him to do. However, at
the time, | didn't have anything available, but | decided to take
achance andtold himthatif he helped me develop a leadership
program, | had been thinking about starting, then he had a job.
He told me he was all in and we got starfed developing a 14-18
month paid internship program for young college graduates.

When someone goes through the program, they start by
shadowing me. They go to every meeting, every employee
issue, every client visit, and so on. They observe me and my
leadership style. After me, they spend fime with our Director of
Maintenance and understand how to take care of the building
and learning his leadership style. Next up is Sales & Marketing,
followed by Operations, and then IT. By spending fime with the
leaders of all these departments and learning all the different
leadership styles, we encourage them to develop their own
unique style and way of leading. | love this program because
it helps us ensure that we can confinue the FDLIC legacy for
years to come. It's a great way for us to pass our knowledge
and wisdom down fo the younger generatfions and almost
always resulfs in them joining our team after they finish the
program.

In addition fo the internship program, we also offer an 8-week
paid summer apprenticeship program for college students
looking to further develop their major as well as a mentorship
program for existing employees.

Looking forward to the future, what are you most excited
about?

| am most excited about the fact that there is opportunity in
our industry. | think there are a lot of funeral home owners and
funeral direcfors that don’'t necessarily see that. The funeral
industry has changed, but all | see is opportunity. Opportunity
to help shape the way our society sees funeral service. We
have a very honorable profession, and right now society isn't
viewing funeral service as positively as they could, and it's our
jobtochange that. As leaders in our community, we need to be
very proactive about the quality and value of the information
we put out about funeral service. I'm looking forward fo
working fowards shifting the public perspective of funeral
service together. FBA
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HOOSING THE

SLRENEED

 PARTNER

BY JAY SLATTON

strong preneed program is vital to the success of a funeral

home. With so many different options and companies
to choose from, how do you know what is right for you? The
answer may not be as straight forward as you think.

Generally, as funeral directors, we are looking for three things
froma preneed provider: growth, commission and simplicity.
Assingle premium product generally ticks all three boxes, so
many of us stop there and don’t consider the other products
and services offered.

Over the years, I've known funeral directors that would not
even consider writing a multi-pay preneed arrangement. If
the family couldn't write the check for the single premium,
they wouldn't take the arrangement. Thisis lefting business
walk out your door. And considering the traditional nature of
our business, you may not lose just that one client, but also
other members of their family.
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Yes, the single premium option may provide good growth and
commission, but it probably doesn't fit the financial situation
of many of your clients. As funeral prices continue fo rise,
the number of people able to afford the single payment
will continue to decrease. More often than not, families
foday are, understandably, making funeral plans based on
financial circumstances, not tradition. If you can’t provide
an affordable option, the funeral home across fown might.

As funeral directors, we have a special responsibility fo care
for our communities. Providing affordable preneed payment
options for all our families should be a fop priority. Finding
an experienced provider that offers products to cover all
ages and medical histories, with different pricing and benefit
structures can help you bridge that gap.

There are several multi-pay product offerings allowing a
family to pay over fime. Many of us have simply preferred
the ease of a single payment option. But to serve our families
well, and ensure the success of our own businesses, it's
worth it fo explore what multi-pay options are available.
Productsinclude full, reduced and graded benefits. Another
very affordable option is a “dollar for dollar” product. These
products won't pay the full benefitimmediately, and this must
be explained to the family. But the products include growth,
and many ensure the benefit will never be less than what
has been paidinto the policy. Some “dollar for dollar” plans
are even commissionable. These multi-pay plans also have
the same insurance benefits as a single premium product,
including a tax-free benefit and the option for assignment
to Social Services qualifications.

We know that it is in the families’ best interests to have
a funding option in place at the time they make the
arrangements. But, this doesn’t always happen. When |
was actively working in a funeral home, we had a drawer
full of unfunded prearrangements and I'm guessing you
do as well. | know that being an insurance agent is not
necessarily at the top of your list of job responsibilities, and
many of us are uncomfortable “selling”. But that drawer full
of arrangements — that's a drawer full of leads. And those
families have already done the hard part - they’'ve shown
their interest and made their wishes known. What if you
could call them back now and offer them an affordable way
to pay for those arrangements, so their families don’t have
to? Would you really have to “sell” that?

In my opinion, funding a prearrangement is not a sell. It's
simply solving a problem for your families. My advice is to
find a preneed partner that will help you serve your families
better and set you apart from your competition. FBA

Jay Slatton is Director of Preneed Development for Investors
Heritage. He's been an active member of the Tennessee funeral
home community fornearlytwo decades as alicensed funeral
directorand embalmer. Having beenonboth sides of the table,
he understands the need for an easy preneed program and
reliable customer service. He’s dedicated to delivering both.
He can be reached at jslatton@ihlic.com.
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fyou think blog marketing has fallen by the wayside, think
again. More than half of marketers still make it their fop
priority and it's no secret why:

« Almost 50 percent of buyers read three to five pieces of
content before they reach out via phone or confact forms to
find out more about your services.

« Sites with blogs have more indexed pages—over 400
percent more, in fact. That creates a much greater chance
that you'll show up for relevant searches.

« Making blogging one of your marketing priorities can result
in a 13xincrease in ROI.
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+ Blogging is away to generate SEO leads, which have higher
conversion rates than outbound marketing efforts such as
print ads or direct mail. Inbound leads close at around a 14
percent rate on average while outbound leads close at an
average rate closer to 2 percent.

But fossing blog words at the wall like spaghettiand waifing
to see which ones will stick, isn't the best way to leverage
this powerful funeral home marketing tfool. Here are five fips
for powering up your death care blog:

1. Understand the Purpose Behind Every Post

Why do you have a blog on your site in the first place? Are you
using it fo build authority for your funeral home, extend your
marketing reach, foster links, or push traffic to your website?

Whatever the case, take time to determine those goals and
create a blog editorial calendar around them. You might
decide you want 20 percent of your blog confent to be sales-
related, which means the posts would feature services you
provide.

Another 60 percent of your content might position you as an
expert on death care matters, with blogs that explain certain
aspects of the business or educate consumers about options
such as preplanning or cremation. You might create the other
20 percent of your blog posts with the intent of drawing links.
Relevant top 10 lists, local content, or a unique take on a
news story (related to your niche) are all ways fo do this.

Once you develop an editorial calendar and start working
from it, don't sit on your laurels. Keep an eye on traffic and
conversions to determine what confent your audience is most
likely fo engage with and update your goals and editorial
calendar going forward. Blog content should be an ever-
evolving endeavor.

Andyes, a funeral home can be a great business from which
to creafe a blog, just like any other industry. Granted, you
must be sure the subject matter is thoughtful and reverent,
but there's plenty of room in there o be creative.

2. Write with Authority and Quality

Whatever you decide to publish on your blog, ensure that

it's of high quality and that you're writing (or publishing)
with authority. Google and other search
engines demand it.

Well-written, grammatical posts that say
something of relevance or importance
are obvious markers of quality, but here
are some other aspects to consider if you

want to rank high in the search results:
accommodate

many needs - Display authorship: Consider

connecting bylines and bios with your
blog posts. If your funeral director
has 30 years of experience, that lends
credibility fo a blog post published
under his name. The same is true of a
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with clientele or an urn vendor with guest post privileges.
Tell people why these voices should matter to them.

« Site credible sources: Google likes to see a few authoritative
outbound links in your content and so do readers. It shows
you did the work to back up your points with research or data.
Consider links from sites such as major news organizations
ormagazines, funeral and death care industry associations,
.eduor.gov sites, or local sites. Avoid links from competitors,
sites that looks spammy, or low-quality personal blogs.

« Encourage people to link to or share your content: When other
people link toyou, the search engines take it as a sign that you
did somethingright. Back links are one factor in the algorithms,
which decide where your page appears in the search resulfs.

3. Look for Fresh Ways to Cover Topics

Your blog posts perform better when people spend the time
toread them entirely, get enough benefit from them that they
click through to other pages on your site, and share them.
But fo garner these benefits, you need to stand out from an
increasingly growing crowd of business bloggers. Look for
ways fo present information from new perspectives or use a
unique voice to make the content more interesting.

4. Write Long Form Content (Sometimes)

Asof 2019, analytics from a wide variety of SEO organizations
indicate that pages with 2,000 or more words are more likely
to find themselves at home in the top search engine results.
So long-form content is good, and you should be including
it on your blog.

But there's a caveat: Before you write 2,000 words, know
for sure that you really have 2,000 words to say! Don't take
a blog post that should be 400 or 600 words and fluff it up.
It's okay fo have posts of differing lengths, and you should
always look at your own metrics to see what types of lengths
perform best for your audience.

5. Don't Tie Yourself to Text Alone

The length of your fext isn't the only thing that matters. Cut
up text blocks with formatting (such as subheadings and
bulleted lists) and integrate images, graphics, videos, and
other content types. This lets you create a more visually
pleasing page, ensures you don't overwhelm readers with
imposing walls of text, and helps you connect with people
who prefer audio, image, or video content.

When your blog confent is of high quality, you're more likely
fo experience positive tfrends in behavior metrics such as
fime on page. And those metrics have direct correlations to
important factors such as conversion rates and performance
in the search engines. FBA

Welton Hong is the founder and marketing director of Ring
Ring Marketing (FuneralHomeProfits.com), which specializes
in helping funeral homes convert leads from online directly
to the phone line. Welton also is a speaker at funeral home
conferences and the author of Making Your Phone Ring with
Internet Marketing for Funeral Homes. Reach him by email at
info@ringringmarketing.comorcall foll-free at 888.383-2848.
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ARE LOW-COST PROVIDERS
BRINGING YOU DOWN?

BY TODD CARLSON

erving familiesis a sacred honor and duty for many funeral

directors. However, many funeral directors today are being
personally attacked on their values, moftivations, and character.
Recently, a friend of mine in the funeral business attended a
seminar that was being held by a low-cost online cremation
service company, and he was shocked by what he heard:

« Funeral directors are greedy. They'll do anything to get
your money.

« Funeral directors will try to sell you things you don’t need.

« They play on your guilt and try to upsell as much as they can.
Heads began to nod in agreement. My friend was appalled
fo say the least.

If this is not yet happening in your community, it probably
will be happening soon. These low-cost online providers are
starting to sweep through communities with a fly-by-night
marketing blitz before moving on to the next town. If this
has happened to you, you are probably feeling helpless,
frustrated, and even angry and hurt that anyone would believe
those kinds of things about you or your business.

As a former funeral director myself, | can relate. | know how
hurtful it can be to hear these kinds of statements. After all,
you have spent countless late nights and long hours giving
your best to serve your community. You have sacrificed sleep,
vacations, and personal fime with your own family to be present
for those who are hurting and in need of direction at a time
of loss. And you have been happy fo do so, knowing your
service was valued and appreciated. You know your families
deserve your highest level of service in their fime of need.
But you probably never expected to be personally attacked
by competitors or so misunderstood by the very families you
are willing fo give your blood, sweat, and tears to serve.
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Believe me, | understand how these low-cost providers could
be gefting you down, but let's make sure they don't bring
you and your business down in the process. | have a few
thoughts I'd like to share so that those of us in this honorable
profession can continue to offer the highest level of service
to families for many generations fo come.

What You Can Do

You may be tempted to ignore the occasional marketing blitz
and hope for the best. However, ignoring the problem won't
make it go away. If you want fo continue to run a successful
business and provide families with the type of service you
know they deserve, now is the fime to take bold steps to
counteract these competitors.

Here are three bold moves you can make this year to get the
upper hand on these aggressive marketers:

1. Get a clear picture of the current situation.

In order to fully grasp the situation at hand, we need o get
a clear understanding of what is really happening in our
communities.

Many funeral directors assume that these low-cost providers
are simply bottom feeders. That is, they are serving families
thatafull-service funeral home never really would have served
anyway because they are too price sensitive. This might be a
fair assumption...for the time being. However, these types
of competitors are called disruptors for good reason. Most
disruptors disrupt from the bottom of the market and then
move their way up to higher price point offerings.

For example, Amazon, one of the biggest disruptors of our
fime, started out by selling books. Then they moved into
almost every retail segmentimaginable...even caskets! We've
seen this same situation play out fime and time again. If you
ignore these competitors, you are setting yourself up to be
disrupted in the future.

Itis alsoimportant to note that many families are attracted to
online funeral providers because currently, they are the only
option for doing business in the way they prefer: online. Ina
recent article, | talked about the funeral director’s “empathy
paradox,” which is the fact that funeral directors are some of
the most empathetic people in the world, and yet, they are
sometimes blind fo the changing needs and preferences
of today’s families. And families foday want convenience.

We have to realize that some families are choosing these
providers not so much because of price but because of how
convenient it is to do business with them.

2. Develop an online strategy.

In the very recent past, | used to hear a lot of complaints
about online funeral planning from funeral directors | met
with. These funeral directors assumed that online planning
was an attempt to replace the relationship with the funeral
director and should be avoided at all costs.

Inthe last year, | have started fo hear more and more funeral
directors talk about the need for an online strategy, and thisis
encouraging. But justin case you are in that first camp, please,
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please consider this: online funeral planning is inevitable.
Intoday’s internet age, online funeral planning cannot be
avoided, nor should it be. If we sincerely want to serve
families well, we need to offer options for planning online.

But offering online purchasing options doesn't mean that the
funeral director will be replaced. The best businesses ouf
there usually offer a continuum of service options between
online and in-person sales. Best Buy is a great example
of this phenomenon. A large portion of their business
is initiated online and finished in-store. Some online
businesses offer even better customer service (through
chat, email, text, and/or phone) than comparable brick-
and-mortar establishments!

The pointis, anonline sale doesn't mean that itisimpersonal.
It can actually be very personal. In the very near future,
families will expect to be able to start planning online, pick
up the phone to ask a question, and finish the purchase over
the phone or in person. That means that having a strategy
for allowing families to plan in whichever way they prefer
is going fo become increasingly important.

3. Stop using labels to limit how you think about families.

In my conversations with funeral directors, | sometimes
hear a distinction between different types of families they
are serving. There are “cremation families” and “hospice
families”; there are “price shoppers” and even now “online
families.” But | would argue that these types of labels are less
than helpful because they lead tfo a dangerous assumption.
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Some funeral directors think that online families are a
different type of family (i.e. price sensitive). However,
families are just families. If you start a purchase online
at Best Buy's website and then go pick it up in the store,
does that make you an online customer or a fraditional
customer? Really, you are just a customer, and Best Buy
does not care how you purchase from them. They have
simply made it easy for you to do business with them in
whichever way you prefer.

By the way, even though Best Buy is competing against
industry giants such as Walmart, Amazon, and Target, they
are consistently seeing better-than-expected results every
quarter because they are doing it right — they are focusing
on both the online AND in-person experience, and that is
making all the difference.

So, whether youmeet a family in person or online, a family is
justafamily. They are still people who need your expertise
and compassion to help them through their grief journey.

Don’t Let Those Disruptors Bring You Down

| want you to be able to run a thriving business for many
years info the future, not only because | care about
funeral service as a profession, but because | believe
families deserve better than the (usually) sub-par service
these low-cost competitors provide. Still, the fact is
that competitors will take advantage of an opening in
your market. If you don't offer online planning services,
someone else will. As | stated earlier, online funeral
planning is inevitable. The only question is whether, af
the end of the day, those families will be turning to you for
excellent care or receiving a sub-par experience from a
low-cost provider who could never care about the families
in your community the way you do.

How to Thrive in This New Market

In order to thrive in this new market, you need to understand
what consumers really want: opfions and convenience. If
you're afuneral home that can adaptand meet families where
they are, imagine how confidently they can recommend your
services to others! Quality, convenience, and adaptability:
take that, disruptors. FBA

Todd Carlson serves as the Executive Vice President of Sales
and Chief Sales Officer for Funeral Directors Life and sits
on the Board of Directors for Passare, Inc. Todd earned his
bachelor's degree in Mortuary Science from the University of
Minnesota, and has gone onto accumulate almost 30 years of
experience as both a funeral director and a preneed funeral
sales professional. Todd joined Funeral Directors Lifein 2006
and helped reimagine the company’s sales management
structure, contributing to sales growth of over 300% since
he joined the company. Todd is dedicated fo helping funeral
home owners grow their businesses, implement innovative
solutions, and become increasingly more relevant as they
serve today’s changing funeral consumer. He has previously
presented strafegies forconnecting with foday’s consumers at
the ICCFA, MNFDA, NDFDA, PFDA, and MO FDA conventions.
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BY ANN MARIE ST. GEORGE

riving 3 hours home from a Buffalo Bills game, | found

myself agitated. My agitation was not caused by the loss
to the Baltimore Ravens, but due to the dumb @#* behind me
who insisted on riding my bumper. Where the crap did he think
he was going to go? There were only 65,000 other agitated
fanstrying fo get home foo. What | found even more annoying
was “Mr. Rogers” who let every car in the neighborhood cut
in the line ahead of him. Ugh, doesn’t he know the simplest
of merging rules? | don't want to be his neighbor, | just want
him to only let “one” car cut in as long as the fraffic exits.
Geez Louise, it is not a “neighborly day” when you are trying
to get the heck out of the stadium lot after losing and some
knucklehead is letting everyone cut ahead. It wasn't a beautiful
day in my neighborhood as | saf stewing for an hour. | had
visions of wrapping a cardigan around his back bumper and
tying it fo the nearest goal post and then see how beautiful his
neighborhood would be.

Don't get me wrong, | love Mr. Rogers! When | was growing
up, there weren’'t many shows to watch, and his was one of
my favorites. | remember the good old days when we played
outside in the neighborhood, unlike foday where most kids
stay inside creating a virtual one. Oops, was that out loud,
darn, now all | can hear is “OK Boomer.” For those of you that
haven't heard the phrase “OK Boomer” it was created as a
retort for older people who according fo the younger people
“justdon’tgetit.” Basically, kids use it as a comeback to pretty
much anyone over 30 who says something condescending
about the younger generation and/or the issues that matter to
them. Apparently, as the phrase is being more widely used,
it has lost some of its light heartedness; | say we all need fo
learn to laugh atf ourselves a little more.
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As times have changed, a common concern | hear as | fravel
around the country is the difficulty in hiring someone whois willing
fo commit to a career that demands almost 100% of one’s soul.
Our calling is not for everyone and because of this maybe, just
maybe, we should consider an interview that is a little unique,
just like we are. In the beginning of this article | touched on a
few ways people choose fo drive and whether you were aware
of this or not, how we drive often determines what kind of person
we are. While researching these personality traits | came across
a column written by Geoffrey James a contributing writer for Inc.
com. His ultimate finding was that if one was obnoxious behind
the wheel more often than not, they would be just as obnoxious
atwork. These common bad driving traits are typical of someone
you may not want fo hire; Unless of course you see yourself in
them, lol. I honestly know | am guilty of a few.

« Rolling Stops: People who don't come fo a full stop at a
stop sign can't be frusted to handle details. They literally and
figuratively cut corners, both on the street and in the workplace.

 Tailgating: People who tailgate (i.e. leave less than one
car length per 10 mph) are unimaginative. They assume that
nothing can go wrong and are caught by surprise when the
unexpected happens.

+ Road Hogging: A road hog insists on going either below
or at the speed limit rather than pulling over and lefting a line
of cars pass them. This is classic passive-aggression; Road
hogs will bog down any and all initiatives at work.

« Finger Salutes: People who feel it necessary to express
profanity at other drivers (especially while driving away) are
usually frustrated and a bit cowardly. At work, they can be
counted on to backbite and gossip.

* Over-honking: These are people who honk longer than
necessary, like a full second (ratherthan a polite tap) ata driver
who hasn't noticed the light has changed. Over-honkers tend
fo be both overly critical and overly sensitive to being criticized.

« Texting: Driving while fexting is more dangerous than driving
while drunk. Anybody who texts or emails while driving is a
dangerous fool and cannot be trusted with any responsibility
whatsoever, at work or anywhere else.

» Speeding: Habitual speeders are like my former boss. They
don't really care about other people and they don't think the
rules apply fo them. At work, they are the jerks that make
everyone else miserable.

On the flip side there are some obvious fraits of a good driver
that equate to an outstanding employee:

« Patient: Patience is one of the most important traits a driver
can have. Heavy traffic, road construction, parking, and the
actions of other drivers will test patience on a daily basis.
Impatience can lead to aggression, bad decision making,
and ultimately on the job costly mistakes; patience is a virtue.

« Considerate: By definition, a considerate person is one
who is careful not to cause inconvenience or hurt to others.
Considerate people exhibit good driving etiquette. They let
people merge, follow the speed limit, yield to pedestrians,
and use turn signals. What they don't do is equally important.
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They don'thonk when not absolutely necessary and they don't
tailgate. Even though these “Mr. Rogers” type people may be
somewhat annoying families love them.

« Defensive: In this context defensive applies to anticipation.
Anticipation is the ability fo read what is happening around
you and respond accordingly. Those that constantly analyze
their surroundings and take note of the small details perform
well ontheroad and at work. As a driver, they constantly keep
changing their line of vision between short, medium and long
distances. This provides a bigger picture of what is happening
around them, and thus they are able to anticipate an accident
before it happens. If you take precautions on the road you are
sure fo take them at work.

» Knowledgeable: Those that start off on the right foot (or gas
pedal) by taking drivers education begin a more successful
driving career with less accidents. Those that educate
themselves on the ways of the road have a natural thirst for
knowledge, who wouldn’t want an employee that wants to be
good at what they do?

Experience has found that courteous drivers make the best
employees as they are the easiest fo get along with and don’t
get flustered when confronted with tfough situations. Often
thinking on their feet, they are the perfect problem solvers.
Who knew a simple “road test” could help solve finding the
next “employee of the year?” So, what am | suggesting?
Something that obviously is not for everyone, something that
has many of you rolling your eyes, and maybe just maybe

NATIONAL
FUNERAL

something that has a few of you saying, “Hey it might be worth
a shot.” So, what should we call this innovative option? How
about, “Mobile Interviewing,” “Interviewing on Wheels,” or
possibly “The Road Trip Interview.” Hey, drastic times call for
desperate measures.
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Itis not easy fo find the right fit for our business, and it appears
that there are slim pickings out there. But | do know they are out
there, itis just a matter of finding them. For those of youwho are
still looking, | wish you all the best of luck in finding that patient,
considerate, defensive, knowledgeable driver.. um, oops.. Imean
employee, heehee. Now, don’tthink | didn’t see that finger salute,
lol; I still love you and Happy Valentine's Day! FBA
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JUMPSTART

YOUR PRENEED PROGRAM

BY WANDA SIZEMORE

offen hear from funeral professionals who aren’t sure if

an active preneed program is the best fit for their funeral
home. Owners who ask this are really wondering about the
health of their business and, often, what strategy is best
equipped fo safeguard it moving forward.

While | am a little biased - | think preneed is always valuable
to a funeral home business and the families it serves — there
are a number of signs that the time is ripe and ready for a
funeral home to invest in a more active preneed program.

You're facing increased competition.

Whether a new firm has recently opened down the street or
a long-standing competitor is capturing more and more of
your market share, an increasingly competitive climate is
often a key indicator you need to pay more attention to your
preneed program.

Offering an attractive prefunding opfion can help you retain
(and even grow) your market share and ensure your firm is
top of mind when consumers look for a preneed provider.
Consider the following example:

Three funeral homes, operating out of the same community,
have historically split their market share evenly. The directfors,
Alex Active, Peter Passive and Andrew At-need, each decide
to adopft a different approach to their community outreach.
Alex sets a goal to maintain a 60% preneed to at-need ratio.
Peter opts for a 20% ratio, and Andrew decides to focus his
efforts on the at-need business, writing preneed only on a
walk-in basis.

When setting annual sales goals, Alex and Peter work to
maintain their desired ratio. If Alex serves 100 at-need
families, he writes 60 preneed policies. The next year, his
preneed goal increases to reflect that year’s anticipated
call volume. Peter does the same, and on and on it goes,
increasing each year. Over time, each owner's approach
begins to snowball, as preneed files become at-need calls.

Forsimplicity, let's assume the market share in this community

isaclosed pool, and that any preneed they write comes from
one of their competitors. If their client families mirror the
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average mortality of our policyholders (around 13% within a
year of policy issue, 8% the following year, 7% the year after
and so on), in a year or fwo, the difference in market share
won't be noticeable. But over time, the competitive landscape
will shift dramatically.

Market Share Market Share Market Share
Year One Year Five Year Ten

B Alex Active B peter Passive B Andrew At-need

Assuming they do not deviate from their goals, in just 10
years, Alex Active will be serving 48% of their market. Peter
will have grown his market share to 37%, and Andrew Af-
need will be left with only 14% of the market.

Now, clearly this example in imperfect — it doesn't take info
account a number of variables that could influence preneed
salesand at-need call volume. However, it does underscore
the impact one (or two) active competitors can have in their
market place over a very short period of fime.

Assuming you will retain your market share doing what you
have always done is a dangerous gamble, especially in light
of increasing competition among funeral providers. If you
are seeing increased competition in your market place, it
might be time to adopt a more active approach o preneed.

Your client families have changed the type of funerals
they plan.

Itis no surprise to any of you that consumer preferences are
changing. Modern consumers want more failored solufions
for their services — additional merchandise, customization
features and, yes, cremation options. These consumers are
alsonot as brand loyal as they used to be. Serving someone’s
parent or grandparent is no longer a guarantee that you will
be the chosen service provider for the whole family.
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To be successful, funeral professionals must become more
adept at differentiating their services and capturing business
early, before a consumer needs immediate assistance and
selects the first service provider that comes to mind. Many
funeral professionals will tell you that one of the most
discouraging things to hear from a family is that they would
have done things differently if they had known all their options.

If you're seeing shifts in the preferences of your client families
— or hearing more and more of them bemoan their lack of
options — it might be fime to take a closer look at your preneed
program. A prearrangement conference gives you the fime and
space necessary fo get fo know the family and explore ways
you can customize your services to meet their unique needs.

Without the pressure of at-need time constraints, you can
take a few extra minutes to make sure a family understands
all their options and knows how dedicated you and your staff
are to meeting their needs.

Preneed can also help safeguard your firm against the financial
impact of shifting consumer preferences — particularly with
regards to cremation rates. When someone plans and funds
their funeral today, they do so with foday’s buying habits.
For many of you, that means you're more likely to provide
a casketed funeral for someone who prearranges today
and lives another 10 years than you would be if they waited
tfo make their arrangements 10 years from now when the
cremation rate is 10 or even 20% higher.

If you're seeing significant shifts in the consumer preferences
in your community, your preneed program could be a great
place to start.

Most of your preneeds come from walk-in customers.
There is nothing wrong with helping a family when they walk
into your funeral home asking about prearrangements. Often,
these families have the easiest needs to address - they
already recognize the value of preneed, and they are actively
taking stepsto finalize their plans. But waiting for customers
to walk through your door is not the best approach to your
business for two reasons.

First, it puts the burden on your client families. As a service
provider, you should be making it as easy as possible
for customers to finalize their arrangements. If you are
sending out messages to the community, making calls and
appointments, presenting af local groups and organizations
andremaining visible, you are meeting your customers where
they are at — rather than forcing them tfo come fo you. That is
why so many successful preneed counselors offer to meet
with families in their homes. It is more convenient for them
and sets the tone right up front that you are there to serve
their needs and make their lives easier.

The second issue is that walk-in business is unreliable and
unsustainable. If you aren't strategically pulling people into
your firm, you have no way of knowing when they will walk
through those doors. One month, you may have four walk-in
arrangement conferences. Then, you may have one or two
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over the next sixmonths. When you rely on walk-in business
to sustain your preneed program, you abdicate your ability to
control your business’s success. That’s a risky undertaking
in any business, but especially in funeral service. Your
customers only have one funeral to plan — there’s no option
to regain their business once they’'ve used a competitor.

If the majority of your preneed confracts come from walk -
in business, it might be time to reevaluate your approach.
An active program, one that immerses the community in
your firm’s messaging, gives you more control over your
success while simultaneously creating goodwill with your
client families.

You are seeing an increase in your accounts receivable.

Because deathis often unexpected, loved ones are sometimes
unprepared to cover the costs of funeral services. Without a
funded prearrangement in place, families can feel pressured
to make hundreds of split-second decisions without tfime to
think and consider what they fruly want, need and can afford.

The result is often an accounts receivable problem for your
business — you have a backlog of unpaid invoices from
families who can’t afford fo pay for services rendered.
This creates a cash flow problem and puts you in a difficult
position. You don't want to damage relationships with your
client families by adopting an aggressive payment policy,
but you need to make sure you're covering your own costs
and making a modest profit.

A robust preneed program can help mitigate the impact of
receivables onyour business. Preneed is one of the best tools
for managing accounts receivable issues and has a lot of
tangible benefits for families. A fully funded funeral allows a
family to pay over time and in advance, which often eliminates
the last-minute scramble fo cover the cost of services affer the
fact. And, by setting up a payment plan up front, you provide
a better arrangement experience for your client families.

If you are seeing any of these signs at your funeral home, it’s
likely time to reevaluate your approach to preneed.

Still unconvinced? Let me leave you with this final thought:
our latest policyholder survey found that 96% of those who
prearranged and prefunded were very or completely satisfied
with their decision fo prearrange. In fact, 98% reported that
they would consider recommending it to a friend or family
member, and 41% already had within two months of finalizing
their own arrangements. What would happen to your business
if four out of every 10 families you served recommended your
services to a friend or family member? FBA

Wanda Sizemore is the Director of Field Training and
Development atHomesteadersLife Companyandis a Certified
Preplanning Consultant and Certified Celebrant. Throughout
hercareer, she has earned several saleshonorsand served asa

board frustee with the ICCFA Educational Foundation. Wanda
has also been published in the American Funeral Director,
Tri County Crier, Updater and TIFG Newsletter, and actively
speaks atvarious preneed and funeral direcfor training events.
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WITH 29,387 MILES.
BLACK EXTERIOR AND NEUTRAL
INTERIOR.

2013 MERCEDES SPRINTER WITH
26,792 MILES.
BLACK EXTERIOR WITH BLACK AND
GRAY INTERIOR.

WORLDWIDE SUPPLIERS SINCE 1971
REASONABLE RATES : . e
WE SHIP EVERYWHERE IN THE COUNTRY, AS WELL (S S D>

AS OVERSEAS 3
LET US HELP YOU WITH YOUR LETTER OF CREDIT 0 0 | 1ncoLN SUPERIOR WITH
AND FREIGHT FORWARDING NEEDS 46,067 MILES,

BLACK EXTERIOR AND INTERIOR.

e

CALL FOR INFORMATION ON VERICLES SHOWN OR FOR ADDITIONAL LIST OF LOW MILEAGE VEHICLES

Lehmann-Peterson
A Moloney Entity

& =
el

800.333.2533

PLATINUM

VISIT OUR WEBSITE AT WWW.CONAWAYSALES.COM |

Need Parts?

Interior Trim - Exterior Moldings - Window Glass
Specialty Windshields and More!

SPECIALT

Model
Specific

Bier Pin
Parts
Flag Staff

* Kits

POOD

800-362-6224 / www.infparts.com sales.infparts.com

‘K**'

% UNITED COACH SALES

GREAT LEASE PRICES

"Ask about our Military Discounts Today!

Call Scott Berger
for more information:
859-240-6850

Available:
KT Vehicles CT Coach
and more! V)
__ ’-.f | | -
VETERAN OWNED SSSS SA VE TODA y SSSS VETERAN OPERATED

www.unitedcoachsales.com

JANUARY/FEBRUARY 2020 | WWW.FUNERALBUSINESSADVISOR.COM
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http://www.conawaysales.com
http://www.infparts.com
http://www.unitedcoachsales.com

THE BEREAVEMENT CRUISE
April 19, 2020

Royal Caribbean
www.funeralbusinessadvisor.com

NFDA PROFESSIONAL WOMEN'S CONFERENCE
April 24-26, 2020
0 F Confidante Hyatt Hotel | Miami, FL

events.nfda.org

SELECTED 2020 SPRING MANAGEMENT SUMMIT
April 29-May 1, 2020
Le Méridien Tampa | Tampa, FL

www.selectedfuneralhomes.org

— SELECTED'S NEXTGEN SEMINAR 'fgeifgvgnc_hﬂai,um%z)zo

—! January 26, 2020 The Mayflower Hotel | Washington, DC
www.selectedfuneralhomes.org events.nfda.org
NEW! NFDA NAPA WINE TRAIN BUCKET LIST ADVENTURE INDIANA FUNERAL DIRECTORS ASSOCIATION ANNUAL
February 5-7, 2020 CONVENTION AND TRADE SHOW

River Terrace Inn | Napa Valley, CA
events.nfda.org

2020 FUNERAL TECHNOLOGY & MARKETING WORKSHOP CRUISE

May 11, 2020
Embassy Suites Conference Center | Noblesville, IN
www.infda.org

Vi

February 16, 2019 NFDA EMBALMING AND RESTORATIVE ART SEMINAR
Port Canaveral | Orlando, FL May 14-15, 2020
cruise.frontrunner360.com Pittsburgh Institute of Mortuary Science | Pittsburgh, PA
SELECTED GROUP 6 ROUNDTABLE MEETING events:nfda.org

February 20, 2020 NEW! NFDA YANKEE STADIUM BUCKET LIST ADVENTURE
Cypress Lawn | Colma, CA June 5, 2020
www.selectedfuneralhomes.org Yankee Stadium | The Bronx, NY

NFDA CREMATION CONFERENCE events:nfda.org

Februgry 21-23, 2020 SELECTED EUROPEAN CONFERENCE 2020

Tradewinds Island Grand Resort | St. Pete Beach, FL June 10-14, 2020

events.nfda.org The Grand Hotel | York, England
EamlinzﬂﬂﬁUPIE?,EE%TISOUNMSNYI#P:?SIUM § ART OF SELLING www.selectedfuneralhomes.org

February 26-28, 2020 fﬂgﬁngﬁ.sglr 2[gN2F(E)HENEIE

Paris Las Vegas | Las Vegas, NV

2 Vel Belmond Charleston Place | Charleston, SC
www.cremationassociation.org

events.nfda.org

SELECTED LEADERSHIP ACADEMY 2020-22 I
CLASS ENROLLMENT CLOSES ’gypflggfgéygqufgg, I%gzlg]VENTUHE
March 1, 2020 Whistling Straits | Sheboygan, Wi

Selected Leadership Academy

events.nfda.org
www.selectedfuneralhomes.org

SELECTED EDUCATIONAL TRUST ONSITE JOB FAIR PITTSBURGH gﬁ%ﬁg,ﬂfb@fgémgﬁwég"éﬁ 2020
INSTITUTE OF MORTUARY SCIENCE Le Westin Montreal | Montreal, QB, Canada
March 5, 2020 _ _ www.selectedfuneralhomes.org

Pittsburgh Institute of Mortuary Science | Pittsburgh, PA

www.selectedtrust.org NFDA INTERNATIONAL CONVENTION & EXPO

NFDA MEET THE MENTORS October 18-21, 2020

— New Orl , LA
March 8-10, 2020 va\?/Iv.nrfde:.r;Srg

cventontaaorg o Aene 68 ACQUISITION™ | cXPANSION | INVENTORY CONSTRUCTION 1 REFINANGE | WORKING CAPITAL

SELECTED EUROPEAN SPRING MEETING 2020
March 27-29, 2020

Bologna Funeral Exhibition | Bologna, Italy
www.selectedfuneralhomes.org

Our funeral home and cemetery lending specialists are ready

to guide you through financing your legacy.

Explore your options at:

liveoakbank.com/financing LlVE OAK BANK

©2018 Live Oak Banking Company. All Rights Reserved. Member FDIC.

7[] WWW.FUNERALBUSINESSADVISOR.COM | JANUARY/FEBRUARY 2020



http://www.liveoakbank.com/financing

AP Lazer
800.585.8617 | aplazer.com

American Funeral Consultants
800.832.6232 | teamafc.com

ASD - Answering Service for Directors
800.868.9950 | myasd.com

Bass-Mollett
800.851.4046 | bass-mollett.com

Bio-Response Solutions
317.386.3503 | bioresponsesolutions.com

Bogati Urn Company
941.751.3382 | bogatiurns.com

BSF
913.890.3966 | 4bsf.com

C & J Financial
800.785.0003 | cjf.com

Conaway Sales
800.333.2533 | conawaysales.com

Cooperative Funeral Fund
800.336.1102 | CooperativeFuneralFund.com

Crakn
844.382.7256 | crakn.net

Eagle's Wings Air
866.550.1392 | EWAcares.com

Everdays
248.480.2450 | everdays.com/preneed

Express Funeral Funding
812.949.9011 | expressfuneralfunding.com

FDLIC
800.692.9515 | funeraldirectorslife.com

Final Embrace
800.896.0598 |finalembrace.com

Foundation Partners Group
888.788.7526 | foundationpartners.com

Frazer Consultants
866.372.9372 | frazerconsultants.com

Funeral Data Manager
888.478.9775 | funeraldatamanager.com/FBA

FuneralScreen
800.270.1237 | funeralscreen.com

Garfield Refining
800.523.0968 | garfieldrefining.com/crematory

Homesteaders/eFuneral
efuneralpartner.com

ICCFA
800.645.7700 | iccfaconvention.com

Infinite Innovations
800.362.6224 | infparts.com

Infinity Urns
866.511.4443 | infinityurns.com

Inman Shippin
800.321.0566 | shipinman.com

72 WWW.FUNERALBUSINESSADVISOR.COM | JANUARY/FEBRUARY 2020
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Inman Travel Plan
888.889.8508 | shipinman.com

Investors Heritage Life
800.422.2011 | investorsheritage.com

Johnson Consulting
888.250.7747 | johnsonconsulting.com

Junkin Safety
888.458.6546 | junkinsafety.com

Kanga-Woo
800.645.8966 | kanga-woo.com

Lamcraft
800.821.1333 | lamcraft.com

Live Oak Bank
liveoakbank.com/financing

Madelyn Company
800.788.0887 | madelynpendants.com

Memory Glass
866.488.4554 | memoryglass.com

Messenger
messengerstationery.com

Mortuary Lift
800.628.8809 | mortuarylift.com

NFDA
800.228.6332 | nfda.org

National Mortuary Shipping

800.321.0185 | natimortuaryshipping.com

Noble Metal Solutions
888.764.3105 | noblemetalsolutions.com

Passare
800.371.4485 | passare.com

Pierce Colleges
812.288.8878 | gupton-jones.edu

Ready Capital
800.453.3548 | readycapital.com

Ring Ring Marketing
888.383.2848 | atneedsprofits.com

Security National Life
PreneedSuccess.com

Starmark
888.366.7335 | starmarkcp.com

Thacker Casket
800.637.8891 | thackercaskets.com

Trigard
800.637.1992 | trigard.com

Tukios
tukios.com/infinite

United Coach Sales
859.240.6850 | unitedcoachsales.com

United Midwest Savings Bank
877.751.4622 | umwsb.com
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Every life has moments to treasure and remember. And, no matter
where families gather to celebrate and remember their loved one’s life,

personalized stationery and keepsakes should be there too.

A new revenue stream for direct dispositions.

Contact your local sales consultant or (%65561’186735 at 800-827-5151

to become a Remembering With Love partner today!

rememberingwithlove.com

Promo Code: 9086



http://www.rememberingwithlove.com

Creating Lefqacies

MARCH 30-APRIL 2
HENRY B. GONZALEZ CONVENTION CENTER
SAN ANTONIO, TEXAS

* 3 dynamic keynote speakers
2 A

Celeste
Headlee

* 500+ booth Expo Hall
e 30+ educational breakout sessions
e Countless networking opportunities

* One convention you’ll never forget

PROGRAM AND HOTEL DETAILS NOW AVAILABLE
AT ICCFACONVENTION.COM

FUNERAL BSF

H 0 M E BUSINESS SERVICES & FUNDING, LLC

WWW.4BSF.COM,

Call foday to have your loan reviewed
by one of the most experienced funeral
home bankers currently serving the
industry.

We have an effcient process to get
your loan submitted, approved, and
closed so you can get back fo taking
care of the families you serve.

- TOP SECRETS

FORBUYING, SELLING,
& FINANCING FUNERAL HOMES

Matt Manske
National Lending Manager

(785) 979-4029 Direct
(866) 665-2768 Fax Visit www.4bsf.com today to get your free eBook

on buying, selling and financing a funeral home.
9767 W. 115th Terrace

Overland Park, KS 66210



http://www.iccfaconvention.com
http://www.4bsf.com

Videos that practically make themselves.

@ > FREE TRIAL
@ @ Automated Tribute Video Software

. . _ WITH CODE
Any time. Any device. www.tukios.com FBA2020


http://www.tukios.com

