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HERE

TO SERVE YOU WHY CHOOSE PASSARE?

Because only Passare brings you funeral home management software that actually helps you
connect with families online through the Family Collaboration Center.

PERSEVERING THROUGH
UNCERTAIN TIMES

il

Connect and Collaborate
Anytime, Anywhere, Using any Device

_ | passare

As you seek to continue to offer families the highest level of service during
these difficult times, Funeral Directors Life stands by you to support you and
serve you every step of the way with webinars, resources, and tools to help
you succeed in a rapidly changing marketplace.

With Passare, you have access to every
case, right from your phone, tablet, or

computer, making it easier than ever to
REGISTER NOW FOR AN UPCOMING WEBINAR!
www.funeraldirectorslife.com/webinars

connect with families.

FUNERAL
DIRECTORS /Q@(]U€Sf00l€/770./

LLRE / ® See what Passare can do for your
‘ ) 4 pa ssa re business. Go to www.passare.com to

request a free demo TODAY!

www.funeraldirectorslife.com | 800-692-9515
info@passare.com | 800-692-6162 Passare is the funeral profession’s ONLY collaboration
system with integrated case management.


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

,\\’f Frazer Consultants

L
\ ULTANTS.COM | 866-372-9372 | INFO@RFRAZERCONSULTANTS.COM
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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

FBA's E-Newsletfer is the perfect educational supplement
between issues! We feature articles, new or nofeworthy
designs, and industry news in another clean and easy fo
read format. SUBSCRIBE NOW fo make sure you always

Meghan Kelly, Creative Director
meghan@funeralbusinessadvisor.com
502.653.8568

have the most up-to-date information available!

Subscribe at www.FuneralBusinessAdvisor.com.
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each (International). United States Subscriptions are $54.00 annually.
International Subscriptions are $75.00 annually.

Visit  www.funeralbusinessadvisor.com for content and updafed
frequently and fo access articles on a range of funeral indusfry
topics. FMM Media provides its contributing 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 true. 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 content may not be photocopied
or reproduced or redistributed without the consent of publisher. For
questions regarding magazine or for subscriptions, call 502.749.0992
oremail info@fmm-media.com.

ARTICLEREPRINTS
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AlternaView

Any Fabric Throw

Sets Include:

and Pillowcase

+ Cot

N/ ////,, )
EMINRACE
toll-free 800-896-0598

www.finalembrace.com

Tables Full?

Use the included cot straps
to attach your skirt to any
size stretcher or gurney for
cot views. Installs in just
two minutes!

Take ID Viewings from Clinical to Comforting.

Utilizing a revolutionary strap set that expands to fit any size
dressing or embalming table, the AlternaView System installs
in minutes and brings dignity back to non-casketed viewings.

Easy to Clean.

While “spray and wipe” is
perfect for everyday cleaning,
all throws and pillowcases
are washer- and dryer-safe.
For best results, dry clean.

Straps Get the Right Size for Your Needs.

The standard throw is generously sized at 56" wide and 86" long.
Plus size, which increases the throw to 66” wide and 91" long, is
available for a small upcharge.

IN
THE

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


https://www.facebook.com/fba.mag
https://twitter.com/FBA_Mag
https://www.linkedin.com/authwall%3Ftrk%3Dripf%26trkInfo%3DAQHuHYRU-sMUPgAAAXIoAbD4qu81A70eLBDXrx0dZlQBoVDgEO9zgOyckq7bMyxi0uU5MwQcT0Xj9lrYgLG4CfCppfQTN9xArqVY1sArsa3kQ_lGCDE1a4Zqb2k3LJYv_RPRzfc%3D%26originalReferer%3D%26sessionRedirect%3Dhttps%253A%252F%252Fwww.linkedin.com%252Fcompany%252Ffuneral-business-advisor
http://www.finalembrace.com
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CALENDAR OF EVENTS

NFDA EMBALMING AND RESTORATIVE ART SEMINAR
May 14-15, 2020
Pittsburgh Institute of Mortuary Science | Pittsburgh, PA

events.nfda.org

NEW! NFDA YANKEE STADIUM BUCKET LIST ADVENTURE
June 5, 2020
Yankee Stadium | The Bronx, NY

events.nfda.org

SELECTED EUROPEAN CONFERENCE 2020
June 10-14, 2020
The Grand Hotel | York, England

www.selectedfuneralhomes.org

NFDA LEADERSHIP CONFERENCE
August 2-5, 2020
Belmond Charleston Place | Charleston, SC

events.nfda.org

NEW! RYDER CUP BUCKET LIST ADVENTURE
September 21-23, 2020
Whistling Straits | Sheboygan, WI

events.nfda.org

SELECTED'S 2020 ANNUAL MEETING
September 30-October 3, 2020
Le Westin Montreal | Montreal, QB, Canada

www.selectedfuneralhomes.org

NFDA INTERNATIONAL CONVENTION & EXPO
October 18-21, 2020
New Orleans, LA

www.nfda.org
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Jeff McCauley is a licensed funeral director,
retired funeral home owner, and owner
of Greene Valley Media - FuneralScreen,
and winner of the NFDA Innovation Award.
FuneralScreen.com provides a complete
digital service to funeral homes throughout
the United States. Contact Jeff by email at
jeff@mygvm.comor call 800-270-1237.

Ken Moore is Senior Vice President-Sales
& Marketing for Wilbert Funeral Services
where he has guided sales and marketing
strategies for over twelve years. He has also
led the dynamic sales growth of The Wilbert
Group's Signet Supply casket division since
its inception in 2009. Ken has over 34 years of
experience in sales, marketing, operations, executive leadership
and strategy across various industries. To connect with Ken, call
him at913-732-9063 or at KMoore@wilbert.com.

Scott Weisenbach is the National Sales
Director for Sich Casket Company. Sich is the
top-selling manufacturer of premium quality
wood and metal caskets from China and
distributed by a carefully-selected network
of independent distributors throughout North
America. Information is available by visiting
www.sichcasketf.com, emailing info@SichCasket.com or calling
(888) 317-1929.

Kathy Shirey currently serves as the Sales
and Marketing Support Specialist for Thacker
Caskets. Kathy will provide Thacker valued
support in leading all marketing activities
including designing printed marketing
materials, leading collaborative efforts with
industry publications, social media delivery
and more! Kathy will also be directly involved in providing crifical
support to Thacker's growing outside sales team. Connect with
Kathy by email kathy.shirey@thackercaskets.com.

Jon Lefrandt is the CEO and co-founder of
Domanicare, an innovative and award-winning
text-messaging based aftercare program.
Jon created Domanicare after experiencing
crippling grief first-hand. After that experience,
\ ?]’ 4 he decided fo do something about the gap

' = that has existed between funeral homes and
affercare families for years. To connect with Jon, call him at 385-
203-0199 or you may email jon@thedomanigroup.com.

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 Welton by email at
info@ringringmarketing.comor call toll-free at 888.383-2848.

We may be the largest insurance assignment company in the funeral profession,
but that doesn't mean we've lost touch with our roots. Here in Rainbow City, our
priorities still come down to a welcoming smile and a handshake that says we
keep our promises. With all the tools and technologies that assures blazingly fast
turnaround, what really matters is much more old school: personal responsibility,
integrity, relationships and the pride that comes from hearing yet another client
say, “You came through for us when it mattered.”

Here in Rainbow City, AL,
a handshake and a contract
mean the same thing.

C8:J Financial, LLC
& You

CJF.com | 800.785.0003 | 200 Market Way, Rainbow City, AL 35906
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WiLBerT SiMPLIFIES BURiAL VAULT PRESENTATIONS FoR
SociaL DiSTANCING

Overland Park, KS — With the challenges faced by Funeral
Professionals in making arrangements with families remotely
or consistent with social distancing procedures, The Wilbert
Group has built a solution allowing a remote presentation of
outer burial containers (OBCs) to families.

Utilizing Wilbert's simpliFi® program — which simplifies the
OBC presentation with a stfraightforward yet vivid graphic
combined with a short informational video — two different
remote presentation approaches have been developed for
Funeral Professionals to choose from:

» Version 1 takes the family completely through the simpliFi®
burial vault presentation from beginning to end in a 3-minute
video, after which the Funeral Professional steps in fo answer
questions, provide options, and address pricing. This version
resides at www.wilbert.com/burial/simplifi-presentation

 Version 2 allows the Funeral Professional to guide the
family through the burial vault selection process by using the
“Funeral Professional Guide” that is a part of the simpliFi®
presentation program. Following the guide along with
showing the family the “Outer Burial Container Choices”
graphic and the educational video, the Funeral Professional
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®

Commemorating Life with Respect”

can inferact more with the family as they learn about OBC
options and make their selection. The graphic and video
forthis version resides at www.wilbert.com/burial/simplifi

“We invite Funeral Professionals fo fest both of these
versions fo see which one best suits their needs for remote
presentations,” said Ken Moore, Senior Vice President, Sales
and Marketing. “Either version provides a simple way to
inform families quickly, thoroughly and interactively about
the choices they have pertaining fo burial vaults — including
personalization of the vault which has been proven to elevate
the service experience for the family.”

For more information about the remote presenfation
approaches or about Wilbert's simpliFi® program in general,
please conftact your local Wilbert Representative or call
913.345.2120.

ESSENTIAL

Adjective: absolutely necessary; indispensable

To all of the Funeral Directors, Morticians, Embalmers, and Crematory
Operators; we are here working hard to make sure you have the essential
products you need. Thank you for your support!

#InThisTogether

STARMARK

cremation products
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SRS Unveis New, ProprieTary E-SioNaure Probuct

'
SRS COMPUTING

Wexford, PA — SRS Computing has released a brand-new
e-signature tool that is built directly into their SRS software,
eliminating the need for any third-party electronic signature
tool such as DocuSign.

“Our team very quickly saw the need for funeral homes to be
able to get signatures from families without being able fo meet
face-to-face fo get them during this COVID-19 pandemic”
says Kim Simons, VP of SRS Computing. “In less than 2
weeks, we were able to develop a brand-new electronic
signature fool that we knew had to be miles ahead of what
is currently available for funeral homes. We didn’t just want
something that communicated with third-party signing tools
like what is currently available on the market, we wanted SRS
clients to have something fully integrated for that streamlined
experience they are used fo with us.” adds Kim.

The SRS E-Signature tools gives funeral homes the ability
to send unlimited forms and get unlimited signatures from
families. There are no-per user fees and it is designed to
replace any need for 3rd party e-signature tools like Docusign
ata fraction of the cost.

“In just under three weeks, nearly two-hundred SRS customers
have started using the fully integrated E-Signature tool and
the feedback has been incredible. One funeral home said this
will save them so much time with it being all infegrated into
their day-to-day software. They also said it will save them
money by eliminating the need for Docusign” says Kim. “It
was definitely a need that funeral homes had as a result of the
pandemic, but something we know they will continue to use
foryears to come as part of their new normal” concludes Kim.

The new E-Signature tool from SRS is very easy to use. A
funeral director can login to their SRS software and send any
form to one or more family members to sign electronically.
Families can then sign the form from anywhere and on any
device and send it back to the funeral home in one-click, which
also uploadsdirectly into the funeral home’s SRS software.

To learn more about the SRS E-Signature tool, visit www.
srscomputing.com/e-signature.

SRS Computing prides itself on giving funeral homes
the soffware and fools they need fo grow their business,
strengthen their community image and impress families. As a
leader in funeral home management software for twenty-one
years, SRS offers complete management software solutions
for funeral homes, cemeferies, crematories and pet death
care providers. To learn more about SRS Computing visit
their websife at www.srscomputing.com or contact the SRS
feamat 1-800-797-4861.

INDUSTRY ALERTS

Keeper Launchies DiRecT EMaIL MARKETING PLATFORM,
Keepen Digect

> KEEPERED

KEEFING MEMORIES ALIVE

Toronto, Ontario — Digital memorialization solution, Keeper,
has launched a new addition to its cloud-based software
suite, Keeper Direct. Keeper Direct is an email marketing tool
enabling funeral homes and cemeteries fo design and send
email communication to their families and entire community,
directly from Keeper.

Keeper Direct includes professionally designed email
templates that can be modified or completely customized
with text, images, videos, web links and more. No technical
experience or coding is required as the email building tool is
simple to use with its drag and drop functionality.

Keeper Direct stands out from other email marketing fools
on the market because it automatically captures emails with
every inferaction on a Keeper Memorial page. Every time a
funeral home or cemetery website visitor leaves a tribufe
message, shares an image, or interacts with an obituary
page, their email address is captured and stored in Keeper
Direct. This contact information can then be used to drive
pre-need sales, send aftercare messages to families, sell
merchandise and flowers, send holiday greetings, share
special pricing, and more.

“One of the biggest challenges in digital marketing is growing
your audience,” asserts Mandy Benoualid, CEO at Keeper.
“Funeral homes and cemeteries already receive a lot of
website traffic from obituary pages, service listings and
cemetery records search. We decided to take this activity
and capture visitor information automatically. Other systems
on the market like MailChimp and Constant Contact require
plugins and integrations to capture email addresses, whereas
Keeper clients do not need fo lift a finger, let alone pay for
another system, for even better results.”

The goal of Keeper Direct is to boost sales but also improve
customer satisfaction by improving communication. Keeper
Direct enables clients to send unlimited, large batches of
emails using secure servers so that messages do not end
upinjunkmail.

Keeper Direct will be widely available by April 15th, 2020.
Funeral homes and cemeferies requesting more information
about the platform are directed fo confact info@mykeeper.com
orcall 1-844-970-7900. Keeper is a digital memorialization
solution for funeral professionals and cemeferians. Empower
families fo conftribufte fo their loved one’s online memorial, add
images, videos, fribufes, guestbook, genealogy and more,
directly on your business website. Keeper's suite includes
online memorials, inferactive kiosks, websife integrafion,
walk-fo-grave mobile app, email marketing, genealogy
and more. For more information, visit www.mykeeper.com.

Stay in Front of Your Families

With the My Careletter® program, the Family Follow-Up Survey, and the Seminar/Workshop
Invite, you already have a pool of clients who have shown you trust and confidence. For just
pennies a month, keep your name in front of those who have had a recent funeral experience
with your funeral home to gently remind them that a preplanned funeral is a gift to the living.

With Great Western Insurance Company, customer satisfaction is guaranteed, and with your
reputation, how could you settle for anything less?

00 _0000000¢g

ooooo

Y

HOME
FUNEREL, oo %

Top-of-the-Mind Awareness is as Easy as 1, 2, 3 with...

GREAT WESTERN

INSURANCE COMPANY

Preneed Perfected
(@)

Contact Us: [ www.gwiccom &, (866) 689.1401 A- Excellent

FOR AGENT USE ONLY; NOT FOR CONSUMER SOLICITATION | Our A- (Excellent) rating (April 2019) is the fourth highest of 15 possible ratings given by AM
Best Company. As an independent non-government company, AM Best does not recommend products or services but does provide independent opinions

of a company’s overall financial strength. Plans may not be available in all states. GWIC® is a registered trademark owned and licensed by Great Western

Insurance Company. © 2019 Great Western Insurance Company 43114 5005 0819 US
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FIRST-CLASS
SHIPPING
SERVICE

é’mm%e

With more than 40 years of experience, Inman
Shipping Worldwide is the nation’s largest, oldest
and most reliable shipping provider.

We offer: i
« International & domestic ship-in services
+ Unsurpassed attention to detai
- State-of-the-art tracki )
«24/7 call center staffec

R ld-q§=-__'____ -

T — S

~ Contact us tos Jlearn about our%

superior shlpplng services.

Independent
Funeral Director Owned
2820 AR 40007

SHIPPINGIWORLIDWIDE
(800) 321-0566 - Shiplnman.com

©adfinity®
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Lecacy.com?s FuneraL Home SuporT Duing
CovID-19

Legacyisheretohelpwithemergencyobitupdates and remote
funeral participation.

Chicago, IL — Funeral homes
Legacy across the country are already
feeling the impacts of the
COVID-19 epidemic. Legacy.

com stands ready to help any funeral home with obituary
publication and to support remote funeral participation.

Emergency Obituary Posting & Updates All our resources are
available fo the funeral home community. Any funeral home
staff member can reach out to our dedicated funeral home
supportteam 7 days a week for help with obituary updates:
Contact: fhsupport@legacy.com; 888-397-9494, press O,
then option 2. Hours: Email: 5:30am - 10pm Central Time,
daily. Phones: 8am - 6pm CST, daily. Response time: Emails
typically receive a response within one hour, often less.

Families can also reach out to our customer support team
directly for assistance at info@legacy.com or 888-397-
9494, option 0.

Online Funeral Video Services Legacy and Tukios are working
together to help funeral homes offer remote video services
fo support social distancing.

Starting foday, any funeral home can use Tukios’s system
to upload video of a funeral service for any family, so those
unable to atfend can watch the service once it has concluded.
Tukios will host the video, create the URL, and then work
with Legacy fo get that video link added to an online Legacy
obituary. To get started, contact Tukios at support@tukios.
comor801-682-4391.

If a funeral home already has a video online, and wants to add it
fo a Legacy obituary, they can send us an email at fhsupport@
legacy.com and we'll add that link fo the obituary fext New,
Guides and Resources During the weeks ahead, we will be
providing regular updates, resources, and advice on funeral
planning during the epidemic. Our first — a guide to help funeral
directors and families decide on safe service arrangements — i

available here: Coronavirus Services FAQ for Funeral Directors.

We welcome anyone fo sign up for our newsleftfer or visit new.
legacy.com/coronavirus-information/ fo keep up fo dafe on our
coverage. Legacy.com /s the global leader in online obifuaries with
over40million visifors each month. The company provides support
and obituary-related services fo more than 1,500 newspapers
and 3,500 funeral homes in the Unifed States, Canada, Australia,
New Zealand, and the UK., fo help people express condolences
and share remembrances of loved ones. Legacy.com pariners
benefit from unparalleled scale and expertise that delivers
industry-leading products, innovafive e-commerce solufions, and
award-winning cusfomer service. Legacy.com is headquarfered
inChicago, Illinois. VisitLegacy.com for more informafion.

FronTRuNNER Ofres To Seup ANY Fuerar Home’s
Facesoox Pace witH Facesook Live For FREE

Kingston, Ontario — FrontRunner today announced an
industry-wide offer to help any funeral home set up their
Facebook page and share a free step-by-step guide outlining
how to use Facebook Live to broadcast funeral services. This
offer is available to any funeral home, regardless of being a
FrontRunner client or not.

The COVID-19 pandemic has forced many funeral homes to
think differently about how they will host funeral services and
continue to offer support for the community. FrontRunner
heard this loud and clear from many clients over just a few
days and knew they could offer something more valuable
than anything else - their time to help all funeral homes.

“This week | have falked fo so many funeral directors who are
exhausted, confused and need help when it comes to moving
their face-to-face interactions to a virtual space” says Jules
Green, CEO of FrontRunner Professional. "l wrote my feam
literally one hour before saying this and said we can help
these guys, let’s do it. We will figure out the workload that
comesin as ateam — they need us right now,” adds Green.

The FrontRunner team has rallied fogether to do something
that doesn’t cost the funeral home anything. They will set

o
%/ FrontRunner

up any firm's Facebook page if they don't currently have
one and give them a PDF they can follow with equipment
recommendations so they can still support the families and
their community using Facebook Live.

“There will be no questions asked. We've added a form to
our website for any funeral home to fill out and request the
help. From there we will get their page built and send them
the PDF. If they need further help, we will be there” adds
Jules. “We can help, so we will. Period,” concludes Green.

The FrontRunner team will work through all requests as
quickly as possible, including over the weekend. Simply fill
out the form to have them set up your Facebook page and
guide you to offer Facebook Live funeral services during the
COVID-19 pandemic.

REQUEST YOURFREE FACEBOOK PAGE SETUP & FACEBOOK
LIVE PDF BY VISITING: hitps://www.fronfrunnerpro.com/
free-facebook-page

If you have questions, contact Jules Green directly at jgreen@
fronfrunner360.com.

Beautif \ Memories l"l'm. a Lifetime..

cjnfimity Theme series capitured the
éeau:‘y of experience that malkee memories
precroud. Ihe pfez‘fzm-a of ;:’,fe:i nmonients
and emotions are honowred f/'rroug;:- the

selective revige ojf themes under this sevies.

955 236th St NE #3, North Liberty, IA 52317 U.S.A.

Toll Free: 1- 866-511-4443

E-mail: support@.infinityurns.com - www.infinityurns.com
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CRaKN Orrens Seavices & TooLs Free oF Crianee IN
Resonse 1o COVID-19

North American Funeral Homes Can Take Advantage of Free
CaseManagement Toolsto Continue Serving ClientFamilies
While Protecting Themselves.

Cincinnati, OH — Due to the COVID-19 national emergency,
CR&KN has announced it will eliminate case fees for ifs case
management tool to help funeral professionals continue to
serve client families while protecting themselves.

The offer is for funeral homes and cemeteries across North
America.

“We know that funeral professionals are facing one of
the greatest challenges in their careers. We have an
unprecedented pandemic and great uncertainty, and we
wantto help,” said CRaKN CEO/Founder Scott Mindrum.

“As a result, we will offer this emergency support for the
duration of our COVID-19 national emergency. This means
that you and your team can protect your client families
and yourselves without losing a step in your collaboration,
coordination orcommunication.”

CRaKN's offer includes use of the digital, real-time
whiteboard; the dashboard; scheduler and calendar; state
and local forms; reports and data; and automation for funeral
director’s duplicate, manual and administrative tasks.

INDUSTRY ALERTS

CR&KN

Funeral directors can use these tools remotely—from the
safety of their own home—by phone, tablet or computer. As
always, CRaGKN’s efficiency tools are mobile and can be used
on any device, said Mindrum.

“This emergency support is available fo firms regardless of
whether they serve one family or 1,000 families, or if they
have two employees or 200 employees,” added Mindrum.
“We're anticipating a large response.”

Funeral homes that sign up for the offer will only have fo
pay a deeply discounted, one-time onboarding fee of $295.
They will have unlimited access to the features of the case
management tool.

Funeral homes located in North America inferesfed in faking
advantage of the offer can call 844-382-7256 or visit www.crakn.
netto signup immediately. CRGKN s a cloud-based solufion that
provides efficiency fools and an up-fo-dafe, real-fime, digital
whifeboard. Much more than a case management fool, CRGKIN
allows you fo access and update all your important information—
anywhere, anyfime, and from any device. Stay safe and secure
and easily collaborate and communicafte through CRaKN! To
learnmore, call 844-382-7256 or visitwww.crakn.nef.

Own Your Funeral Home's
Online Reputation

MARKETING

Or Someone Else Will

CR&KN

'™ SINGLE ENTRY
VOICE TO TEXT OBIT

= | %
“ [[> MOBILE USE

M& UNLIMITED USERS

o NOTIFICATIONS

KNOWN FOR QUALITY & SERVICE SINCE 1993

adsbepn

EFFICIENCY TOOLS co.
THAT SAVE YOU

- = 4 3+ HOURS PER CASE
RING RING § g

RECENT ADDITIONS

White Bronze Bulle Brass Key 1o My Heary

Get Your Free Instant

Sterling Silver Feather — Sterling Silver Dog Paus

Reputation Report Now

www.FuneralHomeReputationNow.com

2[] WWW.FUNERALBUSINESSADVISOR.COM IMAVIJUNE 2020

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

800-788-0807 Fax 608-752-3683
www.madelynpendants.com
e-mail orders@madelynco.com

Passare 10 Orren Fee ONUINE CoLLaBoRATION CENTER
For 90 Davs

( ) passare

Abilene, TX — With the impact of the COVID-19 outbreak
being felt across the nation, many funeral directors are
concerned about being able to meet with families in person
fo make arrangements. To assist funeral directors during
this time, Passare, Inc., is offering its online Collaboration
Center free for 90 days to funeral homes who wish to offer
online arrangements to the families they serve.

“We understand the pressure that funeral professionals
are feeling right now, and this is one way we can help,” said
Josh McQueen, VP of Product. “The Collaboration Center
is an online arrangement platform where you can interact
with the families you serve, gather biographical information,
share documents and photos, and much more. We realize
there is a huge need for this type of technology right now,
and we wanted to be able to do our part to help the funeral
profession by offering our software to anyone who needs it.”
Passare invites funeral professionals to sign up for free
access to the Collaboration Center by going to https://www.
passare.com/together/. In addition, Passare will be offering
free fraining webinars and resources to assist funeral homes
in getting up and running with the collaboration software as
soon as possible.

“We want to do what was best for the profession,” added Josh
McQueen. “As funeral homes remain committed to serving
their communities and protecting at-risk populations, we
want to provide tools and resources fo support their mission
and heart of service. It's truly an honor to be able to offer this
free resource to the profession at a time like this.”

To learn more about Passare's cloud-based funeral home
management soffware with built-in family collaborafion
fools, go fo www.passare.com. To learn more about Passare
and request a free demo, please visit www.passare.com.
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FuneraL Service Founarion Launctes COVID-19 Chisis
Response Fu

Brookfield, WI — The Funeral

Service Foundation today announces

the launch of its COVID-19 Crisis

Funeral \&a8Y Service fRuenSepr(; ln SSZ r\’j ilé,;db r;vfheisc Shl ovr\llg I’ s haerig

FOUI\_[E:&TION organizations working throughoutthe

country who are disproportionately

impacted by the novel Coronavirus

(COVID-19) pandemic. Gifts at every level can be made at
FuneralServiceFoundation.org.

The COVID-19 Crisis Response Fund has two pillars of
support: emergency assistance and grief support. Designed
to be flexible, the fund will provide grants for immediate
needs within funeral service including emergency response
to significant loss of life; grants to organizations providing
services and resources to families with unresolved and
complicated grief due to loss during this crisis; and grants
for other important needs as funeral service continues to
serve families during this rapidly evolving crisis.

“Matthews is proud to do anything we can to support the
funeral service profession during this unprecedented time,”
said Steve Gackenbach, Group President, Memorialization
at Matthews Infernational and a Foundation Trustee. “Our
donation helps ensure that funeral service professionals will
have the resources and support they need fo assist families
who can'’t say goodbye in ways they wish, which may result
inunresolved and complicated grief.”

The Foundafion is counting on the funeral service community
fo respond generously and help at this unprecedented fime
of need and uncertainty. One-fime or monfthly gifts fo the
Funeral Service Foundation's COVID-19 Crisis Response Fund
can be made online at FuneralServiceFoundation.org. Those
inferested in supporting may also send checks, made payable
fo the Funeral Service Foundation fo the FSF COVID-19 Crisis
Response Fund, 13625 Bishop’s Drive, Brookfield, WI 53005,
orcall 1-877-402-5900 fo make a gift by phone.
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FUNERAL HOME SUCCESS STORY

Chuck & Almika Prvor

AR
FAMIETE
THEIR FIR
PRYORITY

ocatedinHouston, Texas, Pryority Funeral Experience
has been serving families and exceeding their
expectations since 2015. Owned by funeral directors
Chuck and Almika Pryor, this family owned business
hasroofs that run deep in the industry with over 35 years
of experience.

“If you have ever seen the movie My Girl, that's Almika.
This businessis where she grew up, itsingrained in her,
and it's who she is,” begins Chuck Pryor. “Her roofs
began in this industry alongside her parents and her
experience is a big part of our success. When | was in
high school, | began working at a funeral home with my
older brother and | was able to help people when they
needed it most. The work | did with my brother really
resonated with me and | knew this indusfry was where
| was meant to be,” he continues.

The funeral industfry has always been a big part of

Almika’s life. It is where she grew up and it’s a big part
of who she is. Growing up in a family that was in the
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Almika & Chuck Pryor pictured with their son, Elijah Pryor.

funeral business has made her a natural at taking care
of families and their loved ones.

“l always knew that at some point, | would officially join
the family business. After Chuck and | gof married, we
decided to fulfill our dream and start our own funeral
home,” recalls Almika Pryor.

Pryority Funeral Experience gives families peace of mind
knowing that not a single detail will be missed. Chuck
and Almika love what they do, and they cannotf imagine
doing anything else. They work hard to gef to know each
family in order to create meaningful life celebrations.
They have a compassionate and knowledgeable team
that works perfectly alongside them in order to help
families get through difficult times.

“We make it an experience. When families walk into our
space, right away they feel comfortable and at home.
We worked hard to create a space that is truly inviting
and feels like home,” describes Chuck. “When we serve

a family, we want to have exceeded their expectations
and provide a loving tribute that they remember for years
to come. Our goal is fo become the go to family funeral
director for each family we serve, every single time. Our
goal is to provide such a high level of service, that our
families can’timagine using anyone else for their future
needs,” he adds.

“It was always a dream of mine to own my own funeral
business and we knew together we could make it happen.
Our funeral business is definitely unconventional. We
aim to push the boundaries of what a funeral home is
expected to be and for that reason we don’t even refer
to ourselves as a funeral home but are instead known
as the Pryority Funeral Experience,” explains Almika.

The Pryority sloganis Your Family is Our Family — which
is something Chuck and Almika genuinely believe in.
They treat each and every person that walks through
their doors like family throughout the entire process
and after. Chuck and Almika value the connections and
relationships they form with their families very deeply
and take aftercare very seriously. Additionally, many
of the staff members at Pryority Funeral Experience are
couplesorrelated in some way, so the family atmosphere
is sprinkled throughout the business.

“Our families know we care. In order to help us stay
in fouch with our families in the most consistent way
possible, we use Aftercare.com. Itis soincredibly easy
to set up, the cost is very fair, and as a funeral home
you do not have to do anything. Aftercare.com gives
us peace of mind and takes a little off our plate on the
aftercare side of things so we can focus on the service

we provide. | cannot recommend them enough,” Chuck
states.

The Texas funeral business thrives on making
connections and helping families. Their success lies
in their passion for the work they do. This is more than
a career for the Texas duo, itis an undeniable calling.

“Working with the families is the best part of this business
forus. We love to form lasting relationships with those in
our community and help them celebrate their loved ones
with unique and dignified services,” elaborates Chuck.

For both Chuck and Almika, they know they are exactly
where they are meant to be and that is serving their
community and helping families find peace.

“l have always loved makeup. It has been a passion of
mine for years. One of the most rewarding things about
working in this industry is when a family comes up tome
after a service to thank me for making their loved ones
look so beautiful and at peace. It gives me such joy to
be able to help families find peace in any way | can after
aloss,” Almika says humbly.

The passion that Chuck and Almika have for the families
they serve is nearly palpable. Their deep roots in the
industry and decades of experience make them an
unstoppable force. Their dedicated and knowledgeable
team, attention to detail, and years of experience make
them a top choice for the families in the Houston area.
Their kind hearts and warm care make families feel a
little lighter in heavy times, and for that reason they will
surely be successful for years to come. FBA
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FEATURE EDITORIAL

SPOTLIGHT ON:

he continued rise in cremation along with additional

widespread consumer trends such as increased social
media use certainly affects the way funeral homes conduct
business today. Paired with the unfamiliar market brought
on by apandemic, and just like that the world we know has
changed quickly and dramatically. As funeral professionals
contfinue to navigate this new way of life and business and
consumer frends continue to evolve, the industry must
learn to adapt and embrace change. However, what has
not changed is their duty fo honor and remember the lives
of loved ones with meaningful services and tributes.

“Family preferences continue to drive changes in funeral
service, including the trend away from ‘traditional’ funerals.
Much has been written on this topic, including the move
away fromreligious services towards more secular services.
One of the by-products of this movement has been less of
anemphasis placed on casket selection by funeral directors,
thereby reducing the inherent value of this product in the
eyes of families,” begins Sirius Chan, President of Sich
Casket. “As a result, successful casket manufacturers
and distributors have responded by offering caskets at
lower price points, providing caskets for special needs
(i.e. oversize), and manufacturing caskets that can also
be used for cremation — while also ensuring caskets are
readily available for prompt delivery to the funeral home.
Regardless of trends, one thing that has not changedis the
fact that for many families, the casket is the centerpiece of
the funeral service. Itis the last thing that a family buys for
their loved one; it will frame their ‘memory picture’ of their
loved one for years to come,” Sirius expresses.

The fraditional market is no longer so traditional as we have
seen a huge shift to cremation, or direct cremation with
no formal service. Families are continuing to find new and
unique ways to say their final goodbyes. With the decline of
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traditional burial, the growth of
viathe web and warehouse retai
information available to all consU
the game is changing rapidly.
to look at offering more favorable casket pricing both to
stay competitive and to re-establish value in traditional
funerals. But it is also up to the funeral home to shift their
messaging to the changing audience, to educate them
and demonstrate the range of options available, and the
emotional downsides of do-it-yourself funerals.

“We find that most families are simply wanting something
that looks nice, at a reasonable price and has the ability
to be personalized. Families no longer care about value
features such as gauge or swing bars - they look for
appealing colors, casket themes that represent the life
lived and the ability fo ‘tweak’ things on the casket such
as the interior,” explains Danielle Thacker, Vice President
of Thacker Caskets.

Now more than ever, we are seeing an increasing demand
for more environmentally friendly options — and without
the green surcharge we saw in the past. There are a lot
of innovations in designs and styles and customization
happening in foday’s market.

Therise of cremation has been a big change for the funeral
profession. It is not heading the other way anytime soon.
So, casket manufacturers need to look at their complete
product offering and reevaluate the depth and breadth of
their line fo make sure it is in keeping with what consumers
and funeral homes want, while adapting fo the future.

Traditional burial services are decreasing year after year
and for most funeral homes, this has translated to both
decreased revenue and profit on the service side of things.
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even boost) the funeral home’s
‘ro happen along with the casket
bem S0 able retail price to families. Funeral
home owners used o be very loyal to their preferred vendor
no matter the cost, this scenario is slowly dissipating. They

having fo be very mindful of overspending on caskets
o preserve profits and by in large, they are seeking out
alternative sources of casket suppliers other than the legacy
suppliers.

Like caskets, burial vaults are also a vital component of the
overall revenue stream for every funeral home. In terms
of revenue contribution, burial vaults fall in just behind
the service charge and casket sale. With the increase in
cremation, vault sales are still critically important fo every
funeral home’s overall success.

“Aburial vault with its protective inner liner helps safeguard
the casket against the intrusion of groundwater or other
elements, as well as meeting cemetery requirements to
prevent the gravesite from settling. Funeral homes simply
need to tell families why a burial vault is better than an
unlined concrete box in that it provides protection and
peace of mind that the contents will not be compromised.
Inaddition, many burial vaults can be personalized for the
committal service to offer ameaningful opportunity to honor
alovedone,” describes Ken Moore, Senior Vice President
of Sales & Marketing with The Wilbert Group.

Burial vaults are also one of the greatest opportunities for
the funeral professional to explain an often-misunderstood
product to the family. By explaining the differences
between outer burial containers and burial vaults, the
funeral professional can share their expertise and at the

same time build frust and confidence with the family. Whe.n
a funeral professional spends exfra time to help a family
thoroughly understand outer burial contfainers and the
options available, the family gets exactly what they want,
which regularly includes the addition of personalization.
Added personalization translates to a unique family
experience at the graveside that often becomes a lasting
memory for the family and the funeral professional.

“Cremation presents both challenges and opportunities
for any company in our industry. It is our responsibility to
find new and creative ways to promote traditional products
such as burial vaults, while also searching for new products
to meet consumer needs. We know that the end consumer
wants personalization options, so we continue to meet
that demand using tools like custom Appliqués and unique
color options to create the value the consumer is looking
for. We also spend a lot of time educating funeral directors
and consumers about the importance of services and
permanent resting places in regard to cremation,” states
Ethan Darby, Marketing Director with Trigard. “We have
recently started tracking more data, and we have helped
our partners increase their revenue using wall graphics
and digital displays. When we take the time toreally listen
to consumers and watch trends, these types of point of
purchase displays are much more impactful than traditional
miniature vault samples. The numbers are hard to argue,”
Ethan emphasizes. FBA

Continue on to learn more about the importance of
caskets and burial vaults despite the rapidly changing
needs of today’s families. Receive advice, explore
options, and get helpful information from the industry’s
top companies in this feature editorial.
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What challenges do you see and/or predict in the future
with regards to casket manufacturing, distribution and
costs to the consumer?

On the manufacturing side, as the number of casketed
funerals decrease, manufacturers will continue to look for
ways to drive costs out of the product while continuing to
look for ways fo make the casket more relevant for families.
At some point, there will be no more costs to remove.

On the distribution side, funeral directors will continue
to reduce their casket inventory. They will do more with
presenting caskets digitally, while putting the burden for
fimely delivery on distributors.

Onthe cost side, our fate is tied to funeral directors and how
well they promote the value of the casket and the value of
funeral services. No doubft the costs of funerals will continue
fo increase. The days of expecting the sale of the casket
to deliver most of the profitability are long gone. Funeral
directors must price their services properly and not at a
loss. Positioning the price of the casket and funeral services
properly will be important to the future well-being of the
funeral profession.

What products or services do you offer for traditional burial
and casketed services? Do you offer any green burial
products and/or alternative products?

Sich has acomplete line of fraditional wood and metal burial
caskets. Additionally, Sich has a line of cremation caskets
including several models that have eco-friendly features that
offer aresponsible balance between natural and traditional
design.

What sets your company apart from the competition?

Several atftributes differentiate Sich from other casket

companies:

» As ameasure of security, each Sich casket is covered by
a $5 million product liability insurance policy

 Enduring commitment fo traditional craftsmanship with
innovative, production & distribution methods

« Sourcing of materials globally to provide the best quality
and value at every price point

« Sold through a carefully-selected network of distributfors
so there’s no need to order a container load

Quite simply — we manufacture flawless, world-class caskets
that are built to meet or exceed U.S. standards in design,
features, and quality and cost far less than comparable
caskets from other manufacturers.

Answers submifted by
Sirius Chan, President of Sich Caskef
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THACKER

CASKETS

What challenges do you see and/or predict in the future
with regards to casket manufacturing, distribution and
costs to the consumer?

The challenges that we see forthcoming for a funeral
home is a continued shrinking supply chain (number of
distributors who sell caskets). Many smaller, independent
casket companies have either closed doors or have been
acquiredinthe last10-15years. Thacker remains committed
fo its vision of being the most trusted funeral supplier and
steadfastinits approachin serving the industry. We feel itis
important fo continue a high level of service and commitment
whichincludes face to face sales interaction, a consultative
approach in working with our funeral homes and next day
delivery service.

When speaking to a prospective client, what are some
frequently asked questions that you receive about your
products and/or services?

Most funeral homes want to learn more about our company as
many have heard of us, but do not know much about Thacker.
Thacker is the 3rd largest casket company in the United
States serving over 17 states through its direct distribution
network. Thacker resonates with many of its customers as
it is also a family owned and operated business.

What is your company's value proposition?

The funeral industry is one of the few industries where family
owned and operated businesses command over 90% of
total businesses in the industry. Thacker is just like it's
funeral homes - family owned and operated. Also, similar
to the funeral homes it serves, Thacker does not have other
"diversification" strategies that include outside industries.
We are solely focused on bringing successful ideas and
strategies to the table for our funeral homes. If we can
continue to make our customers successful, we will in turn
earn their frust and become successful ourselves.

What sets your company apart from your competition?
Thacker continues to grow despite the traditional headwinds
that the industry faces. The company has always been
committed to finding creative solutions to the issues
commonly faced within the industry. For example, when
funeral directors confinued to ask for the ability fointerchange
interiors, Thacker delivered Tailored Designs - the ability fo
change an interior of a casket for at-need delivery! We
continue to look at our customers requests for the next big
thing at Thacker!
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Answers subn
Danielle Thacker, Vice Presid
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Has the increase in cremation created opportunities for
companies to reposition their existing products and/or
develop new products?

Cremation presents both challenges and opportunities for
any company in our industry. I is our responsibility to find
new and creative ways to promote traditional products such
as burial vaults, while also searching for new products to
meet consumer needs. We know that the end consumer
wants personalization options, so we continue to meet that
demand using tools like custom Appliqués and unique color
options to create the value the consumer is looking for. We
also spend a lot of time educating funeral directors and
consumers about the importance of services and permanent
resting places in regards to cremation.

What information should funeral directors and/or funeral
home owners know about burial vaults that they should
relate to their clients?

Be infrospective, ask yourself “is my vault presentation
simple and understandable?” Be prepared to explain the
difference between an outer burial container and a lined
and sealed vault. We believe that client families with the
proper information will select alined and sealed burial vault
over an inexpensive concrete box or grave liner.

What vault products and services do you provide to funeral
homes?

We provide a diverse line of burial products that includes
burial vaults, urnvaults, infant casket vaults, and pet casket-
vaults. We provide other products such as mausoleum trays,
patient fransport boards, flower carts, and bouquet tray
backseaters, and bronze memorials.

What is your company's value proposition?

We strive to be the supplier of choice simply by partnering
with our customers to help them succeed. If they are
successful, so are we. We pride ourselves on great customer
service and being easy to work with.

What sets your company apart from your competition?
Our family-owned and operated business is diverse. We
own a cemetery and funeral homesin lllinois, Indiana, and
Arizona. We understand the challenges our customers face
because we face them every day in our business. This unique
perspective allows us to provide products and support we
know is valuable.
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Commemorating Life with Respect®

What information should funeral directors and/or funeral
home owners know about burial vaults that they should
relate to their clients?

Only a burial vault provides protection of the casket and the
loved one; a concrete box does not. For little or no additional
cost, depending on the vault provider and the funeral home,
a family can create a treasured tribute to their loved one
through personalization of the carapace with photos, images,
sayings and other commemorations of their loved one’s life.

What sets your company apart from your competition?

» Wilbert Funeral Services, Inc. has the largest network of
licensed locations to locally serve funeral professionals
throughout the United States and Canada. We have nearly 300
locationsinthe US and Canada. This makes transfer services
between locations seamless for the funeral professional.

« We have the most rigorous quality inspection program of any
company in our industry. Every Wilbert burial vault provider
is held to strict standards of performance, covering over 300
components from fabrication practices to graveside setup.

« Our diversified offering of products and services under The
Wilbert Group of organizations provides a one-stop source
for funeral homes and cemeteries. Products include burial
vaults, cremation urns, mementos, jewelry and urn vaults,
caskets, columbarium, private mausoleums, benches, urn
pedestals, statuary, glass-front niches, crematory supplies,
embalming fluid and prep room equipment, memorial books,
and more; services include cemetery design, cemetery
construction, open and close services and graveside setup.

« Under the brand Pierce Mortuary Colleges, we operate
three of the nation’s finest mortuary schools fo teach and
educate the future leaders of our industry with the skills and
specialization of the mortuary business. Our schools are:
Dallas Institute of Funeral Service, Gupton-Jones College
of Funeral Service, and Mid-America College of Funeral
Service.

 In 2012 we created the Commemorating First Responders
program fo provide first responders (law enforcement,
firefighters, and EMTSs) killed in the line of duty with a
Stainless Steel Triune® burial vault or a Stainless Steel Triune
urn vault plus cremation urn. While we are honored fo help,
it is sad fo report that to-date over 950 families have been
served by our program.
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A CHECKLIST FOR
BUYING CASKETS

A Review of the Factors to
Consider When Selecting
a Casket Partner

BY SCOTT WEISENBACH

ccording to the Casket & Funeral Supply Association of

America (CFSAA), casket manufacturing developed as a
distinct business in the late 19th century. On the other hand,
imported caskets have only been around since the start of the
21st century. When they first arrived, these imported caskets
received a mixed reception from funeral service. Sure, you
were getting a great price, but what were you sacrificing fo
purchase these offshore caskefs? Much like the way the
funeral profession has embraced cremation; funeral service is
following a similar adoption curve with more and more firms
now buying imported caskets. Have funeral home owners
given up objecting to offshore caskets, or is it that they have
come to realize the financial benefits are increasingly more
necessary with their cost containment of products?

Having worked for several caskef companies (both family-
owned and publicly-traded) over the years, | have sold both
domestically-produced and globally-sourced caskets. While
this in no way suggests that | am an expert on caskets, this
background has provided me with a unique perspective on
buying and selling caskets.

In my travels, | have heard a number of issues that have been
raised over time, related to the purchase or non-purchase
of imported caskets. People have asked me what factors
funeral direcfors with whom | have spoken evaluate when
selecting a casket company with which fo partner, and how
have they changed over the years. It may seem elementary to
many, but these factors have not only changed over time, the
importance of several key factors has also shifted. Therefore,
| have created the following checklist.

Product Quality — For every product used in funeral service,
it all begins and ends with quality; for that matter, quality has
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always been king. If's no secret that when import caskefs
first made their appearance twenty years ago, there were
stories — fact or fiction — about the quality of these caskets.

Times have definitely changed and improvements followed
after many years of manufacturing caskets by import casket
companies. Import casket companies today have become
laser-focused on quality in all areas of manufacturing. They
have instituted process improvements and they have quality
control departments set-up in the plants. The result is that
now some folks in our profession say the quality of caskets
from some import casket companies is on par, if not superior,
fo domestic manufacturers. Plants in the U.S. no longer hold
a monopoly on producing premium quality caskets. Perhaps
that is why most casket companies headquartered in the U.S.
now have plants outside the U.S.

Distribution — If premium quality is #1, then dependable
distribution runs a close second. As more and more funeral
homes reduce (or eliminate) caskets from their selection
room, the need for reliable casket delivery becomes even
more paramount. Funeral homes want a company that will be
able to readily deliver a casket, especially when a situation
comes up on short notice. Funeral homes also appreciate
when they do not have to pay exfra to have a casket expedited
inthe case of an emergency.

Nowadays, more and more independent casket distributors
in North America have decided to partner with overseas
casket manufacturers to carry and inventory their products.
With many independent casket disfributors stocking Import
caskets, this has greatly increased the footprint and daily
coverage area to supply funeral homes Import caskefs. The
distributor also provides an extra level of quality control since
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On-premises or in our private cloud.

Funeral Data Manager provides a complete database
solution for managing your pre-need and at-need
funeral home cases. Our software is well-known for

Bl cwercar g Conacts

FUNERAL DATA MANAGER

+ PRIVATE CLOUD

From a few computers, to multiple locations, or cloud sl
connecting all your devices, Funeral Data Manager
can be configured to meet the unique needs of your

888-478-9775
funeraldatamanager.com


http://www.funeraldatamanager.com
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FUNERAL CONNECTIONS
Answering Sensice
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Connecting funeral homes to their
families in a compassionate manner.

P e e o o o o o o o gy

I SPECIAL OFFER |

I 60 DAY FREE TRIAL
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Included Features:

« Flexible Billing Options
e Customizable Accounts
e Listen to All Recorded Calls

info@funeralconnections.net
www.funeralconnectionsonline.com
888.606.6211

« Latest Technology with Mobile App

THE ECO-FRIENDLY ALTERNATIVE
TO FLAME CREMATION.

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.
B <cnee ) earn more:

www.aquamationinfo.com

(317) 386-3500

200 Colin Ct. Danville, IN 46122
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they conduct and inspect every casket they tfake delivery.
Distributors will also check the casket again prior to delivery
fo the funeral home fo ensure funeral home satisfaction.

Fair and Transparent Pricing — In the past, somefimes it
fook an accountant to figure out the actual price of caskets.
With casket companies offering upfront discounts and
year-end rebates, determining the frue price of caskets
was a real chore. Not to mention other items that could be
thrown in the mix: marketing allowances, selection room
representation, “freebies”, efc. to justify their casket pricing
structure. And sometimes to get these discounts, you had
to sign a multi-year contract — just like cable TV or wireless
phone companies.

Nowadays, some of the larger casket companies are going
to a more simplified pricing company - although most
independent casket distributors have always preferred
a very fair and fransparent pricing structure for all their
accounts. This ensures a funeral home knows they are getting
a distributor’s best price from the beginning without haggling,
threatening fo leave, or signing a contract.

Insurance — Although rare, there are situations where there
is an issue with a casket during the service. Who stands to
lose when there is a legal action brought by the family related
to the casket? After all, it's the funeral home from whom the
family purchased the casket.

Much like the domestic manufacturers, the major import
casket manufacturers have arranged for product liability
insurance to protect the company and the funeral home from
legal issues with a family. Obviously, for all concerned, the
hope is that it is never needed, but certainly, a comfort fo
know that it's there.

Wide Product Line — Import manufacturers realize it is
important fo offer both metal and wood caskets in a broad
product line whose designs can easily be substituted for
all the popular models that are in the line of most casket
manufacturers today.

Given the way casket prices have risen over the years, funeral
directors need to be in a position to cost-effectively provide
families with a casket that fits the financial situation of a
family, and also a casket the family is proud to display their
loved one.

Import caskets have also allowed in certain instances an
opportunity for a funeral home to offer a suitable casket
substitution to a family in cases where a preneed contact has
notkeptup with the rising prices of funeral service.

Sales Representation — Unfortunately foday some funeral
directors look to their casket representative as an order
faker. A good casket representative, from a manufacturer or
a distributor, can be a valuable resource for a funeral home —
offering merchandising support and other business advice.

An Understanding of the Funeral Profession — The formula
for viewing products as a commodity had worked well for

smartphones, microwaves, and TVs manufactured overseas,
so why not for caskets? Simply, funeral service is different
from the retail marketplace. Most funeral directors had a
much different view of pricing caskets and as a result, viewed
the casket as something more than merely a commodity.

Over time, a few import manufacturers began to better
understand the funeral homes and their pricing structure and
as a result, improved care and attention. A handful is giving
back by supporting the profession through sponsorships at
conventions and donations to organizations in the funeral
profession.

Made in America — Some funeral direcfors love fo wave
this flag and have every right to do so. “Buy American” has
served our country well over the years. Buf we live in a
global marketplace where similar industries such as furniture,
fextiles and automotive have all fransitioned to embrace the
cost-saving advantages in global manufacturing.

Interestingly, most domestically-produced caskets source parts
like hardware and interiors from overseas in the assembly of
their caskets. Conversely, many import casket manufacturers
obtain most of the woods for their hardwood caskets from the
US and use American paints for their metal caskets.

Regardless, some funeral homes want to be supportive of
domestic companies. They still can do this by working with
a local casket distributor. Their local distributor employs not
only themselves but many other local workers and families.

Recognizable Name — While no casket company — domestic
or overseas — can claim they have brand awareness and
recognition with the general public, it can be comforting for
funeral professionals to deal with a casket company that has
some name recognition in the profession. At present, there
are but a handful of casket manufacturers that have brand
awareness with funeral directors.

To some, it's a show of confidence when a company chooses
fo advertise and put their name behind the product. The most
recognizable product at a funeral service is the casket. Itonly
stands to reason that companies are proud of the products
they manufacture would advertise.

AFinal Thought

At the end of the day, selecting the company from whom you
want fo purchase a casket is a business decision fo be made
by each funeral home. My intent with this article is merely to
bring to light factors that go info this business decision; noft fo
start a debate about domestically-produced v. global-sourced
orbigv. small. If | caused you to think differently about how
you purchase caskets, then | have helped. Thank you. FBA

ScottWeisenbachisthe National Sales Director for Sich Casket
Company. Sich is the top-selling manufacturer of premium
quality wood and metal caskets from China and distributed
by a carefully-selected network of independent distributors
throughoutNorth America. Informationis available by visiting
www.sichcasket.com, emailing info@SichCasket.com or
calling (888) 317-1929

Solo transfer in the prep

1-800-628- 8809

Caring for every need, every day.
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Airline & Shipping Requirements - Consulate Paperwork & Translation

Download Our Free App

Download for iPhone Download for Android

Our app makes it easier than ever to give new death calls,

setup pre—arranged s]npplng and cremation CallS, request

price quotes‘ and more.

natlmort uaryshlppu\g. com
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Who is Sich Casket and what products and services do they
provide?

Sich Casket Company is a top-selling manufacturer of
premium quality caskefs. Sich has a complete line of
traditional wood and metal burial caskets. Additionally, Sich
has a line of cremation casketsincluding several models that
have eco-friendly features that offer a responsible balance
between natural and fraditional design. These products are
distributed through a network of exclusive, independent
distributors in North America.

How did Sich Casket get involved in the funeral industry?

Sich had its earliest beginnings as a furniture manufacturer.
After researching the funeral industry, Sirius Chan decided
that Sich would change its core product from furniture
to high-quality wood caskets. In 2004 Sich began
manufacturing wood caskets and a few years later, Sich
expanded its factory and began producing a comprehensive
line of metal caskefs.

What makes Sich Casket special?
Several factors make a Sich casket unique:

« Sich Casket combines an enduring commitment to traditional
craffsmanship with innovative production methods to offer
caskets at an excellent price.

« The company sources ifs materials globally to provide the
best quality and value at every price point.

- Sich caskets are sold through a carefully-selected network
of independent distributors that share our value proposition
and an unwavering dedication fo the funeral profession.

Sirius Chan, president of Sich
Casket, credits the efforts of
their network of progressive
independent distributors for

much of the company's success.
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COMPANY SPOTLIGHT
SICH CASKETS
888.794.1744
info@SichCaskets.com

« The local distributors are Sich Casket’s “eyes and ears” in the
local markets and as such keep the company apprised of local
market conditions which allows Sich to be responsive to the
needs of these distributors and the funeral homes they serve.

« Ourdistribution network consists of 63 distributor warehouses
strategically located throughout North America.

In summary - Sich manufactures impeccable, world-class
casketfs that are built fo meet or exceed U.S. standards in
design, features, and quality that are sold through a network
of independent distributors and Sich caskets cost far less than
comparable caskets from other manufacturers.

What are the benefits of funeral homes using Sich Casket?

Sich works very closely with each of ifs distributors tfo develop
caskets that represent the unique tastes, cultures andreligious
customs of the region. With the help of its progressive
distributors, caskets are created and offered to funeral homes
to help a family fell the endearing story of their loved one.

What solution does Sich Casket provide for funeral homes?

For many families, the casket remains the centerpiece atf the
funeral service. It is the last thing that a family buys for their
loved one; it will frame their “memory picture” for years to come.
Sich Casket and its distributors offer families the opportunity
to purchase a high-quality casket at a fair price — a casket of
“affordable luxury”.

How would a funeral home contact Sich Casket for more
information on its products?

For more information, visit www.SichCasket.com, email
info@SichCasket.com or call (888) 794-1744.

When you offer families the new Rustic
Oak from Sich, chances are you'll have
three times the likelihood to satisfy their
need for a casket that resonates with
the lifestyle of their loved one.

Rustic Oak shown with Camouflage Interior.

SichiRustic Qak - H240¢

OPPORTUNITY KNOCKS
NOT ONCE, NOT TWICE, BUT THREE TIMES

That's because this solid wood casket has
three interior options that complement the
exterior's unique bam wood finish - Dudk
Cloth, Budap and Camouflage. Don't miss
out on this opportunity from Sich.

For your nearest Sich distributor, call 888-794-1744 or visit sichcasket.com.


http://www.sichcaskets.com
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CHOSEN STAFF ASSISTING ROBERT PEREZ WITH CONTACTLESS PAYMENTS

hen Chosen Payments launched in 2008, founder and

CEO, Jeff Brodsly had a vision to build a credit card
processing company that was unique and hold relationships
with clients that were much different than anything he had
experienced before. While working for other processors,
Brodsly saw a void between merchants and their credit card
processors. “There were no true relationships”, says Brodsly.
Merchants think of their credit card processor as a ufility rather
than a business partner. Likewise, most processors treat their
merchants as a merchant ID number. Brodsly wantedtocreatea
two-way partnership model and quickly coined the company’s
slogan, Your Partner in Success. That partnership concept led
Chosen Payments to create mutually beneficial relationships
with many state funeral associations, ICCFA members, NFDA
members and Funeral Business Advisor Magazine. The vision
included bringing deep discounts fo the industry as well as
providing valuable education to the industry. Working in
partnership with Chosen Payments, association members
receive an exclusive pricing benefit and access fo a feam of
industry trained professionals to help every step of the way-
increasing profits, adding security and improving efficiencies.

In order to complete the vision, Brodsly knew that Chosen
Payments could not be all things to all people. Instead, he
chose a handful of niche markets to serve so that he could
learn an industry inside and out, speak the lingo, understand
the pain-points and improve how business is transacted in the
specialized space. By focusing on the funeral industry as one of
those vertical markets, Brodsly was able to develop a dedicated
team of professionals that truly understands how the industry
operates, the sensitivity of death as well asrecognizing industry
trends as they begin to develop. One such trend was arranging
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services at a family’s home instead of in the funeral home. To
address that issue, Chosen Payments created a mobile app
that allows directors and planners to accept credit cards in the
field using their smartphone. The app allows users to check for
batch deposits, chargebacks, refunds processed or just about
any other credit card processing concern. Holding true to its
industry dedication, Chosen Payments began offering the app
o funeral directors for free during the COVID-19 pandemic.

Additionally, Chosen Payments began rebating some of the
fees associated with accepting credit cards for services o help
ease the financial burden that some in the industry are currently
facing due to the pandemic. Chosen Payments has always held
a goal of protecting their merchants in good times and bad. Jeff
expresses, “If we have to rebate some of our profit back to our
funeral homes during this uncertain time, that's what we will do
to be a good business partner”.

Brodsly’s vision of a partnership extends well beyond providing
fee rebates, sponsorships and revenue sharing. Members of
the Chosen Payments funeral industry team participate in FDA
board meetings and serve on committees such as the California
Funeral Directors Association’s convention, PR and legislative
committees in the past. They help organize fundraisers and take
active roles with associations whom they partner with. They
provide educational sessions during association meetings that
teach funeral professionals how to reduce the costs associated
with accepting a credit card for funeral arrangements. They also
share information about reading your monthly statement and
which fees are negotiable with a processor. In a sample analysis
at one educational session, a funeral home found they had paid
nearly $2000 in credit card fees for a case when they could have

paid $1100 if they had the information shared during a training
session. This education quickly grew popular in the industry as
Chosen being the trusted source for credit card processing.

Chosen Payments was quick to react to the COVID-19 pandemic
and began offering special pricing and rebates for funeral homes
who found themselves financially fragile. “We understand that
we are in a very trying time during this pandemic and we want
you fo know that we are all in this together,” states Brodsly. This
isn’t the first time that Chosen Payments has stepped up during a
crisis. When Hurricane Harvey hitin 2017, Jeff quickly organized
a fundraiser to help merchants who had been impacted by the
storm. Noe Lopez I, owner of Saxton Funeral Home in Corpus
Christi, a client of Chosen Payments was very grateful fo be a
recipient of Brodsly’s efforts. The funeral home had their roof
ripped off during the storm and Chosen Payments sent a check
o provide some relief. Jeff’s philosophy has always been, “We
are all in this fogether”. Brodsly feels the importance of that even
more now that we are in an unprecedented national emergency.
“We need each other more than any fime before. Let’s try to help
each other and stand together united”. Other processors don’t
offer this ‘family touch’ but Chosen prides itself on such.

It is extraordinary efforts like these that endear clients like
Robert Perez, a funeral director in Ventura County, California.
Perez owns a tofal of five funeral homes between Perez Family
Funeral Home and Devine Funeral and Cremation. “Chosen
Payments has redefined the standards of what a credit card
processor should look like by consistently going above to
support the funeral care industry through good times and bad”,
says Perez. The expense of accepting credit cards is one that is
often overlooked according to Perez who says most directors
just don’t have the fime fo review the expense. “Once we sat
down and reviewed the rates we were paying, we realized we
were getfting gouged. As of day one with Chosen Payments
| have been so pleased saving money and it is super easy for

families fo pay” says Perez who went on fo say, “People were
frying to charge me $300 a month, and with Chosen its free,
for accepting credit cards outside the funeral home”. Perez
elaborated how easy Chosen Payments makes it to handle
the arrangement agreement and payment all online and that
service has been extremely valuable during the pandemic. He
added that he gets paid much faster through Chosen Payments.
Perez states “I see them (Chosen Payments) as family that is
supporting my industry. They are family for life”! -lronically
Perez and Brodsly grew up in the same small town of Moorpark,
Ca and through the funeral industry they reconnected 20+
years later and quickly determined they can do business
together. Supporting a company that is mutually invested in the
industry is a belief both firms’ practice, thus taking advantage
of Chosen'’s great offers was a no brainer for Perez.

When Chosen Payments entered the funeral care industry in
2015 it was a tough road as funeral homes tend to be passed
from one generation to another and change is hard to invoke.
However, during the past year at least 75 percent of new
funeral industry clients arrived at Chosen Payments after
being referred by a colleague. “That speaks volumes about
the frust we have gained in the industry”, says Brodsly. “Our
goal is to help our clients grow in ways they did not know
they could, while also giving the old school personal touch of
service the business world lacks foday’ says Brodsly.

Chosen Payments corporate office is based in Moorpark,
Calif., and maintains regional offices in Atlanta, Salt Lake City
and Phoenix along with satellite offices in Nashville, Santa Ana
and Grand Rapids. Any business involved in the funeral care
industry has a massive advantage when doing business with
Chosen Payments. The guarantee to save you money, COVID
relief program, security and technology offerings, chargeback
assistance and ‘White Glove Service” is superior to others and
they look forward to helping any and all in this industry. FBA

Chosen and Perez staff gather to show what a social distancing service looks like.
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C CHOSEN
PAYMENTS

Chosen Payments is the exclusive credit card processor for Funeral Business Advisor Magazine as well as being a dominant

vendor in the industry serving 1000+ funeral professionals. You will find the Chosen Payments team at national and regional

funeral industry tfrade shows and events. They participate as a sponsor and exhibitor as well as leading educational sessions
that help improve profitability.

For more information please contact Sarah McKee - sarah.mckee@chosenpayments.com or visit www.chosenpayments.com.
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Who is United Midwest Savings Bank and what product
and/or service do they provide?

United Midwest is one of the 15 largest Small Business
Administration (SBA) Lenders in the country, and lending to
the death care industry has been a significant reason for this
accomplishment. Since 1889, United Midwest Savings Bank
has offered a range of financial services to our communities
and businesses. Over time, the bank has evolved and today
focuses its services into four main categories: Business
Lending, Consumer Lending, Residential Loans, and Deposit
Services. While United Midwest’s products, services, and
expertise have the feel of a small community bank, our
reach is of a national brand, especially with our business
lending. For a bank our size, our top 15 ranking shows our
dedication fo providing business with SBA funding and the
level of expertise we provide to our clients.

How did United Midwest get involved in the funeral
industry?

Over 15 years ago, Chad Fondriest, our top death care
industry lender, was introduced to the funeral industry
through a mutual contact. As Chad began providing SBA
loans for funeral home acquisitions, expansions and
refinancing, he learned the infricacies of the business.
Chad believes it takes someone special to be in the funeral
business- a level of compassion and a desire to help others
through one of the most difficult times in life. The funeral
business is not just another small business; it's a unique
profession that a few are called to do.

Chad brought this belief and his lending experience with the
death care industry with him when he joined United Midwest
in 2016. Here he has built a team, including lender Blessing
Wilhelmsen, that can effectively and efficiently guide a
funeral home or other death care industry owner through the
loan process from start to finish.

What makes United Midwest unique?

UnitedMidwestexclusivelyprovidesSBAloanstobusinesses
for variety of purposes. We concentrate on several key
industries, death care being one of them. United Midwest
has gathered some of the most experienced and successful
people in the industry to help us grow our business and the
businesses we help. Our team is personable, reliable, and
available to help afuneral home or other death care business
owners through every step of the loan process. While we are

COMPANY SPOTLIGHT
United Midwest Savings Bank

small bank, we also are a Preferred Lender Program (PLP)
SBA lender which gives us the authority o approve loans in
house and close loans faster. Add this to the expertise of a
death care industry lending feam, and you have a hands-on
financing experience with approvals in a matter of days, not
weeks, and closed in under 30 days. After the loan closes,
United Midwest is also the loan servicer throughout the life
of the loan, so anytime a borrower has a question or concern,
they simply call us.

What are the benefits to funeral homes using United
Midwest?/ How does United Midwest provide a solution
for Funeral Homes?

A SBA loan from United Midwest is a great way to fund larger
business investments such as acquisitions, refinancing,
new-equipment purchases, and expansions. SBA loans
provide the flexibility and terms that many other types of
business loans do not. Owners can acquire a business for
just 10% down, up to 25-year repayment terms, and interest
rates similar to other commercial financing, allowing the
business to grow while lessening financial burden. As a PLP
SBA lender, United Midwest has the authority to approve
and close loans on behalf of the SBA, saving valuable
tfime and making the process easier. However, the most
important benefit to funeral homes is United Midwest’s team
of lenders, processors and closers. Our tfeam consists of
some of the most experienced and personable people in the
SBA lending business; we're with our clients every step of
the way.

How would a funeral home contact United Midwest for
more information on your products?

For more information about United Midwest’ SBA loans for
funeral businesses, please contact:

Chad Fondriest
cfondriest@umwsb.com

Blessing Wilhelmsen
bwilhelmsen@umwsb.com

Or visit, www.umwsb.com/about/experience/funeral_homes/.

www.umwsb.com
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Ve help you th
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We're your lending partner here to help you meet the unique
needs of the funeral industry and accelerate your growth.

United Midwest is dedicated to our customer’s success. Here’s what makes us different:

» We're specialists

Few lenders understand the
details and costs associated
with the death care industry as
well as we do. We're more than
willing to spend time discussing
your financing options and help
you find the best solution.

CONTACT US TODAY TO LEARN MORE ABOUT FINANCING OPTIONS FOR YOUR FUNERAL HOME BUSINESS:
Chad Fondriest 614-205-7600

Y www.umwsb.com

» We understand the

funeral industry

Traditional banks often want
assets or real estate as collateral

and do not take into consideration

the underlying value of your cash
flow. United Midwest’s SBA loan
can be a great solution for funeral
directors who are looking to
acquire, refinance or expand their
business and there is little
tangible collateral.

Rates, terms and conditions subject to change. All loans subject to SBA lending guidelines, credit review, underwriting guidelines,

verification of identity, and approval.

» We're a top-ranked lender

United Midwest Savings Bank
is ranked as one of the top 30
Small Business Administration
(SBA) lenders nationally in both
dollar volume and number of
loans. We continue to grow by
focusing on one customer at

a time.

mic & B2

cfondriest@umwsb.com
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funeral director
SPOTLIGHT

Funeral Business Advisor sat down with Kyle Struempf, funeral director and COO of Davis-
StruempfFuneralHome & Crematory in Austell, Georgiatolearnmore about his career, experience
in the funeral industry, and what he's looking forward to in the future.

Did you always want to be a funeral director? How did you
get into the industry?

No. When | was 10, | wanted fo play in the NBA. By 16, |
realized that it was a long shot and | should probably
focus on something else as a career. My grandfather,
Roy O. Davis, was in the funeral business for over 60
years beginning in 1930 and until he died in 1992. | was
his shadow whenever | was around him, as | truly adored
and admired him. | learned from the best how to serve the
community with compassion, humility, and even humor,
when appropriafe. He was the most generous and giving
person that | have ever known and | hope that | can
continue his huge legacy. My mother, Debbie, and uncle,
Jim, also received their compassion from him and followed
in his footsteps fo the funeral business. So, you could say
that | grew up in the industry.

What is your favorite part about working in thisindustry?
My favorite part about the industry is helping people
through one of the foughest times in their lives. It is not

always easy, but it makes it well worth it when their family
members or friends let us know how much it meant to them.
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Tell us a little bit about your funeral home. What makes it
stand apart from others?

Davis-Struempf Funeral Home & Crematory, being family-
owned, is very family-orienfed. We have many years of
experience, vast knowledge, but most importantly, we
have compassion. We truly care for the families that we
serve. We fry to go above and beyond to make our families
fransition as smooth as possible. We realize that everyone
grieves differently so we do our best fo accommodate each
individual's needs.

What does excellent customer service mean to you?

Excellent customer service to me means to listen to the
family's needs and make every effort to meet or exceed
those expectations.

What are some of the ways that you and your firm handled
the Covid-19 crisis as if effected the funeral industry?

We have ftried to adapt our services fo keep everyone, our
staff and our families & friends included, safe as well as honor
and celebrate their loved ones. Some of the adjustments

N\ QA
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that we have made are fo implement a "Message of Comfort"
service for those in our community who are not able to attend
a funeral. When they email us a message of support, our
feam will handwrite their words onfo a heart to display in
the chapel so the family can read those heartfelt messages
and know that many others are supporting them in spirit. -
My wife, Kortney, is also making hundreds of masks for M k last b slness

our funeral home and many healthcare professionals that a. e Your u

need them. We have a free mask display in the entrance for

anyone that needs one. And of course, we are live streaming/ - u u -

fecoring e seces i ou chapeland e grevee e decision your best decision
are offering complimentary livestreaming and the option -
of a future memorial service when the shelter in place/10-
person gathering resfrictions are liffed. We understand that
it is an especially fough time for families fo lose a loved one
and have their support system limited by the virus, so we are
doing our best to make them feel as loved as possible.

Looking forward to the future, what are you most excited
about? Do you have any concerns?

In the future, | am most excited about technology. Friends and . SIF . .

family that are unable to aftend are now able fo be a part of W'th over S2 bl||IOﬂ N C|OS€d traﬂsaCtIOﬂS
the service through webcasting. As technology continues to : :

improve, it will create new ways to honor loved ones and make an d CcOou ﬂtl N g, our tea m IS hel’e tO get the beSt

the process more convenientand accessible. p 0SS | b | e Offe r fO r yo ur b Us | ness.

The concern | have is that convenience may begin to outweigh
the importance of a funeral service. | believe that a service is
important to the survivor's grieving process and helps greatly
with closure.

What is the most rewarding aspect of your job or what have
you personally gained by being a funeral director?

The most rewarding part of being a funeral director is when
families fell us how much we helped them through such a
difficult time. It is very gratifying knowing the difference you
made in someone’s life.

Do you have any advice you would share with other funeral
directors, especially the younger ones who are just now
entering the profession?

My advice would be fo strive fo be as empathetic and
compassionate as possible. Realize that everyone grieves
differently, so you have to personalize care to every family you
serve. And never be judgmental, because you do not know
everyone’s circumstances.

When you are not at the funeral home, what are some things
you like to do in your free time?

My favorite thing fo do in my spare time is to spend time with

family. | enjoy doing so many things, but it is always better Call us today to get started x Johnson
when you are with the people you love most. Golf would be _ ' ' Consultin
my next favorite thing to do. There is something about being mfo@JohnsonconsuItlng.com g
in nature as you try fo hit that pesky ball into the hole that Group

(888) 250-7747 - www.johnsonconsulting.com

really relaxes me. FBA
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PROFESSIONAL SPOTLIGHT: Funeral Business
Advisor satdown with Petra Orloff tolearn more about her
life, inspirations, and her company, Beloved. Beloved
specializes in custom, personalized, handcrafted
obituaries and eulogies. No templates. No recycling.
Every piece written is as wonderful, unique, and special
as the life being celebrated.
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Tell me a little bit about yourself and how you got into the
industry.

| was teaching literature and American studies at Wayne
State University in Detroit and working on my PhD when
| realized that the academic indusfry was changing very
dramatically in terms of hiring and tenured positions.
Basically, tenure had disappeared for those specializing
in the arts and humanities. So, | left the academic world
and became a freelance writer. As | was going through
that transition, my father was diagnosed with brain cancer
and given only six weeks to live. | helped take care of him
during that time and those last weeks of his life were some
of the best we had together. My father's death was a truly
remarkable experience for me and I'm very glad | was able
fo take what | learned from him and use that knowledge
productively.

After he died, | made the funeral arrangements and decided
tfo write the obituary myself. | have been a professional writer
for nearly 30 years and had my first work published when |
was just 14, so even at that time, | had a ton of experience.
Also, my father was quite a character and | was excited fo
write an obituary that would really bring him to life.

When his story was done, | demanded that the Cheboygan
Tribune in northern Michigan publish it in its entirety, without
edits. And they did! Actually, | don't think there was any
news in Cheboygan that week, so my Dad's story gave them
something to put in the paper. However, his story took on
alife of its own and became kind of famous in Cheboygan.

Two weeks affer it was published, | was at the grocery
store buying food for my father's memorial, and | heard two
women in front of me talking and referencing my father's
obituary. One of the women pulled a tattered Cheboygan
Tribune out of her purse right in front of me and it was folded
open to my Dad's obituary. She gave it to her friend to read.
| thought to myself, “Oh wow, | can't believe sfrangers are
talking about my father and laughing.” | was ecstatic. It was
a wonderful feeling. | knew | had created something which
had an impact and which was memorable. | was proud that
the sfory gave my father legacy.

Throughout my freelance career, | wrote other obituaries
and eulogies here and there, but then if occurred to me that
perhaps there was a full-fime opportunity in helping others
realize the legacies of their loved one in print. That's how
Beloved came to be. And now that's all we do - we write
personal and customized obituaries and eulogies. But | only
use those words on first reference. They are truly creative
life stories. | officially started Beloved in 2016 and if's been
such an incredible experience. The business has taken
off in just a few short years and has grown to include 12
contracted writers that help me on a regular basis.

With Beloved, do you work with the general public ordo you
work solely in partnership with funeral homes?

We do. However, funeral directors who sell our memorials
provide a unique service for their families, and our stfories
also become marketing pieces for the funeral home. In fact,
we often act as representatives of a funeral home when

interacting with families. In essence, we are the funeral
home's staff writers.

What part of writing obituaries comes naturally to you? What
doyou find to be mostchallenging?

What comes easiest to me is immediately establishing a
rapport and being able to fap info emotion very quickly.
That's something that is hard to teach my writers because
everyone is different, and they all have their own way
of approaching people. For this reason, we work with a
grief therapist to learn how to engage with people and to
understand the best way to communicate with people while
they are actively grieving. | really wish we could do more
preneed, because it's a lot more fun. People get so much
joy out of creating a story about their life, especially when
they are able fo see themselves on paper. And people love
fo be the star of their own story. | think there is a certain
satisfaction in knowing how people are remembering you.

| enjoy listening to people and | love hearing and sharing
stories. When people tell me stories about their loved ones,
it's wonderful. You never know what you're going to hear.
Sometimes it's really fascinating and at other tfimes it's
mundane, butf you get a sense of just how precious each
person’s life is. What's most interesting is that you aren't
just getting a story about the deceased, you are learning
more about the loved one who is ftelling you about the
deceased. | like that.

The most difficult part is that the loss the family is
experiencing sometimes leaves them at a loss for words as
well. Most people love to speak about their loved ones and
tell me about their favorite memories, what their loved one
used fo say, the songs they sang, the movies they enjoyed.
But, sometimes we have families that say they want to
falk, and when the time comes, find they can't because the
emotions are too much. For them, you are just the voice on
the other end of the phone, but if's your job to gently lead

Petra, in front of her booth at the 2019 NFDA convention in Chicago.

Petra at the NFDA convention in 2017 in a hearse.

them into discussion and sometimes that can be so difficult.
| usually laugh with these families, but at times, | grieve with
them too. Also, any time children die it's even more difficult
because families are in shock, and grief has completely
overwhelmed them - those are the hardest obituaries fo
write and are usually based solely on funeral directfors’
notes.

You also recently started Detroit Death Talk, what drove you
toorganize this event series?

Over the last few years, | have spoken to many funeral
directors and | quickly realized that few people were
publicly talking about death in a conversational manner. As
a society, we talk about nearly everything else, butf death is
still off limits. So, just this past January, | started Death Talk
and we had our first series of events here in Defroit.

At Death Talk events, we encourage healthy conversation
about death and dying. We lead open, sincere, honest
conversations about death and host public discussion.
We also create an environment in which speaking about
death is natural and comfortable. If's not just talking
about the practical side of death and preplanning or
making arrangements, but it's also talking about the
emotional burden as well. Additionally, we emphasize
that people create a personal legacy and think hard about
memorialization because it's so important and helpful for
the people we leave behind.

The Death Talk events are different from a Death Café or
similar conversations, because we frame each discussion
with a fopic important fo the funeral home which hosts the
event. It's a community oufreach that not only encourages
people to invest in preneed, but also fo tie up loose ends,
practical and emotional. But it's also completely tfailored for
each individual home. Death Talk works with funeral home
owners to present a conversation based on their personal
interests and the interests of their community. We're
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tackling everything from Green Burial, for environmentally-
conscious clients, to a public discussion at the Wayne State
University School of Mortuary Science, explaining how
future funeral directors are educated. We're really removing
the mystery and showing people what goes on in the funeral
industry, as well as providing each funeral home a service
which ties directly into their business plan. Death Talk
allows funeral directors fo present unique and engaging
programs without all the work. We're the resource. Death
Talk takes care of everything, from creating the event and
finding speakers to publicity.

Death Talk was able to co-host one event before the
COVID-19 pandemic and it went incredibly well. Admittedly,
it was a rather long event, but it was well received and well
aftended. The discussion was fantastic and the feedback
was fabulous. | am looking forward to resuming our
schedule when we are able.

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

| am most excited about the prospect of growing Beloved. |
think that, particularly with the technology that is out there
these days, our service is something that could easily be
used by every client that a funeral home serves. The time
of death notices being published in papers is sadly coming
to an end. | am a huge advocate of the publishing and print
industry, but to keep it alive in a world where content is
generated and shared so quickly online, print is becoming
irrelevant. Instead of churning out content, we have fo ;
produce high quality stories worth printing — which is what P, . ; b
we do at Beloved.

=
-

Petra with the mariachi band she hired to play in her Day of the Dead
booth at the NFDA convention in Salt Lake City, 2018.

| am also really excited to grow the Death Talks because
America needs it. We need to continue fo promote healthy
discussion and urge people to think about death in more

positive terms because it's a natural part of life that everyone T H E R E BI RT H O F A C LASS I C
experiences. By creating a space for people to have honest
and open conversation, people start looking for ways to
memorialize and build a personal legacy, and they look
to funeral homes for help. When people come fo these
talks, they begin to see how important it is to build a plan
for themselves and for the loved ones they will someday
leave behind; many people realize they want and need so
much more than just a direct cremation. If's also great that
we present these talks as a series, so people can attend
the ones they feel they need to round out their thinking and
inferests, or they can come to them all.

The next generation of top-tier stationery is here. Monarch is the rebirth of the iconic wood
register book offering a lightweight design, trendy treatments and modern stationery designs.

This series is perfect for families seeking only the best in modern remembrance stationery.

What s yourfavorite part about working in this industry?

My favorite part about my work is that | get to talk about my
father all the time. His death changed the course of my life,
for the better, and he is behind everything that | am doing.
When | sat down to write his obituary, | realized that most
funeral homes were just preparing elongated death notices
from a template, and my father was more than that. Every
life is more than a death nofice. | love referencing him in
conversation. The grief | hold for him is always just under
the surface, so speaking about him, bringing him into my . .
life, keeping him alive and well, all of these things make me Petra at the NFDA Convention and Expo in Salt Lake City, For all of the details visit

very happy. FBA helping the vendor next to her demonstrate his body lift. www.messengers tationer y.com L%essenge?Q
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NO LONGER A
REMOTE POSSIBILI

How You Can Make It Effe

BY KEN MOORE

To say the landscape of funeral arrangements has changed
is quite the understatement. The COVID-19 pandemic
has caused every single funeral home, crematory operator
and cemetery to make adjustments for social distancing
and servicing families. In addition tfo the many operating
procedures that have been modified, simply communicating
with families and helping them make funeral arrangements
has been severely impacted. In a world where the human
fouch s so critical, funeral professionals must find ways to sfill
make that connection. One way is with remote presentations.
While remote presentations have certainly been employed
by a handful of funeral providers before 2020, current
conditions have accelerated the need. Many predict that
remote arrangements and presentations will continue to grow
in popularity even after the pandemic is over. Regardless,
we all have fo remember this is still a high-touch business.
The difference now is making those touches in a virtual
environment — and doing so effectively.

In addition to successful remote engagement with families
is the challenge of communicating the value of services and
merchandise, especially that which can be perceived as
extfraneous if not presented cogently or within some context.
In other words, if a family merely is presented with an online
list of products without being shown how various options can
add more meaning to their loved one’s goodbye tribute, then
often it becomes a lowest-cost decision.

The choice of an outer burial container (OBC) is especially
prone to cost-driven decisions if there is no one, or no
method of, articulating the value of a burial vault along
with options that can significantly elevate the graveside
service experience. A remote presentation should only be
physically remote, not emotionally distant. So how can that
emotional engagement be attained in a remote environment?
The answer lies in straightforward choices and clarity in
presentation, using strong visuals and ideally video.
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Even in a selection room or arrangements office, families
who are presented with too many choices are overwhelmed.
Putting an overwhelming amount of choices on a website orin a
remote presentation truly is the recipe for confusion, frustration
and poor decisions, especially when showing products that
are exceedingly unfamiliar to most people. Consider the
consumer research of Sheena lyengar and Mark Lepper,
social psychologists who demonstrated how too many options
paralyze people’s decision-making. They analyzed the choices
which 800,000 people made pertaining fo retirement funds
offered by 647 employers, making this an empirically valid
study. When given 59 retirement funds to choose among, 60
percent of employees participated. However, when offered
justtwo fund choices, 75 percent participated. “Since these
employees were even given incentives to participate in 407(k)
s through employer matches and tax shelters,” lyengar noted,
“choosing not to participate essentially throws away free
money.” Presenting families with limited, yet still distinct,
burial vault options — especially remotely — will result in an
easier user experience and you may even be surprised to see
better choices being made. Take a look at your historical sales
of outer burial containers and consider limiting the choices fo
those which constitute the majority.

Of course, even with a limited selection, merely presenting
products without explaining the differences and the value
won't be very effective. Why do some consumers buy an
expensive car when a cheaper one will do the same functional
thing which is transporting them from point A to point B?
Because of the value that they see in the more expensive
model, value that is likely more emotional value rather than
practical value. That same dynamic is involved in an outer
burial container selection. While there is definitely a functional
difference between an unlined grave box and a lined burial
vault, the emotional value in protecting a loved one from
underground elements is perhaps even more important.
Furthermore, the extreme emotional value that is derived from
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YOUR REMOTE

BURIAL VAULT PRESENTATIONS

-

Quick. Effective. Easy. Remote.

Wilbert's simpliFi burial vault presentation is simple
for families to understand and simple for you to
present — whether in person or online.

Choose from two remote presentation versions:
Version 1 provides a complete video presentation

after which you help the family decide:
www.wilbert.com/burial/simplifi-presentation

Contact your local Wilbert provider for more details.

Version 2 puts the simpliFi presentation tools
in your control:
www.wilbert.com/burial/simplifi

You choose the version that is best for you...while
your families choose the burial vault that is best
for them.

Quick Overview & Webinar Recording
of how to use simpliFi and why it works:

https://www.wilbert.com/this-is-simplifi/

(W illort

Commemorating Life with Respect®
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a vault that is personalized and reflective of the loved one’s
life is incomparable. A presentation must be done, and the
more succinct the better since in a remote environment you
don't have the family in front of you to validate that they are
understanding what you are saying. Even if you have been a
funeral professional for years, consider creating a brief script
that ensures you inform the family on the why's, what's and
differences among OBCs. Be sure to articulate the value of a
graveside service and how a burial vault can play a significant
role in commemorating a life — especially if that graveside
service itself may be experienced remotely and the vault is
the predominant commemorative component.

A concise presentation still needs strong visuals so be sure
that you have visuals that the family can see on-screen while
you are making the presentation. Perhaps bullet points for
the various burial vaults you are offering can reinforce what
you are saying. And strongly consider the use of video for a
most effective presentation. A video has a way of engaging
people and articulating both functionality and value of burial
vaults, including those which can be personalized fo transform
it from a functional “thing” to a landscape of commemoration.
Ask your burial vault provider if they have a video that can be
utilized in remote presentations.

There is one other subject that is worth discussion which is
posed with a devil's advocate question: with social distancing
practices limiting the number of mourners, why bother with a
personalized burial vault for a graveside service that barely
anyone will attend? Therealityis thatitis even more important
in terms of the emotional support for the few in attendance,
who have less people around them who could give them that
support, or through their stories talk about the significance
that their loved one had. A vault cover that includes images,
photos, symbols, and words that reflect the unique person
who is being commemorated tells those stories and lends that
emotional support. The service might also be livestreamed
so that friends and family can view the service and indeed
see and appreciate the freasured tribute on the vault. In fact,
livestreaming not only “brings virtually” those who would have
been in attendance, but even more who might otherwise not
have been able fo attend.

Social distancing is somewhat of a misnomer — in our present
environment it is actually about physical distancing. In fact,
itis more important than ever to build and maintain social ties
with your communities and the families that you are helping.
Effective remote burial vault presentations support physical
distancing while achieving the critical social connection
necessary for your business. FBA

Ken Moore is Senior Vice President-Sales & Marketing for
Wilbert Funeral Services where he has guided sales and
marketing strategies for over twelve years. He has also led
the dynamic sales growth of The Wilbert Group’s Signet Supply
casket division since its inception in 2009. Ken has over 34
years of experience in sales, marketing, operations, executive
leadership and strategy across variousindustries. Inhisleisure
time, Ken enjoys boating and visiting his children and step-
daughters that live in various parts of the United States and
Germany. To connect with Ken, call him at 913-732-9063 or
by email at KMoore@wilbert.com.

Ready Capital

Small Business Specialty Finance

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
e 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
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T0P~5 THINGS 10
LOOK FOR WHEN

WORKING WITH A
CASKET COMPANY

BY KATHY SHIREY

he funeral indusftry is constantly changing with different

needs and wants from consumers. With advancements
in technology, the desire to add more personalization to
services, and the rise of cremation, if can be challenging
for funeral direcfors to adapt to all the needs of families
while maintaining a profitable business. Funeral directors
do not have to face these changes alone, they should seek
assistance from someone they trust as an expert on the
subject. When seeking an expert, a funeral director can
look internally at someone on staff who is talented in that
subject; they can look to their vendors as a resource or can
even go as far as hiring an outside consultant. One of the
important things to take into consideration is a cost-benefit
analysis. Does the cost of hiring an expert bring in enough
revenue for the additional cost fo make sense? Take the
time fo explore all your options when bringing in a specialist
and you will most likely find that the benefits of utilizing a
sales consultant from a family owned-wholesale casket
company are incomparable. When deciding to bring in a sales
consultant, there are many things to consider that will ensure
you receive the best possible service that is in accordance
with the goals and plans you have in place for your business.
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Here are the tfop 5 things to look for when working with a
casketcompany:

1. Partner with Someone who will Invest in You

Seek out someone who has a vested interest in your business.
The individual you decide to work with should always make
your business a top priority. From ensuring timely deliveries
to helping you with special circumstances, the relationship
is destined to fail if your needs are not being met. Utilizing
a highly trained sales consultant will add value, expertise,
and personal fouch to your business that you might not
otherwise gef.

Working directly with a consultant allows you to trust that
your business is staying up to dafe with the industry changes
without having to sacrifice your time or values as a funeral
director. Also, if you can find a vendor that caters fo your
needs, the added benefit is that your firm will benefit from
that “personalized touch.”

2. Keep Focus on Top Revenue Generating Opportunities

Affer the consultant relationship is established, work together
to keep the focus on top revenue-generating opportunities.
It is no secret that cremation is publicized and, on the rise,
but that does not mean your focus should shift away from
burials; cremations should just add to it. Burials account
for a significant amount of revenue for funeral homes and
they should remain a priority even as the industry changes.
Let’s face it, the funeral industry has undergone significant
changes throughout the years. As the way the industry is
viewed by consumers is changing, funeral directors must also
change their approach to certain aspects of their business.

Your sales consultant will be able to guide you in the best
practices for merchandising caskets in a way that allows
you to continue to be profitable while continuing to meet the
financial needs of the families you are serving. They will be
able to assist you with setting up your showroom in a way
that makes sense, as well offer knowledgeable insight fo
caskets that have are profitable for you while maintaining
retail prices families are comfortable with.

3. Leave it to a Trusted Expert

Just as you might outsource your payroll, you can do the
same thing for merchandising. Cerfain companies have highly
trained, trusted sales consultants that know the industry
and have dedicated many years to helping funeral homes be
successful on the financial side while allowing you fo do what
you do best, serving families. As a funeral director, you are a
caregiver, an event planner, a community leader, an emotional
support system, a customer service representative, and the
list goes on. Bringing in an outside sales consultant to assist
you with product knowledge, merchandising, and otherissues
that may arise allows you to focus on your families without
having the added stress of the necessary behind the scenes
tasks. Properly merchandising can increase your revenue
substantially, allowing your business fo be as successful as
possible and assisting in steady growth.

THE ANSWERING SERVICE<IN A CLASS OF ITS OWN

Here For You
When You Need Us Most
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4. Plan your Business

Work with your consultant fo create a business strategy that
makes sense for you. Additionally, you should base your plan
on readily available merchandise. Promotions can be great
and certainly offer an incentive to purchase caskets but fry
not to abandon your original business plan for the sake of a
one-time discount. If a promo item does not fit your original
business plan, do not order it just because it is discounted.
Sticking to your original plan will allow for steady growth and
will allow you to stay on track with your overall goals. A sales
consultant with a casket company will be able to sit down
with you and strategize a business plan that makes sense
foryour needs and is failored to your goals.

5. Partner with Vendors who Understand your Business

Be sure to partner with vendors who understand all aspects of
your business, from the administrative side to the sales side
fo the marketing side. With the advancements in technology,
larger corporations have continually made decisions to scale
back their face-to-face interactions. Therefore, it is hard
for their remote personnel to act as a frue sales consultant
without ever stepping foot in your selection room. When you
work with an independently owned and operated casket
company that has people in the field and at your funeral
home, you can trust that you are receiving subject expertise
from people who are frained and exposed to hundreds of
funeral homes. They understand what works and what does
not work in the funeral industry. They are constantly adding
new techniques and strategies based on field research and
they can relate fo running a small business.

Overall, working with a family-owned casket vendor can be
extremely beneficial to funeral directors who are looking
to optimize all aspects of their business. Funeral direcfors
should expect their vendors to be just as knowledgeable as
them on all aspects of the industry, therefore it is important
to be selective when deciding on bringing in an outside sales
consultant. This person will be faking on responsibilities that
have the potential fo influence the direction of your business,
therefore you should invest in someone who genuinely wants
to see you succeed. Taking these 5 points into consideration
when selecting a casket vendor fo work with will ensure the
relationship is mutually beneficial and that your needs are
being meton all levels. FBA

Kathy Shirey currently serves as the Sales and Marketing
Support Specialist for Thacker Caskets. Upon graduating
from Clarion University of Pennsylvania, she relocated to
Maryland where she began her career in sales and marketing
for an art gallery. Kathy will provide Thacker valued support
inleading all marketing activitiesincluding designing printed
marketing materials, leading collaborative efforts with industry
publications, social media delivery and more! Kathy will also
be directly involved in providing critical support to Thacker’s
growing outside sales team. In her free time, Kathy enjoys
spending time with all her rescue animals. To connect with
Kathy, email her at kathy.shirey@thackercaskets.com.

Thacker Ranked #1 for Customer Service
By Funeral Homes Nationwide

According to Funeral Service Insider’s 2019 Survey
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WHAT FUNERAL
HOMES NEED T0
KNOW ABOUT THE

FEATURED SNIPF

oogle's sole function is to connect people with pages that

best match their searches, right? Actually, no. A quick
Google news search about Google itself (yes, a "searchcep-
tion") indicates that the internet giant is positioning itself to
offer checking accounts. It's also already involved in medical
data warehousing and providing products such as virtual
customer service phone agent CallJoy—among many other
endeavors.

With Google's tentacles so widely spread, no one should be
surprised that it's regularly updating its own search pages
to do more for consumers. Yes, Google wants to connect
people with pages. But it's also making increasing efforts
to answer search queries with content on SERPs. Examples
of thisinclude:

« Map results, which help users find local businesses or get
directions without ever leaving SERPs

« Google My Business boxes, which appear on the side of
search results if a single business is a good match for the

query

- Local pack results, which provide the top three relevant
businesses for queries with local intent

- Featured snippets, which give users a preview of page
content that answers a specific question

Getting your funeral home listed in any of these places
leads to more exposure and potentially more tfraffic and
conversions. For this article, I'll cover everything deathcare
firms need fo know about the featured snippet.

What Is the Featured Snippet?

Also called the Google answer box, the featured snippet is
a box that appears at the top of search results. It includes
a section from a page that answers the question behind a
specific query. It also includes a link fo the page as well as
an image. Interestingly, the image doesn't always come from
the same page as the fext snippet.
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Not every keyword search friggers a featured snippet, but
Google is always adding more. And only one site can currently
own the featured snippet for a query.

Example of a Featured Snippet

| searched "cost of funeral,” which triggered a featured
snippet. As of November 2019, Lincoln Heritage Funeral
Advantage (lhlic.com) owned the snippet with this answer:

The average funeral costs between $7,000 and $12,000. This
includes viewing and burial, basic service fees, transporting
remains fo a funeral home, a casket, embalming, and other
preparation. The average cost of a funeral with cremation is
$6,00010 $7,000.

Google highlights the relevant keywords in the snippef so it's
easy to see how applicable the answer is. This snippet also
included an infographic from the same page that illustrates
average funeral costs.

Other keywords that triggered this same snippet included:

« How much does a funeral cost
« Funeral costs
« Funeral costs 2019

You can see that Google lumps keywords together by intent
when deciding which snippet to show. All of the above
keywords indicate that the person wants to find out how
much funerals cost.

Some other searches that bring up different featured snippets
(fromdifferent sites) include:

« How much does cremation cost

« Ideas for funeral memorial

« How to choose anurn

« Types of caskets

« Veterans funeral benefits

- Cost of cemetery plot

- How to make funeral arrangements
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During this period of uncertainty one thing
hasn’t changed -- our commitment to you. The
ICCFA leadership and staff are working hard to
ensure your membership needs are being met
as you serve your communities. From the latest

COVID resources and deathcare best practices
to a new webinar series, the ICCFA is here for
you how more than ever. See how we have
been working for you by visiting iccfa.com.

iccfa.com Membership That Matters.
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Benefits of the Featured Snippet

The Google answer box gets position zero in the organic
SERPs. That means it sits on top of organic search results,
ensuring it's the first thing fo capture user attention.

That provides the advantage of exposure. Plus, if your confent
is relevant and high-quality enough to win the featured
snippet, there's a good chance your page shows up as one
of the top organic results. That's double the exposure and
chance that someone will choose to click on your page.

Aside from increased exposure and web fraffic, other benefits
associated with the answer box include:

e Increased authority. The featured snippet demonstrates
Google considers your answer the best for the query at hand.
That lends authority to your content.

e Increased recognition. Even if someone chooses to click
another link, they likely read your content and saw your
business name. That may help them think of your firm at
their time of need.

« Engagement in no-click searches. Since Google is
answering many queries with information on SERPs, searches
aren't always leading to clicks. This is especially true with
mobile searches. Landing featured snippets ensures people
engage with your company even if they never leave search
results pages.

Tips for Winning the Featured Snippet

A guaranteed path to the answer box doesn't exist. But you
can take some steps to create the type of content Google
favors for this powerful spot. Even if you don't land the
featured snippet, asking and answering questions that are
popular with your target audience improves the relevance
and quality of your content, which can boost both SEO
performance and conversion rafes.

Follow these tips for creating content Google might pull for
the answer box:
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Leadership Conference

August 2-5 ¢ Belmond Charleston Palace ¢ Charleston, SC

» Answerqueries thatalready have a featured snippet. You
may be able to steal the snippet from your competition.
Look for answer boxes during keyword research or start
with some of the queries listed above.

» Ask and answer the question. Make it obvious fo Google
what you're doing by asking the question in a subheading
or bolded text. Then answer it concisely, in about 40 words,
which fits nicely in the answer box. You can go into more
depth about the topic in paragraphs that follow your short
answer.

» Use markup language. Clue the search engines in even
further by coding your questions and answers with markup
language. This tells the search bots exactly what type of
contentthey're crawling.

» Write for the future snippet. Even if your keywords aren't
friggering the answer box now, don't assume Google won't
include one in the future. Whenever possible, include
questions and answers in your content to put yourself in a
sfrong position to win snippets later.

As with any SEO effort, featured snippets don't exist in a
vacuum. A lof of businesses are making this a primary push
for their content, but chasing the answer box without paying
aftention to other elements of SEO is a mistake. Always
remember to take a well-balanced and comprehensive
approach to funeral home marketing for the best results.
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
atfuneral home conferences and the author of Making Your
Phone Ring with Internet Marketing for Funeral Homes.
Reach him by email at info@ringringmarketing.com or call
foll-free at 888.383-2848.

Business meets pleasure in fabulous Charleston!
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TEXTING SIGN-IN OPTION

* We provide you with a mobile number for guests to text.

* Family and friends simply text the provided number with
Funeral Home name in the body of the message.

* Guests will receive a link to follow to the digital
Remembrance Registry System.

* Guest fills in all the information.
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The DRECTOR'S COMPLETE FUNERAL RESOURCE

rio,

Mike Mollett
507 Monroe Street
Greenville, IL 62246

Prints guest’s information
inside register book and
generates acknowledgment labels
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* 100% cloud-based solution

* Works with any device

* 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

Text Number Receive Link Choose Service Sign Registry

PH: 855-277-0436  24/7/365 tech support
www.directorsprintsuite.com

Call us for FREE Shipping On Most Urns ¢ PPE Products * Graveside Essentials
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THE FUTURE OF FUNERALS -

A Guide to Live Streaming
BY JEFF MCCAULEY

ew could predict that in early 2020 the funeral industry

would be forced to change how they do business, but
that's exactly what happened as the COVID-19 virus rewrote
the social climate of the United States.

The future of funeral homes, how they conduct business, and
how they perform services is affected by the recent pandemic
social distancing restrictions that have limited and even
stopped funeral services in some areas. COVID-19 may have
been the start of a forced industry change, but it isn't without
noting that the industry was already moving in the direction
of providing a more modern solution to funerals. Technology
has created a “new world” where social connection is more
common on a computer or device than it is in person. For
businesses that have been built on a foundation of social
gatherings such as funeral homes, technology has created
a pause and the need for an upgrade.

Tribute

If you need just 5 to 24 personalized memorial cards,
we're happy to help. Send a link to an online obituary. =
We retrieve text and photo, print on the back of the
3" x9" Premium Memorial Card of your choice, and
laminate. $5 per card plus shipping costs.

No Laminato's needed.

CALL FOR DETAILS:

800.821.1333

www.lamcraft.com

Priorto 2020 the movementinto amore tech-savvy industry with
digital screens, elaborate websites, and streaming services were
formany funeral homes considered an added luxury. Now, ifis
considered necessary to stay in business. Streaming services
bring families closer.

Funeral and memorial services are a time for friends and family
fo gather in celebration of a loved one’s life. However, as state
and federal guidelines become more restrictive, the funeral
industry finds itself in a difficult position as it searches for a
balance between the needs of family and industry guidelines.

Funeral homes across the nation are grasping fo upgrade
their services fo provide virtual streaming of funerals. With
the speed of these changes, many funeral directors are
suddenly unprepared because of the requirements to use
streaming technology; streaming services, video obituary
pages, service recordings, access to cameras and hardware.
Not to mention the technical knowledge required to provide
a service, has become overwhelming to many.

As the funeral industry is making an extreme change to how
funeral and memorial services are conducted one positive
takeaway is that the technology not only exists but is used
by tens of millions of people in the United States already.
Streaming services have seen a huge push in recent months
and for funeral directors, this is the new future of funeral,
memorial and graveside services.

As funeral homes prepare to offer streaming services we
have prepared an easy to follow guide to prepare your funeral
space and record live streaming services.

Needed Equipment and Installation

Streaming services need specialized equipment and local
installation may be necessary for funeral homes. When
considering streaming services, it helps to bundle equipment
and installation into a single service and should include the
following.

« Streaming service account

« Internet connection

« Video camera(s)

« Microphones and audio equipment

- Natural and/or artificial lighting

« Computer or laptop to manage a website, sfreaming, and
video editing

« Additional HDMI and power cords

Commit someone to live-streaming

While it is always important to cross-train your
staff, committing a single person to focus on
andfullyunderstand streaming services, as well
as filming practices, will help you successfully
manage the steep learning curve thatmay come
from streaming funerals and memorials.

First,committoafuneral home streaming service.
Then designate anemployee to live-streaming.
This will help to prevent missteps during the
service. This person should understand how to
filma sfreaming service as well as create, store,
- and replicate the streaming service for family
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Whether you're seeking to buy a funeral home or sell a
funeral home, our team is ready to offer solutions. Our
financing expertise and industry knowledge will help you
reach your goals and build your legacy.

Explore your options at:
liveoakbank.com/finance

LIVE OAK BANK®
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members, and navigate the upload and display of the video content.

Test the Technology

Prior fo advertising your streaming services, it is important fo
test the equipment, internet speed, and filming area to minimize
or eliminate mishaps during streaming. This is a fime of need
for your client families and you never want them fo feel as if
celebrating a loved one’s life isn't faken seriously.

We recommend that you run through several tests prior to
the first funeral or memorial streaming. When running mock -
services things you will want fo look forinclude:

- Is the lighting right for the area or are there reflections,
shadows, and other disturbances?

- Is the audio working correctly or does it sound inaudible,
scratchy, too loud, or not loud enough?

- |s the internet connection fast enough or do you need fo
contact your local internet provider fo increase your internet
speed?

- Do you understand how to set-up, use, and implement
sfreaming fechnology online?

« Do you know how to use the software to set-up and manage
services for new funerals ormemorials?

Running through the fechnology should follow all steps from
sef-up and filming to using the software online by sefting up
mock services.

Advertise streaming services

Don't forget to advertise streaming services. While many
funeral homes have been offering a form of streaming, this
may not be known to potential customers. In fact, many people
are under the belief that funeral and memorial services are
restricted altogether. By promoting streaming services and
what you are providing, you can help grieving families balance
the challenges of social distancing and the long-held values
of saying goodbye to a loved one.

Engage with Families

Prior to the service, it is helpful for you to engage with the
family. Ask for photos, vignettes, and an obituary which can
be displayed on the family’s personal webpage. Remember,
each service should have its own custom-branded webpage
memorializing their loved one. While family and friends will not
be able fo socialize in person they can still reflect and remember
their loved one. This can be best presented in the family’s
engagementand publishing of content on the webpage.

Utilize Filming Best Practices

When filming a funeral or memorial service there are several
best practices you can implement that will help your streaming
feed look professional and keepsake videos remain memorable.

« Decide if your camera will remain stationary or move during
the service. If you choose fo move the camera during the
service it is important to plan that movement, the close-ups,
and how the surrounding lighting and audio will be affected.

« Designate one person to be the videographer and a back-up
if available. Having someone who is dedicated to shooting the
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video means you have someone who is prepared and versed in
how to shoot the service, also with the ability to manage any
unforeseen circumstances.

« Check that all equipment is working properly the same day
as the service, giving yourself enough time to adjust for faulty
equipment.

« If you choose fo move during the service move slowly so as
not fo skew the visuals or interrupt the audio.

- Be close enough fo the microphone and cameras so that the
audiois notfadinginand out.

- Sfream and record the service completely through without
pausing or stopping recording.

« Zoomin as little as possible, preferably not at all.

« When checking the equipment make sure that the camera
settings are adjusted properly.

- Lighting is important. You don’t want to have shadows,
reflections, or glare. Natural light works well, but if natural
light is limited you can use portable artificial lights and lighting
screens to prevent awkward or challenging filming.

Save Streaming Event

Itis important to save your video recording and we recommend
archiving so the family can retrieve the recording if lost or if
they would like additional copies.

When saving the video it is important to remember that video
files can take up a lot of space. The good thing is that you do
have several options that can provide plenty of storage for
your services.

« An external hard drive or USB drive is convenient and located
on-site. However, when using an external hard drive one thing
to consider is that they are prone fo damage, loss, and even
malfunction resulting in the loss of information.

- Cloud Storage is a very helpful subscription-based service
that can be upgraded when you need more storage. Itisreliable,
safe, shareable, and you do not need to worry about the loss
of information.

It is important for families to understand that while in a time of
need funeral homes are here to help balance current challenges
and the importance of celebrating a loved one’s life. Funeral
sfreaming services are the future of funerals and a great way for
families to come together in a time when we must remain apart.
This best practice guide for live streaming funeral services will
ensure that you are providing streaming services that will be
remembered and preserved for years. FBA

JeffMcCauleyisalicensed funeral director, retired funeral home
owner, and owner of Greene Valley Media — FuneralScreen,
and winner of the NFDA Innovation Award. Jeff, and wife Sue
McCauley, launched the FuneralScreen brand to help guide
funeral homes into the changing world of digital displays and
smart phones. FuneralScreen.com provides a complete digital
service to funeral homes throughout the United States. Contact
Jeff at jeff@mygvm.comor call 800-270-1237.
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3121 Millers Lane « Louisville, KY 40216
Tel: 502-775-8303 « Fax: 502-772-0548

Built of sturdy anodized aluminum tubing that will
not oxidize and will keep looking like new for years.
Features an outstanding load capacity of 900 pounds!

« Legs lock automatically when unloading

« One person can load and unload

« Multiple level adjustment for bed to cot transfer
« One locking swivel wheel

« Comes with heat-sealed mattress and
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METAL SOLUTIONS

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
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KIM HARRIS

HERITAGE MEMORIAL
FUNERAL HOME & CREMATORY

"CARRYING ON
DAD’S LEGACY
WAS MY PASSION.

t-need families find your funeral home in one of three

ways:
1. Family tradition
2. Referral

3. Online

Though some families still maintain the tradition of using the
same funeral home for generations, finding a funeral home
online is more popular than any other search method.

Families who move into a new home in a new town have no
other resource than the web for finding a funeral home. And
when a researching customer uses the web fo find a funeral
service, they rely on funeral home reviews to make a decision.

Positive reviews are now more important than ever. In fact,
4 out of 5 people don't shop around for a funeral home. They
go with the first funeral home they call. That means that being
#1in Googleis vital.

So how do you generate reviews for your funeral home?

More importantly, how do you generate POSITIVE reviews
foryour funeral home?

Great question. I'll tell you, and | think it's important for you
to realize you aren't the first person to ask this question!
Let'sbegin.

Why Your Aftercare Families Can’t Leave Reviews

First, it is important to understand that Google is on the
consumer’s feam.

It shows your funeral home in comparison to all other funeral
homes in the local market and shows the satisfaction ratings
of your funeral home in the form of custfomer reviews.

So imagine your funeral home is the highest rated funeral
home in your local market, has 100 more 5-star reviews
than your competition, and rakes in just 50% of the local
funeral home search traffic each month — in major cities,
that's anywhere from 100 to 200 potential calls per month.

That would be great.
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There’s just one problem: funeral homes are only having
conversations with under 16% of their aftercare families.

And if you can only communicate with 16% of your families,
you are only tapping intfo a fraction of the positive experiences
your at-need families have had.

Studies show that funeral homes can only communicate with
up fo 15.75% of their aftercare families through any one of the
fraditional communication methods (email - 15.75% open rate,
directmail - 1% return rate, phone calls - 13% answerrate).

In other words, 84% of your aftercare families can't leave
reviews, because you aren’'t communicating with them. You
can do better.

What you need is a communication method that is 1) fast, 2)
personal, and 3) effective.

Textmessaging is the perfectanswer.

Aftercare communication through fext messaging has proven
fo revolutionize the funeral aftercare profession.

If you use aftercare text messaging the right way, you could
boost the number of conversations you're able to have with
families by over 300%.

How to Get a 98% Read Rate and Boost Reviews through
Funeral Affercare

When you use text messaging to contact your families through
aftercare services, the vast majority respond within a few
minutes with words of both gratitude and grief.

You should ask yourself what's the best service you can
provide to these grieving families.

How will you respond if they say they aren't able to handle
the loss?

How will you respond if they ask for help?

How can you maximize the amount of 5-star reviews you
generate from aftercare families?

FINDING THE

RIGHT PARTNER{

WAS A PRIORITY

My dad worked his entire life to build a funeral
home that loved and served our community.

I wanted to honor his life’s work and keep his
dream alive. To do that, I knew I needed help
growing the business and staying ahead of

our competitors. When I started to consider
retirement, I knew putting the right succession
plan in place would be key. After meeting

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

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

Foundation Partners, I immediately knew

they were family-focused, understood what

a successful succession plan looked like, and
desired to keep our current team in place. If
my dad were here today, I'm confident he’d be
proud to see his legacy carried on by a company
invested in his life’s work and the families we
continue to support in our community.
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Your text messaging service should include:

1. Live text responders: This is non-negotiable. While you
should certainly have an entire team helping respond to
aftercare families, you should not resort to chatbots fo contact
families. This is about creating relationships, not exchanging
blanket messages.

2. Grief resources: 40 percent of aftercare families request
grief and bereavement resources. Be ready to fulfill any need
the family might request, whether it's an additional death
certificate, headstone recommendations, and grief resources.
With your grief resources, make sure they are available on a
mobile device! Printed materials are notenough.

3. Brand Champion Identification: Yourlive textresponders
should be trained fo identify the families who've had the
best experience with your funeral home. All of your brand
champions should be selected and set aside until the time
is right fo request a review. This is more difficulf than you
might think, make sure you take the time to train the right
person to handle this very important task.

4. Review Generation: Only ask for reviews from your brand
champions and only ask them for reviews at the right time.
How do you know what the right time is? Only ask for reviews
after you've done everything you can to help the customer,
the customer has no lingering needs, AND the customer has
expressed gratifude. In other words, ask when you've already
helped the aftercare family/individual overcome their needs.

MEMORY GLASS

FINGERPRINTS EARTH CREMATED REMAINS

1-866-488-4554
www.memoryglass.com
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Families are more likely to respond if they feel that the
message they have received was sent out of care and respect.
This is accomplished by reaching out fo check-in and make
sure they're doing well. Your aftercare text messaging should
include offers of help and support.

If the aftercare family requests bereavement resources, you
should have a wide range of grief resources available to fit
each individual's unique situation, and again, these resources
must be available on amobile device.

Why Are Funeral Home Reviews So Difficult fo Generate?
Funeral home owners are not the only ones to struggle with
generating reviews, buf the funeral profession does have
additional roadblocks to generating reviews.

First of all, “funeral home customers” are families who've
just lost a loved one. Asking for a review affer a funeral is not
only difficult, it's incredibly awkward for the funeral home.

Requesting a customer review from aftercare families must
be done at the right time and in the right way or it will be
considered inappropriate.

Review generation also requires a high degree of dedication
and commitment to staying organized. Not only must you have
relationship-building conversations with each family, but
you must also track those conversations, reviews requested,
and reviews generated.

Because the review generation process includes much
more than just asking for the review (it involves aftercare
communication, grief support, AND THEN review generation),
itisa monumental task.

Most funeral homes either don't do review generation
correctly or they give up in frustration way before the “ask
for review” phase. It is worth the investment fo do this the
right way.

Aftercare for the Digital Age

Whether you choose to create your own text-messaging
aftercare company that generates reviews, provides grief
support, and allows for appointment setting or you'd rather
hire a digital aftercare company, the important thing is that
you do aftercare correctly.

Funeral homes should be helping families heal and move
forward — it's not only beneficial to the families, but it's also
beneficial to the funeral home.

Our aftercare families are ready and willing fo leave reviews;
they just need the right pathway.

And text-messaging based aftercare is the pathway that
we've been waiting for. FBA

Jon Lefrandt is the CEO and co-founder of Domanicare,
an innovative and award-winning text-messaging based
aftercare program. Jon created Domanicare after experiencing
crippling grief first-hand. Afterthatexperience, he decided to
do something about the gap that has existed between funeral
homes and aftercare families foryears. To connectwith Jon, call
him at 385-203-0199 oremail him, jon@thedomanigroup.com.
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We’re listening...

For over 100 years NGL has been committed to people and world-class customer
service. We are constantly improving to serve you better. Our team works with you,
listening and collaborating to ensure changes are made with your needs in mind.

Our look may have changed, our focus on serving people has not. We remain
committed to building toward the future with you.

...build with us.

888.239.7047 | www.nglic.com | Madison, WI

" N G L o Insurance provided by National Guardian Life Insurance Company (NGL). National Guardian Life Insurance Company is not

affiliated with The Guardian Life Insurance Company of America a.k.a. The Guardian or Guardian Life. FBA RB 03/20
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/Infinite SpecialtyParts

(800) 362-6224 / www.infparts.com

sales@infparts.com / 3745 Evergreen Road, Strafford, MO 65757 1) /infinite_innovations

Versatile. Dignified.
First Call Vehicles

L LT

Chrysler Pacifica and Voyager

oo S

N steve@k2vehicles.com Q@ 3972 Bach Buxton Road Amelia, Ohio 45102 & 513.304.4141
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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

Chosen Payments
855.4.CHOSEN | chosenpayments.com

Conaway Sales
800.333.2533 | conawaysales.com

Crakn
844.382.7256 | crakn.net

Domani Group (The)
thedomanigroup.com

FDLIC
800.692.9515 | funeraldirectorslife.com

Final Embrace
800.896.0598 |finalembrace.com

Foundation Partners Group
888.788.7526 | foundationpartners.com

Funeral Connections Answering Service
888.606.6211 | funeralconnectionsonline.com

Frazer Consultants
866.372.9372 | frazerconsultants.com

Funeral Data Manager
888.478.9775 | funeraldatamanager.com/FBA

FuneralScreen
800.270.1237 | funeralscreen.com

Great Western Insurance Co.
866.689.1401 | gwic.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

Inman Travel Plan
888.889.8508 | shipinman.com

Johnson Consulting
888.250.7747 | johnsonconsulting.com
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Junkin Safety
888.458.6546 | junkinsafety.com

Kanga-Woo
800.645.8966 | kanga-woo.com

Keeper
844.970.7900 | mykeeper.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

NGL Insurance
nglic.com

Noble Metal Solutions
888.764.3105 | noblemetalsolutions.com

Passare
800.371.4485 | passare.com

Pierce Colleges
812.288.8878 | gupton-jones.edu

Platinum Funeral Coach
513.304.4141 | platinumfuneralcoach.com

Ready Capital
800.453.3548 | readycapital.com

Ring Ring Marketing
888.383.2848 | atneedsprofits.com

Sich Casket
888.317.1929 | sichcasket.com

SRS Computin
800.797.4861 | srscomputing.com

Starmark
888.366.7335 | starmarkcp.com

Thacker Casket
800.637.8891 | thackercaskets.com

Tukios
tukios.com/infinite

United Midwest Savings Bank
877.751.4622 | umwsb.com

Wilbert Funeral Services
wilbert.com
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Gupton-Jones College is a recipient of the Military Friendly School Award, which
demonstrates a set of standards for excellence, positive educational outcomes,
and financial benefits for veterans and their families. Military Friendly Awards
showcase the most powerful and effective programs of all institutions earning
the Military Friendly designation.

Contact Gupton-Jones College of Funeral Service today!

Graduating Professionals of Distinction

GUPTON-JONES
COLLEGE

OF FUNERAL SERVICE
TheW///;/zZr‘Group

Visit www.gupton-jones.edu to apply online or learn more
770.593.2257
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FASTTRACK |/ K BSE

FllNERAI. INDIISTRY FUNERAL
IR HOME LOAN

PROGRAM

(888) 665-4213 Wy

Up To 100% Financing
Now Available

CALL FORDETAILS
(888) 665-4273

TRY'S TRUSTED CREDIT CARD PROCESSOR
r~ CHOSEN
| PAYMENTS
AS AN EXLUSIVE OFFER
& 90 DAYS NO PROCESSING FEE
& FREE MOBILE APP

& FREE CHARGEBACK DEFENSE MONITORING
& $250 STIMULUS CHECK

TOP SECRETS
FOR BUYING, SELLING,

NOW ACCEPTING LOAN REFERRALS

ReferaloanfoBSF andearna
referra’ fee ’f the Ioan C’OSGS.’ Visit www.4bsf.com today to get your free eBook

. on buying, selling and financing a funeral home.
For details call (888) 665-4273
or visit www.4bsf.com

Os N 1 £ L] t L] g
AND ELAVON, INC., N.A., ATLANTA, GEORGIA, AND EVOLVE BANK & TRUST; MEMPHIS, TN., AND MERRICK BANK, N.A., DRAPER, UT.
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&I\IHEN THEY CAN 1
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| LET | THEM SHOW iI'H EVICARE. WITHP

SendHugs

SendHugs is a new system developed by Tukios to allow
loved ones to share their favorite stories and their respects
with the family from anywhere in the world.

tukios

AUTOMATED TRIBUTE VIDEOS

www.tukios.com
801.682.4391

Go to Tukios.com/sharehugs
to request early access to this feature.

3 EASY STEPS

1. Share Link
Send the SendHugs link with
family and friends

2. They Record
They will be prompted to record
a video to sharing a memory.

3. Share with Families
The video memories can then be shared with
the families: at the service, online, etc.



http://www.tukios.com

