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Why Funeral
Directors Life?

o O S HY PASSARE?

preneed sales have grown. &
Everything is so easy — contracts, ! % ' With COVID-19, everything changed. A lot of families

DIGicon, marketing, social & i ¥ didn’t want to come into the funeral home, so it was
media, accounting — it’s all very - easier to send documents and work on services through

well organized and very well
done. FDLIC is 100% committed

Passare’s Collaboration Center. A lot of our colleagues
were asking us, ‘What are you doing? We're not ready

for this.” We had already signed up with Passare before

to the funeral industry, and they

COVID-19, so everything was there at our fingertips. We

know every aspect of the funeral were prepared. We were at that next level, and that took

business. | can’t say enough a lot of stress off of us.”
about FDLIC. If you are in the '

funeral business, FDLIC has

everything you need.”

A (2

Joe Ramos

Owner

SUNSET FUNERAL HOMES
El Paso, TX

To learn more about how you can
increase proﬁtabi/ityin achanging FUNERAL DIRECTORS LIFE
marketplace, contact us today at
info@funeraldirectorslife.com! www.funeraldirectorslife.com | 800-692-9515

Life is better
with Passare.

Jose Amezcua
Manager, Funeral Director/
Embalmer

Sunset Funeral Homes

El Paso, TX

( ) passare

info@passare.com
800-692-6162


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

MARKETING PACKAGES

Boost your SEO and
social media presence.

Our variety of search engine optimization (SEO) and social media
marketing packages will help more families notice and connect with
your funeral home. Whether you're looking for a one-time service
or more in-depth account management, our marketing packages
are designed to fit your funeral home’s needs.

CONTACT US TO LEARN MORE ABOUT OUR MARKETING PACKAGES!

frazerconsultants.com/fba-marketing-packages

\,’f" Frazer Consultants

866-372-9372 | INFO@RFRAZERCONSULTANTS.COM



http://www.frazerconsultants.com
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SIMPLE TIME-SAVINGS

Time is tight during funeral arrangements, but
you can't be tight with information families need
to know. Wilbert's simpliFi program can help with
both challenges.

A Challenging Year Leads to New Opportunities

FUNERAL HOME SUCCESS STORY SPECIALTY VEHICLES

The Gaffney Group
Spokane, Washington

In just under 4 minutes, simpliFi informs families on outer
burial container choices, including how they can be used
to create a treasured tribute to their loved one.

Simple time savings with smart results.

m FEATURE EDITORIAL
Specialty Vehicles

A Challenging Year Leads to
New Opportunities

PROFESSIONAL SPOTLIGHT
ll' B Kim Simons

SRS Computing
Wexford, Pennsylvania

Call your Wilbert provider or watch a webinar:
wilbert.com/simplifi/webinars

(W illlent

Commemorating Life with Respect’
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Marketing Your Funeral Home in
the Midst of a Pandemic
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Funeral Directing
BY ANN MARIE ST. GEORGE, CPC
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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
» 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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RESOURCES

COMPANY SPOTLIGHT
40 THE DOMANI GROUP

The Domani Group provides best-in-class business
solutions for funeral homes. From award-winning
aftercare to online review generation and reputation
management, to preneed appointment setting and state-
of-the-art CRM solutions for growing funeral homes.

COMPANY SPOTLIGHT
h 6 HOMESTEADERS LIFE COMPANY

Homesteaders is proud fo be the preferred funding
provider for thousands of funeral professionals
across the countfry who rely on us for secure funding
and exceptional service. We adopt a comprehensive
approach when designing our products, balancing
security with profitability and offering the best fit for
funeral homes, agents and client families.

EXTRAS

14 | INDUSTRY ALERTS

See what's happening with vendors,
disfributors, and manufacturers.

78 | SPECIALTY VERICLES

See new and used Vehicles.

B0 | AD INDEX

Manufacturers and suppliers that make it possible
fo bring you Funeral Business Advisor Magazine.
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STATIONERY |
KEEPSAKESH

= Personalized
products to have,
hold, remember and
share with loved ones
near and far.

Karl Braun
B %, 1933 Adiguace 11, 2002

Memorial Tri-Folds Remembrance Cards Tribute Thank You Cards

We are here to help you serve families with our new Mail Service option.
We can now easily mail personalized stationery keepsakes on behalf of

your client families to all their family and friends.

WE ARE HERE FOR YOU.

Contact your Messenger Sales Consultant to
learn more or call 1-800-827-5151

15 :
(_%essen(geﬁJ www.messengerstationery.com

9124


http://www.messengerstationery.com

CONTRIBUTORS

Joe Weigel is the owner of Weigel
Strategic Marketing, a marketing firm
that delivers expertise and results across
three intferrelated disciplines: strategy,
branding, and communications. Reach him
at weigelstrategicmarketing.webs.com, or at
317-608-8914, or joseph.weigel@gmail.com.

Petra Lina Orloff is the president and CEO
of Beloved, which creates custom, creative,
personalized obituaries and eulogies, and the
founder of Death Talk, an ongoing series of
public discussions on death and dying. Reach
her at petra@beloved-press.com, or 248-
894-7076, oratwww.beloved-press.com.

Ronald H. Cooper, CPA, is a funeral home
accountant and consulfant with Ronald
Cooper CPA, PLLC. He can be reached by
phone at 603-671-8007, or reach him by
email atron@funeralhomeaccounting.com.

Raymond L. Bald, CPA, CFE is a funeral
home tax accountant and consultant with
Cummings, Lamont & McNamee, PLLC. He
can be reached at 603-772-3460, or by email
atRbald@clmcpa.com.

Welton Hong is the founder and
marketing directfor of Ring Ring Marketing
(FuneralHomeProfits.com), which specializes
in helping funeral homes convert leads from
online directly to the phone line. Reach him
by email at info@ringringmarketing.com or
calltoll-free at 888-383-2848.

Ann Marie St. George, CPC, has worked for
the past 20 years as a Regional Manager for
Cooperative Funeral Fund, a preneed and
cemetery care fund management company.
For more information, visit their website
atwww.CooperativeFuneralFund.com or
call (800) 336-1102.

Mark Brewer, is the CEO of Biolife, LLC, a
developer and producer of market leading,
eco-friendly and experience-oriented
products for the funeral industry. Mark can
be contacted at mark@TheLivingUrn.com or
by phone at 800-495-7022.

Glenda Stansbury, MALS, CFSP is the VP
of InSight Books, Inc, the co-founder and
Dean of InSight Institute Celebrant Training,
a full-time instructor in the Funeral Service
Department University of Central Ok, and a
practicing Certified Celebrant. Reach her at
glenda@insightbooks.com or 405-810-9501.
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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

Matthew Ball, Marketing Director
matt@funeralbusinessadvisor.com
502.653.8569

Matthew Benoit, Digital Director

matthew@funeralbusinessadvisor.com
502.653.8571
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Funeral Business Advisor Magazine is published bi-monthly (6 Issues
a year) by FMM Media, LLC. 8913 Stone Green Way # 200, Louisville,
KY, 40220. Subscriptions are free to qualified U.S. subscribers. Single
copies and back issues are $7.99 each (United States) and $10.99
each (International). United States Subscriptions are $54.00 annually.
International Subscriptions are $75.00 annually.

Visit www.funeralbusinessadvisor.com for confent and updated frequently
and fo access articles on a range of funeral industry topics. FMM Media
provides its contributing writers lafifude in expressing opinions, advice,
and solufions. The views expressed are not necessarily those of FMM
Media and by no means reflect any guarantees that material facts are
accurate or frue. 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.

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

info@funeralbusinessadvisor.com.
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‘Matthews Aurora
FUNERAL SOLUTIONS

Help Families Make Online Arrangements with

FAMILY CONNECTIONS e

With Family Connections, your firm can provide each family with a private,
password-protected planning website that allows them to:

v/ Preview and select choices for creating meaningful funeral services

+/ Browse and select caskets, urns, keepsakes and other funeral merchandise
 Complete biographical information for the death certificate and other forms
v Upload favorite photographs for an online obituary or video tribute

Contact your Matthews Aurora Funeral Service Consultant

for more information or visit matthewsaurora.com.

© 2020 Matthews International Corporation, all rights reserved. MATTHEWS®
and MATTHEWS INTERNATIONAL® are registered trademarks of Matthews International Corporation.


http://www.matthewsaurora.com

Link>s Wioer DD2000-XLC Douste-Deck Svstem ENnances
DisNiry WHie BriniNg A NEw LEveL oF PRoressioNaLISM,
Convenence AND Capaciry To THE WoRk oF TRANSPORTING REMAINS

Link’sDD2000-XLC Double-Deck Systemis anindustry firstthat
maximizes vehicle productivity, improves operational integrity,
increases safety and makesthe disposition of remains by justone
operator easierand more manageable.

Sioux Center, IA — Link CMP, the leader in professional
human remains fransportation fechnology, today infroduced
its new DD2000-XLC Double-Deck System. The newest in
Link’s long line of innovative transport products, the DD2000-
XLC doubles the carrying capacity of the cargo vans it is
designed to supplement.

A direct response to customer feedback, the DD2000-XLC is
the industry’s first double-deck system and the first capable
of accommodating today’s ubiquifous oversized cofs. The
system will allow loading of one standard and one oversized
cot or cremation container on each of its two levels, or four
standard cots, four cremation containers, two air trays or fwo
caskets when fully loaded. “Link’s DD2000-XLC increases
worker and vehicle efficiency, effectiveness and productivity by
maximizing capacity while minimizing labor and mileage costs,”
said Lynn Blake, national account manager CMP products for
Link Manufacturing. “As a practical matter, end-users across
the nation asked us to address their ever-increasing need to
transport oversized cots.”

The DD2000-XLC Double-Deck System features an electric-
powered upper deck that can be raised and lowered in
seconds with just the flip of a swifch, allowing one person
to easily load, transport and unload — with the utmost respect
and care - all unassisted. The upper deck has a 600-pound
load capacity, and is engineered with a reinforced frame
and simplified lifting geometry. The upper deck includes
an integrated safety latch that locks it in place, preventing
it from lowering if both its powered actuators fail.

Loading cots, cremation containers, air frays and caskets
is made easier with the system’s intelligently engineered
features. A rugged fold-down ramp protects the rear of the
vehicle and allows easy access to the decks. Inferchangeable
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Cargo
Management

m Products

Mortuary Equipment

and adjustable bier pins enable a single worker to stow,
secure and manage different containment formats on
both decks. The decks are also fitted with recessed, cast-
aluminum cot cups that help assure container stability and
peace-of-mind during transport.

An engineered deck frame maintains stfructural infegrity
during all phases of loading, transport and unloading. The
system’s durable, but lightweight all-aluminum decks are
fitted with ulfra-high-molecular-weight polyethylene strips
that protect their surfaces and minimize friction, allowing
containers to easily glide for smooth and effortless container
positioning.

The DD2000-XLC Double-Deck Systemis purpose-designed
and helps users meet and maintain the highest standards of
professionalism and integrity while carrying out their duties.
The system is designed to fit foday’s most popular cargo
van makes and models, including: Chevy Express, Dodge
ProMaster, Ford Econoline, Ford Transit, Nissan NV and
Mercedes-Benz Sprinter. The DD2000-XLC weighs a mere
750 pounds and fits vehicles with a minimum wheelbase of
140 inches. The system is compatible with 12-volt electrical
systems, and professional installation is required.

For details on purchasing and installation of the new DD2000-
XLC Double-Deck System, please call (800) 248-3057 or visit
https://www.linkcmp.com.

Eliminate
Shortfalls

How would you like to experience
a 2.5, 3.5, or even a 9 times* greater
increase on your death benefits?

When you work with Great Western Insurance
Company (GWIC®), you gain a partner focused
on your success. GWIC is here to help you get

the best return on your Preneed business.

Just like the commitment you have to your
families, we have a commitment to you.

With GWIC, you reduce the risk of Preneed
shortfalls and increase your profitability.

You can count on us to be your Preneed partner.

Don’'t leave money on the table.
Discover the GWIC advantage today!

. 866-689-1401
CJ www.gwic.com

GREAT WESTERN

INSURANCE COMPANY

“Our funeral home has always sold GWIC insurance,
and we could not be happier. The growth on the
Voyage plan has kept up well with our charges
throughout the years. We recommend using the
Voyage plan to fund your preplanning needs. We
have had several families that have welcomed the
growth of their policies and having a credit with us.”
—Joe and Rachell Rudd
Rudd Funeral Home
Garland, Utah

“Memorial Park Funeral Homes have been using the
Voyage product for the last 18 years, and the growth
for our firm is second to none. Just recently, we
fulfilled a Preneed that was written in September 2012
for $8,200. When she passed away in March 2020,
the death benefit was $13,572. It grew $5,372 in eight
years. In the past, we had entertained the idea of
using other products, but there is just nothing out
there that can compete with Great Western's Voyage
plan. When using the Voyage product, we don't have
to ever worry about eating a loss on our at-needs, and
| fully recommmend any funeral home to use the GWIC
Voyage product.”
— Kevin Wetzel
Memorial Park Funeral Homes
Gainesville, Georgia

*The 2.5, 3.5, or even 9 times greater increase on the death benefit is based on an internal overview of the potential returns a funeral
home partner may receive, depending on its face amount and policy year count, with a death benefit in Year 10. GWIC's calculations
are based on a 71-year-old Voyage policyholder who paid all premiums and had them returned in the death benefit.

For agent use only. Not for consumer solicitation. The policies are non-illustrated products. The policies and commissions have limitations
and exclusions. GWIC® is a registered trademark owned and licensed by Great Western Insurance Company.

©2020 Great Western Insurance Company.

43114 5257 0620 US


http://www.gwic.com

Sicit Caske aNp RiNG RiN MARKETING ANNOUNCE P ARTNERSHIP

Sich Casket, aleading provider
of burial and cremation caskets
fo funeral homes throughout
North America, announced
that the company is partnering
with Ring Ring Marketing to
create the Sich Caskef Co-
Marketing program that
provides Sich distributors with
o free digital marketing tools for
RI N G RI N G their company and discounts
MARKETING on Ring Ring Marketing
services for their funeral home
customers.

“We have long realized that the key to the success of Sich
Casket is tied to the success of our independent distribution
network. Without our distributors, Sich would be unable to
deliver our quality caskets to funeral homes,” commented Sirius
Chan, president of Sich Casket. “That's why | am so excifed to
announce our Co-Marketing Program fo give our disfribufors
another marketing tool to build sales in their local markets.”

The program offers Sich distributors the opportunity to
receive assistance in several digital marketing areas such
as building a new, state-of-the-arf website. Also, as part of

(Jn}fim'fyurn.j predents urigue ('.7:-9;-’}:_:; Clrns & Tean Spéem
thet capture the excitement and opirit of the game. FChen the

TS ee T

INDUSTRY ALERTS

the program, the distributors will receive monthly updates to
their websites at no additional cost. The program also allows
distributors to carry out advertising campaigns on Facebook
and to employ a remarketing program with Google.

“I'm very excited to confribute to the continued success of
Sich Casket and their distributfors,” commented Welton Hong,
CEO of Ring Ring Marketing. “In recent times, everyone in
funeral service has faced major challenges. With cremation
rising, revenue per call declining, and the current challenges
brought on by the pandemic, funeral professionals need to
evolve to be successful and the online tools that are part of
the Sich Co-Marketing program will be a great resource.”
Also, as part of the program, Sich distributors will be able to
offer their customers discounts from Ring Ring Marketing on
marketing services such as Search Engine Marketing, Social
Media Marketing, and Websites. Also, Sich distributors will
have the opportunity to have Welton Hong from Ring Ring
Marketing speak at a continuing education seminar that they
host, sponsored by Sich Casket.

“We are committed to providing our distributors with best
in class tools to help build their businesses,” stated Scott
Weisenbach, National Sales Director for Sich Casketf.

For more information about Sich Casket, visit the website at
www.sichcasket.com. To learn more about Ring Ring Marketing,
please visit www.ringringmarketing.com.

“Lrns

Beautify Memories Beyond a Lifetime...
In memory oﬁ: a lffelong fan

Paodicon g !arg-t:r than fr'fe, the memories deserve an

e.,r!:wo;dim:ry ﬁ;cnuc'age.

&S
Lg\ . f{rr

955 236th St NE #3, North Liberty, IA 52317 U.S.A.
E-mail: support@.infinityurns.com - www.infinityurns.com
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Toll Free: 1- 866-511-4443

New INnovstive ONUINE Puarrorm Monernizes OuTnoor FUNERALS

WithEcorial™, you can now record the exact GPS coordinates, dafe,
and time of amemorial eventinnature, as well as easily create and
share an interactive online memorial of a loved one.

!}.\ s Greenwood Village, CO —
ecw r | O Biolife, LLC, the developer
GEET ifi NATURE of The Living Urn®, America’s
leading bio urn and planting
system, and other marketleading eco-friendly urns, is excited
to announce the launch of Ecorial™, a new app and web
platform that serves families placing or scattering a loved
ones ashesin nature.

With Ecorial™, families can quickly and easily “mark the spot”
of the final resting place of a loved one’s cremated remains
when scattered or buried in nafure - in the mountains, in the
ocean or other body of water, with a free burial, or at any
special place! The easy-to-use app permanently records the
time, dafe, and precise GPS coordinates on the Memory Map™
with a simple touch of a button. In addition, Ecorial gives
families the ability to create an interactive online memorial
with ease and share photos and videos of their loved one
and their final resting place with friends and family. Ecorial
is available for families all over the world to use and can
be found in Apple’s App Store (for i0S), Google Play (for
Android), and on the web at ecorial.org.

Mark Brewer, Biolife’s CEO, commented, “We're extremely
excited to infroduce Ecorial fo serve families who use
our products, including The Living Urn®, Eco Water, Eco
Scattering, and Eco Burial, as well as other urns and green
burial products available in the market. We believe this
fills a significant need in the funeral industry - Ecorial™
is the first and only platform that provides a permanent
record and secure databank of people who are memorialized
outdoors. These special memorials can be shared with friends
and family today in addition to being accessible for future
generations fo find, view, and even visit."

Brewer continues, “Until now, many families simply guess
where their loved one’s resting place is in nature - the location
information is passed to family and friends by word-of-mouth
atrisk of being lost forever. Now, Ecorial™ makes it easy for
them fo create a permanent record of their loved one’s exact
memorial location, along with the dafe and time of the event,
and quickly design and share an inferactive online memorial.”

About Ecorial™: Ecorial™ is the leading new way to memorialize
and honor a loved one as they Rest in Nature™. When scattering
cremated remains on land or in the water, burying remains at
a special place, or planting cremated remains with a tree, use
the Ecorial™ App to “mark the spot” by recording the exact GPS
coordinates plus the time and date of the event. You can also
upload photos and videos of your loved one’s forever resting place
and create a beautiful interactive online memorial with ease. This
special location can be found forever on the Memory Map™ and
shared with family, friends, and, if you choose, the world to see!
The Ecorial app canbe foundin Apple’s App Store (foriOS), Google
Play (for Android), and on the web at ecorial.org.

MEMORY GLASS

FINGERPRINTS EARTH CREMATED REMAINS

1-866-488-4554
www.memoryglass.com
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Inc. MaaziNe UNveiLs Its ANNUAL List oF AMERICA®S FASTEST=GRoING

Privare Companies — e Inc. 5000

DISRUPT Media Ranks No. 2319 on the 2020 Inc. 5000
With Three-Year Revenue Growth of 180.85% Percent.

New York, NY — Inc. magazine foday revealed that DISRUPT
Media is No. 2319 on its annual Inc. 5000 list, the most
prestigious ranking of the nation’s fastest-growing private
companies. The list represents a unique look at the most
successful companies within the American economy’s most
dynamic segment—its independent small businesses. Intuit,
Zappos, Under Armour, Microsoft, Patagonia, and many other
well-known names gained their first national exposure as
honorees on the Inc. 5000.

“It's a great honor for DISRUPT Media to be included on
the Inc. 5000 list. This achievement is a festament of our
dedication fo completely changing the way the entire
deathcare profession looks at marketing. It is a long and
hard climb but our team is committed to the mission.” - Ryan
Thogmartin, CEO, DISRUPT Media

Not only have the companies on the 2020 Inc. 5000 been
very competitive within their markets, but the list as a whole
shows staggering growth compared with prior lists as well.
The 2020 Inc. 5000 achieved an incredible three-year
average growth of over 500 percent, and a median rate of

KNOWN FOR QUALITY & SERVICE SINCE 1993

Own Your Funeral Home's
Online Reputation

RING RING

MARKETING

The opportunity to choose a Keepsake Pendant
presents itself only once.
The comfort a Keepsake Pendant offers,
lasts a lifetime.

800-788-0807 Fax 608-752-3683

e- mall orders@m: adelynco.com
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Or Someone Else Will

Get Your Free Instant
Reputation Report Now

www.FuneralHomeReputationNow.com

INDUSTRY ALERTS

Fans. Conversations. Leads.

165 percent. The Inc. 5000's aggregate revenue was $209
billion in 2019, accounting for over 1 million jobs over the
pastthree years.

Complete results of the Inc. 5000, including company profiles
and an interactive database that can be sorted by industry,
region, and other criteria, can be found at www.inc.com/
inc5000. The top 500 companies are also being featured
in the September issue of Inc., available on newsstands
August12.

“The companies on this year’s Inc. 5000 come from nearly
every realm of business,” says Inc. editor-in-chief Scott
Omelianuk. “From health and software to media and
hospitality, the 2020 list proves that no matter the sector,
incredible growth is based on the foundations of tenacity
and opportunism.”

The annual Inc. 5000 event honoring the companies on the list
will be held virtually from October 23 to 27, 2020. As always,
speakers will include some of the greatest innovators and
business leaders of our generation.

More about DISRUPT Media

DISRUPT Media is a full-service social media
agency built for the now. We partner with
deathcare companies to drive deep-rooted
brand loyalty and measurable leads through
social media. Learnmore: https://disruptmedia.
co/ or contact Ryan Thogmartin, CEO, by email
at ryan@disruptmedia.co, 1-800-215-2713.

Methodology

The 2020 Inc. 5000 is ranked according to
percentage revenue growth when comparing
2016 and 2019. To qualify, companies
must have been founded and generating
revenue by March 31, 2016. They had to be
U.S.-based, privately held, for profit, and
independent—not subsidiaries or divisions
of other companies—as of December 31,
2019. (Since then, anumber of companieson
the list have gone public or been acquired.)
The minimum revenue required for 2016
is $100,000; the minimum for 2019 is S2
million. As always, Inc. reserves the right to
decline applicants for subjective reasons.
Companies on the Inc. 500 are featured in
Inc.’s September issue. They represent the
top tier of the Inc. 5000, which can be found
at http://www.inc.com/inc5000.

Cremarion Svstems 1s PLEasED To INTRoDUCE THE W oRLD S
Finst MoouLa Onsite Cemarory, MOCx.
South Holland, IL -

%’\ Cremation Systems is pleased

C;(emarm\ggﬂ'm to introduce MOCx, the
PG A world’s first Modular Onsite

Crematory, designed and engineered for rapid deployment fo
anywhere inthe USA.

This year's Covid Pandemic has placed an unusual strain on
cremation capacity throughout the United States. Many areas
such as New York, New Jersey and Connecticut struggle fo
cremate normal annual case volumes. During the pandemic,
directors have been forced to fransport cases long distances for
cremation. This long-distance fransport and cremation delay
places an enormous emotional strain on the families and death
care professionalsinvolved.

MOCx is a fully operational crematory, erected from two modular
buildings. Installation time with minimal foundation modifications,
propane or natural gas, electricity and internet connection is
ONLY 2 days. MOCx comes complete with CFS2300 Human
Cremation Chamber, capable of cremating 800 Ibs. cases. Also
included are electric digital scale lift table with 1000 Ibs. capacity,
cremated remains processing station, and internet connectivity
for remote access diagnostics and monitoring. Fully equipped
PC Based stforage for case data, air permit afterburner and main
chambertime/temperatures information is standard.

Interior MOCx features include:

« LED lighting

« 110v outlets

« HVAC

« Emergency « Lighted exit sign « Eye wash station « First Aid kit

Wherever and whenever additional cremation capacity is
required, MOCx is the quickest solution to your cremation capacity
requirements. Formoreinformation, call 708.339.6810, email info@
cremsys.com, or visit www.cremsys.com.

FBA's E-Newsletter is the perfect
educational supplement between

SUBSCRIBE

TO OUR NEWSLETTERS

issues! We feature articles, new or
nofeworthy designs, and industry
news in another clean and easy
fo read format. SUBSCRIBE NOW
EMAIL fo make sure you always have

the most up-to-date information

available!

NAME

Subscribe at:
www.FuneralBusinessAavisor.com

FIRST-CLASS
SHIPPING
SERVICE

é’“ﬂ”me

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

We offer:
+ International & domestic ship-in services
« Unsurpassed attention to detcul

- State-of-the-art tracking so
« 24/7 call center staffed b

—__:-‘- ~ ‘ : --.h—._——-_

hd J:n:r
Independent
Funeral Director Owned

(800) 321-0566 - Shiplnman.com

©adfinity®
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G ABOUT SELLING YOUR
FUNERAL HOME?

AFC Can Help:
e Find the Right Buyer
* Maximize the Price
¢ Negotiate Favorable Terms

e Ensure Your Legacy

AFC can help you find a buyer that shares your vision and business
values. We have the resources and expertise to get you the highest price
with the best terms, and we can facilitate a transaction that ensures the

continuation of the legacy you’ve worked so hard to build.

We Specialize In
* Business Appraisals * Sales & Acquisitions * Business Plans
Plus many more services to meet your business needs.
Call Us Today at (800) 832-6232

Melissa A. Drake
(00/President

Kathy D. Williams
CFO/Secretary ' =
Treasurer kS

AMERIC

FuNERAL CONSULTANTS

teamafc.com
16 Plattekill Avenue
New Paltz, NY 12561
800-TEAM-AFC o
afc@teamafc.com

FUNERALSCREEN'

FuneralScreen.com

iIPad
Studio

Everything you need to
LiveStream at your chapel
or graveside services.

Order Yours Today!
FuneralScreen.com

Let’s Get Visual.

Madern Digital Innovations made for the Funeral Industry.
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INDUSTRY ALERTS

Bocari UsN Company More TraN DousLING
Orrice/ W AREHOUSE SpacE

Continued, Notable Growth Prompts Company’s Fourth Move
in11years.

& Sarasota, FL — After just over

) a year at its current location,
Bogati Urn Company is on the
move again. The company
closed July 17, 2020 on its
fourth location in 11 years and
will officially make the move
over Labor Day weekend.

“Itdidn'ttake long at our current location to realize that between
new products, a significant increase in new cusfomers, and
brisk sales we would soon need even more space,” said
company founder, Andrea Bogard LeBlanc. “When a larger
space I'd been eyeing for a while became available, | knew |
had fo jump onitto continue Bogati's growth.”

Bogatiis headed back to Northgate Business Park in Sarasota,
FL, which is where the company was located for nine years
prior to moving to its current location. The new building is
30,886-square-feet, more than twice its current space
of 14,400-square-feet. Most notably it features an air-
conditioned warehouse, which will help keep products free
from humidity, and three loading docks, which will greatly
ease the unloading of containers.

The new office also offers plenty of room to work while keeping
safe distances with 15 private offices for both current and
new staff. Team growth has already begun with the addition
of two new employees - a full-time warehouse assistant and
a full-time IT manager - who've come on board within the
last couple of weeks in preparation for the move. Bogati also
plans to hire at least two more full-time employees, one for
customer support and one for new customer sales.

Bogard LeBlanc s also working with a contractor to modernize
the office space overall, as well as create two dedicated
showrooms for its wholesale customers, one for funeral
directors and one for pet crematories.“The new and larger
space is really going to allow us to better serve our customers
and, in turn, the families they work with,” Bogard LeBlanc
said. “We will have room to grow in both staff and product
offerings. The Bogati team and | are ready to begin the next
phase of the company’s growth.”

Founded in 2004 by Andrea Bogard LeBlanc, Bogati Urn
Company offers funeral homes and crematories unparalleled
service and wholesale pricing on anequally unparalleled variety
ofurns, scattering tubes and related products. Its original lead
crystal line has expanded tofeature adiverse and hand-selected
product line from trusted manufacturers and skilled artisans
worldwide. Its inventory now includes hundreds of memorial
urnsforadults, children and petsinvarying materials, including
glass, marble, wood, porcelain, brass and metal. Custom
options are also available.

Grier SupporT 15 MEeTING PeorLe WHERE THEY ARE
ETrie-PMegsaﬂec?com

Hopewell, NJ — Chaplain Joe Immordino, also a licensed
funeral director for over 20 years, has been running grief
support groups in person and individual support for 15 years. In
order to serve more people in more areas, Joe began emailing
sessions from his faith based program he created directly fo
family members in other states. Now, with his trademarked
program GriefMessages, Joe is reaching grieving families
through funeral homes and churches around the country.

Joe received his Masters in Theological Studies and Doctorate
inBiblical Studies in Counseling. Then, as an ordained minister,
Joe went on and received his certification in Thanatology
from Association of Death Education and Counseling and
is endorsed as a chaplain by Liberty Baptist Fellowship. He
dedicated years of study fo become a leader in loss supporft.

GriefMessages is a comprehensive faith based, distance
grief support program that anyone can be a part of no matter
where they live. If you have an email address, you can be a
part of our group. When you sign up a family member info
our email based program, they will be guided through an
interactive support program for the next 15 months for a small
fax deductable donation. With feedback from our participants
and insight from Joe's program, the information is always
fresh and up fo date. Right now in this era of Covid-19 a
program like this is even more important. If you're looking
for an aftercare program that will show your families you
fruly care and provide real, helpful information that they
can participate in from an experienced grief professional.

For more information please feel free to reach out to us. Email
joe@griefmessages.com or call at (609) 209-6046.

NarioNaL MorTuary StipPiNg AND CREMATION ANNOUNCES THE
SuccessruL Transrer of OwNerstip FroM DiaNe Smit 7o Hew
PARTNER ANGIE BERwALD

National Mortuary Shipping and
Cremation (NMS) has completed
years of intentional planning for
Diane Smith’s transfer of ownership
to her current business partner
. - Angie Berwald. Angie and Diane
have worked on a seamless transition for themselves,
management, employees, cusfomers, and vendors.

Diane Smith stated the following about this transition: “I know
that Angie with her 33 years of industry knowledge and with
her NMS team are ready for the next chapter of successful
ownership, leadership and growth in the industry. | have
complete faith in Angie, our team, and our clients. With Angie
as the CEO and President, NMS will continue fo be a leader
in our industry and this fransition will be seamless for our
feam, customers, and vendors.”

Your Cremation Urn Source!

941.751.3382

www.BOGATIURNS.com

THE ECO-FRIENDLY ALTERNATIVE
TO FLAME CREMATION.

Humlan System

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

Learn more:
www.aquamationinfo.com

(317) 386-3500

200 Colin Ct. Danville, IN 46122

QUAMATION | @) BoR5saes
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STARMARK

cremation products

Direct Cremation Bulk Products & Supplies . ‘ g ; MA RC H To
" A NEW TUNE

EZ-Fold™  We pre-fold them the first time so you don’t have to!

Alternative Container

. Traditional cremation box style Py

. Pre-folded to reduce stress on your staff

. Michelman coating for moisture resistance 400LB
o 6” Deep lid with securing tabs Tested

. 4751lb double wall corrugated body

!
| Patent Pending

3

r

Easy Load Body Side

Gupton-Jones College is o recipient of, the Military Friendly School Top 10.School Award, which
*Super Heavy Duty Plywood Bottom Reinforcement also available demonstrates a set of standards for excellence, positive educational outcomes, and financial

benefits for veferans and their families. Military Friendly Awards showcase the“most powerful
and effective programs of all institutions earning the Military Friendly designation.

Designed with “EZ” in mind...

Pre-folded and partially assembled... Simply lift one
side and secure with zip ties, load body, and secure
the other side. The 6” deep lid is also pre-folded,

Contact Gupton-Jones College of Funeral Service today!

| —

secure the lid with the easy tuck tabs. GUPTQN—J ONES Graduating Professionals of Distinction
- COLLEGE Visit www.gupton-jones.edu fo apply online or learn more
. s e OF FUNERAL SERVICE
BEc— Call (888)366-7335 to Order

10,500,117 10,434,025 10,398,616 10,098,801 9,872,809 9,649,241 The Wdllort Gr 770 593 22 57
o o 9,649,240 9,597,248 9,539,161 9,427,369 9,248,069 9,089,467 Hetaz LOIETY L] L
Visit www.starmarkcp.com for other products 9050234 8959732 8607423 8595908 5415329 8375535
8,104,151 7,213,3117,204,003 7,249,402 7,249,403 7,234,211
7,263,751. Additional Patents Pending
Copyright © 2020 Starmark Cremation Products. All rights reserved.

MADE IN USA
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he Gaffney Group owns and operates in and around Pierce

County, Washington. It all started in 1883 as C. L. Hoska
Undertakers in Tacoma, Washington. Conrad Hoska was the
founding member and the first coroner for the growing city
of Tacoma. Mr. Hoska moved from Minnesota to Washington
State, eventually settling in what would become Tacoma.
Buckley and King were two understudies of Conrad, and
they purchased the firm when Mr. Hoska suddenly died of a
stroke at the age of 52. At that time, they renamed the firm
Buckley-King to carry on its status as the premier funeral
home in Tacoma, Washington. Corey’s parents, Larry and
Ellen Gaffney acquired Buckley-Kingin 1987.

Lawrence Michael Gaffney started out in New York before
moving to Arizona while working in the industry. After a short
time, he moved to San Jose, California and started a firm
there in 1884. But during a visit to Washington State he fell
in love with the Northwest, and upon selling his home in San
Jose, he moved to Tacoma, Washington. He started Gaffney
Mortuary in 1905.

The modern-day Gaffney Group consists of 4 funeral homes:
Gaffney Funeral Home, Powers Funeral Home, Price-Helton
Funeral Home, and Sumner Voiles Funeral Chapel. In addition,
the lineup includes the Cremation Society of Washington,
and Woodlawn Abbey Mausoleum, a 10,000 square foot
facility with all indoor crypts and niches, with 2 crematories
located inside.

Corey Gaffney is President and CEO and his wife Jennifer
Gaffney is Vice President and CFO of the Gaffney Group.
We recently visited with Corey to discuss his business, how
the Gaffney Group came about, and what he feels about the
future of the funeral industry.

Corey is a fourth-generation funeral director and is the great
grandson of the founder, Lawrence Michael Gaffney. Corey
got his start in funeral service approximately 19 years ago
affer he decided his chosen career in the IT field was not as
satisfying as he had hoped. In 2004, he began the course
work on his funeral directfors license and completed it in
2007. It was during that time that he noticed that cremation
rates were rising in his market and he looked at his parents’
funeral home and saw nothing but opportunity. He started off
as General Manager of the business, but as time as passed,
he expanded his role fo what it is foday. Corey’s wife Jennifer
Gaffney, is also a licensed funeral director. Together, as
Corey says, “We make a great feam and play off each other’s
strengths.”

The current Gaffney Group we see today came about when
they acquired 5 funeral homes from an SCI divesture deal in
2017. Just recently in the summer of 2020, the Group sold
off 2 of the funeral homes that were in Central Washington,
thus cementing the current lineup as it is today.

“All our businesses are now located in a 20-mile radius of our
home office,” commented Corey. He continues, “The clusfering
of the businesses in proximity was very important to us and
the operation of the group. It allows us fo share staff and pool
resources, something the profession learned from Bob Walfrip,
founder of SCI. It has been a key driver in the ability to increase
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profitability for the Group.” Corey goes on to quip, “Having
all the businesses close has eliminated the one fo two hour

drive it required to reach the other homes. And anyone who is
familiar with the winters in Washington know that inclement
weather can make that drive exceedingly difficult.”

During the process of purchasing the additional properties
from SCI, the Gaffney Group received the assistance they
needed from SCI. A grateful Corey stated, “SCI was a
pleasure to work with and made it easy. We were given a
liaison for 12 months to assist us in the divesture. At the end
of the day, it worked out great!”

The sale of the two SCI homes that were acquired in the
divesture was also made easy with the assistance of Dan
Bywater of Ready Capital. “The 2 firms were sold to our
location manager of those funeral homes and it turned out
to be a win-win for both of us. | am incredibly pleased with
the way it all unfolded,” says Corey.

Today, the Gaffney Group performs about 1,700 cases per
year. “We feel blessed to have the market share that we have,
because in our market cremation is the tip of the spear,” states
Corey. He continues, “Cremation rates in our market are 83%
and growing each year, but we continue fo overcome that
challenge. The bottom line is families still need to be taken
care of, they still need someone to walk them through their
options and we feel we have the right team to be able to help
families with their neelds.”

When discussing his team, it was easy to feel Corey'’s pride.
“During the purchase from SCI, we dipped info our local pool
of talent,” Corey says proudly. “My wife and | are immensely
proud of the feam we have assembled. We have phenomenal
people helping us run the business and they work extremely
hard. They care deeply for the families they serve, and
those families respond very well to them. The feedback we
constantly receive due to our terrific staff is fuel in the tank
forus. We wouldn't frade them for the world.”

What else makes the Gaffney team successful? Another
undeniable factor of the team’s success lies within the
experience level of each member. Corey boasts that each
member of the licensed staff has an average of 23 years
in the busines. This experience gives the group a decided
advantage over the local competition and continues fo help
the Gaffney Group grow.

The Gaffney Group believes in a basic philosophy of being
able to ‘serve all' in the community. In Washington State,
only about 25% of the funeral homes have the ‘back end’ fo
do all the work. At Gaffney Group, they are a full-service firm
that can do anything and everything a family may need. They
have their own embalming rooms, their own crematory, and
their own fleet of hearses. They infrequently have a need fo
use a frade service for any portion of their business, which
isararity in the market.

In additional fo being able to service anyone, Corey believes
that an important differentiator for the Group is the top-
notch facilities and equipment they provide. “I pride myself

Families

Yours to serve. Ours to protect.

Protecting
families for
over 95 years.

Contact us today ¢ (843) 573-3045 ¢« www.aclico.com

H BB ATLANTIC COAST LIFE INSURANCE COMPANY IS AMEMBER OF THE A-CAP FAMILY
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on having the best of everything,” Corey emphatically says.
“We use the best late model hearses, the best service utility
vans, all the way down to the best in basic equipment that
allows us to perform our job safely and to be efficient for
ourclient families.”

But when it comes down to discussing what he feels is the
easiestway to explain their success, Corey cites fwo things.

1. Stay on top of the industry with regular communication.
“I keep a line of communication open with my colleagues in
ofher parts of the country,” he says. “Funeral Service is going
through a fransitional period and | enjoy discussing it with
senior people in the industry with more experience than |
have. I like to ask them about their struggles and challenges,
and what they have done to overcome them. This has been
invaluabletome.”

2. Know what you are worth. Corey discusses how they offer
a premium service and are not shy about charging a premium
because they feel like they are the best in class. “Three of
our funeral homes are the highest priced in the market,” he
comments. “We are unabashed about charging what we are
worth and actually proud of that. We think that people still
getwhat they pay for and that people appreciate this fact.”

Besides the premium service Gaffney offers, the have a brand
that serves those in the middle. For those families that want
to have an in-person funeral experience but do not need the
best of everything - and their cremation society is the low-
cost, high volume portion of their business.

As a fourth-generation funeral director the various brands
have tfaken getting used to, but instrumental in their success.
Corey explains, “Just like Infinity and Nissan or Toyota and
Lexus, we felf the need to give our families what they need.
We have bifurcated our brands so that we can serve more

families.”

Their cremation brand is an example
of the variety in their service offerings.
Located near Seattle, Corey jokes that
they like fo say they are the Amazon
of cremation. “We do business with
a lot of employees of Amazon and
they have commented our process
is like Amazon,” jokes Corey. “Our
website for cremation is very robust.
An individual can make arrangement
onlinein 5minutes. Afterthe purchase,
our website automatically sends out
the legal documentation through
DocuSign®. So, you can arrange a
cremation and never have to meet
with anyone.”

The Gaffney Groups’ focus on a
multi-level brand approach is paying
off. They have seen a substantial
increase of working with families that
have become dissatisfied with their
competitors. “The national average is that an individual will
have the need to use a funeral home once every 7 years,”
Corey commented. “We are starting to serve families that
were previously using another funeral home but are now
reaching out to us because they are not satisfied with their
currentexperience and are not having their expectations met.”

Their focus on investing in their business to make it the best
and the desire fo keep making these investments is paying
dividends. As Corey stated, “That is the fuel that feeds the
fire. It makes me smile when | see our efforts of positioning
our brands and the results that we are now seeing.”

With all the success the Gaffney Group has experienced,
nothing quite prepared them for what they would face with
COVID-19. “When COVID-19 hit, we knew the business
would change dramatically,” says Corey. “Besides becoming
a new line item on our income statement, we knew many
changes needed to be made. But we saw it as an opportunity.
Today, we provide personal protective equipment (PPE) fo
all our employees to keep them safe. We also provide masks
fo all visifors who do not have a mask of their own. And we
placed inside the door each of our homes a fouchless station
where they can sanitize their hands.”

But the challenge of COVID-19 has only emboldened Gaffney
to continue to focus on client needs. As Corey states, “Even
with COVID-19, the touch points of our profession have not
changed.” He continues, “People will always have to deal
with a death of a loved one. And they will need that individual
to be taken care of by however they personally define that.
People will always need a business that is staffed by quality
individuals, who are caring, compassionate, and conscientious.
They want someone who can bring all their wishes to fruition.
And that excites me about the future, and it is what that gets
me out of bed each morning and keeps me going.”

The future is moving forward, and so is the Gaffney Group. FBA
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SPECGIALTY VEHICLES

A Challenging Year Leads to New Opportunities

s COVID-19 continues to cause ripple effects throughout

the U.S. economy, the outlook for the specialty vehicle
segment of the funeral industry remains somewhat mixed.
In looking at the entire landscape, the industfry has many
challenges, but great opportunities at the same time.
Businesses, much like consumers, are feeling the effects of
COVID-19 in a variety of ways. The uncertainty of the virus
has presumably put a lid on demand in the short term, but
increased optimism about the decline of the pandemic as well
as a potential vaccine on the horizon will likely lift that demand
over the coming months. For businesses, their spending and
budgeting is a direct correlation fo consumer demand. And
as we all know, the funeral industry is affected by consumer
spending as much as any other industry.

The effect of COVID-19 has been somewhat muted on the
side of the manufacturers and suppliers, but not completely
non-existent. While demand seems to be flat for the most
part, the supply chain disruption and governmental mitigation
efforts are the most noticeable changes. “Our business
has been effected by COVID-19,” says Courtney Wagers,
Marketing Manager for Eagle & Federal Coach Company.
“The most substantial effect is specifically related to the
sale and usage of Limousines. With the social distancing
requirements and limited attendance allowance at funerals,
we have seen Funeral Directors resftricted in the usage of
their limousines.”

In discussing the supply chain disruption, Steve Kellerman,
Sales Manager of Platinum Coach, has also felt the effects.
“Our biggest retraction has been our suppliers,” implies Steve.
“Trying to get chassis and parts have been slightly difficult.
Our sales have been sfrong since we have been the only ones
delivering the new XT5. So, our biggest challenge is to have
everything we need to build and deliver the new cars.”

While COVID-19 is on everyone’s mind, most suppliers of
specialty vehicles seem to think that the sales outlook will be
positive. Although, there are other challenges that will make
the segment challenging. One of those suppliers echoing
this sentiment is Platinum Funeral Coach’s Steve Kellerman.
“2020 looks to be a much better year than expected,” says
Steve. “Although there have been some setbacks with
COVID-19 impacting chassis, vendors, and daily operating
safety guidelines. This is also a body style change year with
Cadillac, so all the manufacturers have fo re-tool the new
Cadillac XT5, and possibly other chassis.” Steve continues,
“Fortunately for Platinum Funeral Coach, we planned and
prepared much faster than the other manufacturers. We have
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been delivering the ALL-NEW 2020 XT5 since early Spring.
Sales and production have sfayed strong, and we haven't had
fo lay off one employee this year.”

Other suppliers have repeated a similar feeling of optimism.
“We are optimistic that the economic environment for
the demand of specialty vehicles in 2020 will be secure,”
comments Courtney Wagers of Eagle & Federal Coach
Company. She continues by saying, “With the exhaustion of
the XTS chassis and a new platform introduction, we believe
Funeral Directors will be eager to purchase and upgrade
their fleet. With the status of the industry it is hard to predict
whether there will be growth or retraction, however, we are
sure that by providing a new, reliable platform for specialty
vehicles we will be able to generate a sense of eagerness
and excitement within the industry.”

So as the divergence beftween predicted growth and
trepidation caused by potential supply chain disruptions
is going fo impact how suppliers see the industry, the end
result will come from demand that may be generated from
replacement cycles of a product that has a definitive and
measurable lifespan.

Some suppliers view an upgrade cycle coming in the year
ahead. Dustin Campbell, the Director of Product Development

for Springfield Commercial Group predicts this may be the
case. “With Cadillac and Lincoln ending their livery programs
indefinitely, this is a hard question to answer. | would expect
fo see the growth slow down assuming traditional builders will
run out of 2019 chassis and have to come up with competitive
warranties for non-livery program cars,” says Dustin. “It
will be a transitional period for anyone who is building on a
Cadillac or Lincoln chassis. We have seen this several times
in the limousine industry over the last 10 years or so.” Dustin
ends by saying, “With livery programs at an indefinite halt.
| would expect to see buyers hold out hope for as long as
they can hoping these programs come back while traditional
manufacturers scramble fo offer better warranties, leasing
options and competitive pricing.”

“I think the industry growth will be a little flat overall for 2020,”
echoes Steve Kellerman of Platinum Funeral Group. “The
market has been getting flooded with the last model XTS
chassis, so customers have been limited of what they can
purchase inthe 2020 lineup. So, they might wait for the 2021.”

As usual, many things can contribute fo growth in an industry,
even during times of economic uncertainty. Innovation in the
overall automotive industry continues to be a hallmark of
the American built products. There are 3 three basic types
of innovation in business - product innovation, process

FEATURE EDITORIAL

innovation, and business model innovation. All 3 lead to
improved industry performance and a better product for the
consumer.

In most instances, the need for improved products and
innovation will lead to new partnerships and relationships
among suppliers. Even without mergers and acquisitions, the
ability to see what competitors develop causes a constant
desire fo innovate.

A byproduct of innovation is productivity improvement.
Productivity improvement will inevitably lead to reduced costs
by the manufacturer, and those reductions should trickle down
to the consumer of those products. Innovation is a key dynamic
in fostering competitiveness among suppliers, thus pushing
them to further innovate and increase the industry’s overall
product offerings. Innovation contributes to the turnover or
replacement cycle, as funeral homes need to always have
the latest and best innovation in product offerings, including
specialty vehicles.

Innovation is offen a closely held secret and often announced
prior to the launching of new products. Whether it is due fo
COVID-19, or because of the uncertain economic environment
in the near-term future, that seems to be the prevailing thought
for 2021.
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In discussing innovation, most suppliers see similar changes
on the horizon. As Steve Kellerman says, “All manufacturers
are in the same predicament. We all have to re-tool cars for
the body style change that occurred in 2020. Our company
has been extremely successful at retooling this new chassis
and have many plans for new or updated modelsin 2021.”

Courtney Wagers of Eagle & Federal Coach companies
repeats a similar outlook, “The most significant design
innovations come from the change in chassis platform. The
XTS has been the Cadillac Hearse and Limousine platform
for nearly 7 years; the upgraded platform is much needed in
the industry.” She continues, “While the Hearse product will
remain mostly the same for all Coachbuilders, we do see a
significant change in the design of the limousine. While the
XTS was a sedan chassis, the XT5 platform is a larger — more
SUV type platform, including changes such as a hatch door
forthe rear cargo.”

Technology has a major impact on of our lives. Our daily use
of technology is seen in every aspect of what we do, from the
televisions we watch, to the phones we use, and the vehicles
we drive. This is important in the specialty vehicle market as
well. However, it seems fo be customer service that matter most.
“While technology is ever changing, we find the most significance
in the durability and usage of the vehicle, says Courtney Wagers.
“The OnStar systems and CUE screens are great features in the
Hearses and Limousines, however, it's more important to us that
the vehicle helps serve the Funeral Directors as best as possible.
Vehicle features such as: the ability to showcase the casket with
rear compartment glass, increased rear interior lighting, as well
as a durable church truck compartment are more significant to
usthanupgraded technology.”

Technology is always evolving and helps promote and even
build our products,” says Steve Kellerman. “But, for the most
part, most customers want fo kick the tires of the car before
they make a purchase. And, we build cars the old-fashioned
way, by hand. Technology and computers are great, but from
our experience when tooling a vehicle, it is much more cost
efficientto do what we have always done.”

The takeaway is the future for specialty vehicles is optimistic
but has its challenges. Innovation, technology, and COVID-19
will all have an impact in the coming year, making 2021 a
year of change. Dustin Campbell says it best, “I feel that if's
important for funeral industry professionals to show families
they really care and offer a state-of-the art-service. | also
feel that offering families the ability to escort their loved
one fo their final resting place in the same car is a great
avenue of service enhancement. This can be achieved with
our combination limo/hearse. It also eliminates a smaller firm’s
need for multiple cars and maintenance costs.”

As Steven Covey once said, “If there's one thing that's
certain in business, it's uncertainty.” But one thing is always
a constant. The constant is the American drive and ingenuity
in everything we do, and that uncertainty will most certainly
bring out our best. As we move into 2021, the American spirit
will prevail as always it always does! FBA

SPRINGFIELD COACH GROUP
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Springfield Coach has over 50 years' experience in the
manufacturing and financial services industries. We are
committed fo delivering exactly what the chauffeured
transportation community and hearse requests. Whether
you are an established livery service provider, Funeral
Director or are brand new to the industry. We will deliver
a superbly craffed limousine/hearse that guarantees your
clientsatruly elegantexperience, in a safe and comfortable
environment. Each of SCG craftsmen has an average of
over ten years in the coach manufacturing industry. Their
artistry and skill are rivaled only by their dedication fo
their profession. Our sales & management teams are
committed to providing you with the very best experience
possible, not only after you purchase your Limousine/
Hearse, but during the process, as well. LimolLand.com
challenges you to compare our quality and our value fo any
other coach builder in the business. We believe that once
you've seen for yourself, you'll agree that... ‘Everything
Elseis JustaRide!'

We Manufacture Limousine, Limo Bus, SUV limousines,
Sprinters and all executive Shuttle types. New Limos for
sale here. Buy straight from the manufacture.

Springfield Coach Group operates from a 50,000 square
foot manufacturing facility. Springfield Coach Group is
able to build custom orders more efficiently than most
of our competitors. With our knowledge and continued
investment in technology we are able to offer our clientele
a prestigious product. We follow strict procedures and
guidelines to ensure every new limo is built to the highest
standards.

Springfield Coach Group
www.limoland.com

You may not find Rainbow City, AL on any list of popular destinations. But if you're
a funeral home depending on a family's insurance to cover the expenses, it's the
biggest red dot on the map. It's the headquarters of C&J Financial, the largest and
most responsive insurance assignment firm serving the funeral profession. With all
the tools, technologies and high-touch service to assure blazingly fast turnaround
when you need it most. If cash flow is vital to your business, welcome home.

To 3,000 funeral home owners,

Rainbow City, AL is the

happiest place on earth.

|
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C&J Financial, LLC
& You

(417) 866-6565

CJF.com | 800.785.0003 | 200 Market Way, Rainbow City, AL 35906
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EAGLE & FEDERAL COACH COMPANY

COACH COMPANY

Eagle Coach Company & Federal Coach Company are
dedicated to producing the highest quality professional
vehicles to reflect the image of Funeral Home's that use
them. Combining attractive styling and reliable construction
with the most sought-after features, our specialty vehicles
are some of the best-selling models in America.

Eagle Coach & Federal Coach continue to work with the
approved Cadillac Master Coachbuilder XTS Chassis,
with plans to release an XT5 line-up of Funeral vehicles
near the end of the year. The new line-up will look similar
fo the models offered today including: Eagle offerings of
the Echelon, Kingsley and Kensington models. Federal
Coach will offer the Renaissance, Heritage, and Kensington
models. While the chassis’ have changed, the durability
and elegance our models offer will remain the same. With
a larger rear compartment and increased lighting, our XT5
Funeral Hearses will provide your Funeral Home with the
most functional vehicles in the industry.

Although the XT5 Limousine is not available until early next
year, Eagle Coach & Federal Coach are able to provide
your Funeral Home with an XTS Limousine supported
with Cadillac Warranty. While the XTS offers two different
stretch points, the XT5 Limousine will only be offered at
one strefch length. Eagle Coach & Federal Coach provide
the only limousine in the industry that features Powered
Center Windows, 3-point Seatbelt in the Center Seat and
Standard OnStar Navigation.

For over 70 years combined, Eagle Coach & Federal Coach
have served the Funeral industry with the transportation
needs the Funeral Homes require. Although the chassis is
changing, our dedication to you and the families’ you serve
remains the same.

Eagle & Federal Coach Company
www.svgvehicles.com
info@svgvehicles.com

800.236.3801
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PLATINUM FUNERAL COACH

PLATINUM

FUNERAL COACHES

Platinum Funeral Coach is a family owned and operated
Manufacturer located in Amelia, Ohio. We specialize
in building Cadillac hearse and limousines. We offer
several different models of hearse including our Phoenix,
Phoenix-R, Phoenix-C, MasterCoach, and our specialty
flower car, the Cortege. Our manufacturing and quality
process is modeled after the philosophy of Mike Kellerman,
a true pioneer in innovation, design, and production of what
is now the Kellerman Family of Professional Vehicles. We
are one family with 3 business offerings....Platinum Funeral
Coach, MK Coach, and K2 Vehicles.

There are products that are built by necessity. Then there
are others that are built from abundance. Then there is
the final product, one that is built from skill and heart
specifically for one person, one place, one job. This is one
of those products. Our cars are built by hand, individually,
specifically foryou.

Platinum Funeral Coach may be a new name to the industry,
but our experience started in 1985. Joe Kellerman, the CEO
of Platinum, was just 14 years old when he started washing
and deftailing hearses for his uncle Mike Kellerman. Our
company is centered on one main principal, a principal Joe
learned from his uncle: the value of family. Joe decided to
carry on that same idea in his own business. The majority
of our employees are family members, and the other half
we consider family.

At Platinum Funeral Coach, we do things differently — not
only do we care about quality — we deliver quality. We strive
to build a product we are truly proud of, one that is a tool
and aide to those who use it. At Platinum Funeral Coach, we
do things our way...the Kellerman way...where excellence
isthe goal and family is the inspiration.

Platinum Funeral Coach
www.platinumfuneralcoach.com
stevek@platinumfuneralcoach.com
513.752.0734

Be their knight in shining armor.

When families need to transport a loved one, it’s up to you to make sure the ship-out goes
as planned. That’s why there’s EWA — your one-call airline resource. Our transportation
experts search all available flights, handle the reservation, pre-pay the charges and
proactively monitor the status through the entire process. And you? With one call, you're
the family’s hero —earning their loyalty for generations to come.

EWA=:.

EAGLE’S WINGS AIRe

Your One-Call Solution for Airline
Reservations & Proactive Monitoring

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

NOBLE

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
Ph: 888.764.3105
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MARKETING YOUR

FUNERAL HOME IN THE
MIDST OF A PANI]EM'.IEE

BY JOE WEIGEL

f you're like many funeral home owners out there, the

coronavirus pandemic has rocked your world. COVID-19
has changed the lives of families and businesses alike. And,
with this major change and a “new normal” comes a new way
to market to families.

To pivot your marketing amidst the coronavirus and help
keep your funeral home thriving during frying times, consider
using these ten pandemic marketing tips:

1. Be Nimble—but Don’t Drastically Cutback

It may make sense to remove some of your scheduled
marketing activities; in other cases, it may make sense to
revise them to make them more relevant or fo show how your
funeral home is supporting your families and the community
in challenging times. But remember, extensive withdrawal in
marketing efforts can create opportunities for competitors
who are more nimble fo adjust messages and take market
share from you.

The key is to be smart about your marketing mix and message;
adjusting efforts as needed, while maintaining adequate
levels of marketing to support your business objectives. A
hyper-reactionary pull-back in marketing during a pandemic
can not only create an opportunity for your competitors, it can
send the wrong message to your families. Being perceived
as stable, conscientious, and available is key when families
may feel broader national circumstances are unstable.

2.Revise Your Content and Message if it’s Appropriate
Know that your families are adjusting to a new set of
conditions. Your marketing mix and message may need
to adjust accordingly (sometimes very quickly). Apparent
examples of adjustment exist for local businesses directly
impacted by COVID-19, such as funeral homes.

If scheduled social media posts or planned communications
are affected by virus concerns, content should be appropriately
re-worked. However, social marketing activities (and really
most marketing activities) should continue. Along these
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lines, be sure to check information on business listing sites
like Google My Business to ensure they reflect what is going
on at your funeral home. (And make sure that once the crisis
has passed, this confactis again updated if warranted.)

Make sure your social media team is able to monitor and
react to posts and communicate effectively with your market.
Do what you can to keep your service levels high and your
families happy even in troubling time. Be cautious that you
don’t appear to be callous or ignorant of difficulties your
families fact that are caused by the crisis. Remember, how
you react to a crisis can impact how your funeral home is
seen well into the future.

3. Remove Your Marketing From Preset Mode

In a crisis situation, the timing and content of your marketing
messages to your families are more important than ever. You
do not want to appear to be either insensitive or an alarmist.
Aufomated emails, tweets, blogs, and social posts may need
to be adjusted for timing and message. You want to avoid
appearing flippant in a time where media posts are serious
and families are focused on more important things.

How you communicate in a crisis shows your families and
prospective families who you are as a company. It may
make sense to stop some activities and increase others. As
mentioned earlier, | don't suggest you stop marketing; rather
you have firm control of what you are pufting out and when
you are putting it out.

Aggressively evaluate the message you are sending to your
families fo ensure itis supportive, appropriate, and well-timed.

4. Postpone Testing or Manage Test Expectations

Because the markeft place is not functioning the same way it
normally would, you can expect marketing campaigns may
produce results that are not likely to be predictive of future
results when the crisis is over. It may be better fo push testing
efforts out to a time when the market is more stable and more
“normal”. Instead, increase efforts toward proven techniques

New am@ OMva@

FAMILY SELECTION'BINDER

The Family Selection Binder allows your families to browse through hundreds of stationery themes.
For use with Precious Memories Designer. Ask your Bass-Mollett rep or call 800-851-4046 for more details.

. 5‘:7&«%&' . fr:(.cr:w."

Attractive
Layout

Sturdy,
3-Ring Binder

Bigger,

Better Images

Hundreds
I ALEINES

Easier to
Navigate

No. PB-800-DPS2

Create beautiful, personalized stationery
with Precious Memories Designer!

ass-Mollett

The DIRECTOR'S COMPLETE FUNERAL RESOURCE

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

New Register Book Option Available!
Genuine Leather with Ornate Metal Picture Frame
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or specific communications opportunities directly related to
the stafe of the market.

5. Reassure Your Families

No doubt your funeral home will be receiving additional calls
at this time. It's vital to train your staff members who answer
the phones on how to best answer questions, offer solutions,
and calm concerns. Callers who may have just lost a loved
one now are concerned not only about their care, but unsure
what can be done to memorialize their loved one. In uncertain
times like a pandemic, they need empathy and reassurance
from a trusted resource more than ever. You and your staff
should be there to provide this care and compassion.

6. Consider All Media Channels

In-home advertising such as felevision, direct mail and
newspaper can be a real winner during this time as folks
“shelter at home”. In a pandemic, families are staying put
and increasing their news consumption on a daily basis as
they seek the latest information about the virus. With more
audiences watching than normal, TV is more critical than ever
before. Out-of-home advertising such as event advertising,
transit and outdoor will not be as effective. If you can adjust
your ad spend fo move your marketing out of those channels
and into in-home media channels, you should.

7. Steer Clear of Exploiting the News to Promote Your
Funeral Home

Don’t be the funeral home that jumps on every headline to
stir up hype for your own benefit. That lack of authenticity
and the long-term impact of acting opportunistically will be
far more negative to your company than simply acting with
integrity and respectin the near term.

Also, this is not time to be cute with your message. Ensure
that your communications are appropriate for the times.
Families look fo funeral homes as a caring and compassionate
resource. Don't disappoint them with advertising or posts
that are insensitive and indifferent fo the situation.

8. Investigate New Marketing Tools

Think about the latest innovation in digital marketing. For
one, video continues to grow as a means of communications.
Videos are much more personal than some of the other
communication options. And you can us video on your
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website, as content for emails to families and use them on
a YouTube page that you create for your funeral home.

No doubt you've added livestreaming to the services you
offer. In addition to using if for families who must curtail their
visitations, why not create a weekly update with the latest
news on the pandemic and stream it to your community?

9. Evaluate Using Public Relations and Publicity

As the pandemic spreads, there’s going to be a market for
stories that fake people’s minds off their troubles. Instead of
worrying about protecting themselves or when toilet paper
will be available again, people will seek out interesting stories
asameans of relief.

As people get burned out and begin to turn away from the
bad news, the media will be looking for ways to change the
narrative so they can keep their audience engaged. You
may be able fo provide just such a lift with a positive news
story about something going on at your firm or a community
outreach program you are doing.

10. Utilize Communications Inside Your Funeral Home
Inaddition to signage that explains that your firmis following
the guidance of the government on topics such as social
distancing, this is a chance to reiterate what safeguards
you have instituted in your operations. Ensure that the
messaging is clear but also compassionate. This is a
good time tfo explain how your normal cleaning routine
and other similar procedures have been enhanced during
the pandemic.

In conclusion: Pandemic or not, marketing fo your families
is always an important aspect of running your funeral home.
Now is not the time to put the brakes on your marketing
efforts. It's your opportunity to be more strategic than ever,
put yourself in your customers’ shoes, and better market fo
your families. FBA

Joe Weigel is the owner of Weigel Strategic Marketing,
a marketing firm that delivers expertise and results
across three interrelated disciplines: strategy, branding,
and communications. You can visit his website at
weigelstrategicmarketing.webs.com. He also can be reached
at 317-608-8914 or joseph.weigel@gmail.com.
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“unlike any other”

The revolutionary first call pouch, cot cover, & pet carrier solution.
First IMPRESSIONS count!

800.645.8966 | info@kanga-woo.com | www.kanga-woo.com
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THE ANSWERING SERVICEIN A CLASS OF ITS OWN

Here FOr YOU .*

When You Need Us Most

myASD.com

YOU WOULDN’T USE OUR
LEAK-RESISTANT CREMATION TRAY
AS ATOBOGGAN, BUT YOU COULD.

We testoursinthelab
so you don’t have to test
itin the real world.

CusToM
AIR TRAYS

1-800-992-1925 | CustomAirTrays.com

“*Non-professional stuntman. Please try this on ski slopes.

© Custom Air Trays
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domani

Who is The Domani Group and what product and/or
service do they provide?

The Domani Group provides best-in-class business solutions
for funeral homes. From award-winning aftercare to online
review generation and reputation management, fo preneed
appointment setting and state-of-the-art CRM solutions for
growing funeral homes. Funeral homes across the country
frust Domani to help them operate more efficiently.

How did The Domani Group get involved in the funeral
industry?

The Domani founders and several feam members have a
background in preneed, and from that experience, gained
a passion for funeral service and, in turn, the importance of
aftercare. That passion, combined with a desire to innovate
and progress, led to Domanicare, the funeral profession's
first aftercare text message program.

What makes The Domani Group unique?

Domani is different because of its desire to innovate and
improve continually. Domanicare was the profession’s first
fext message-based aftercare program. They are constantly
releasing updates and upgrades to their programs so that
funeral homes can rest assured, knowing that they are getting
the absolute best of the best.

What are the benefits to funeral homes using The Domani
Group?

When it comes fo aftercare, the benefit of using Domani is
that your aftercare program is now a well-oiled machine. Their
furnkey solution runs in the background allowing you and your
staff to focus your time on at-need families. Every message is
sentf and responded to by a highly-trained Domani responder,

i
-
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Domani Founders, Jon Lefrandt & Riley Facer
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COMPANY SPOTLIGHT
The Domani Group
801-655-5039
www.thedomanigroup.com
info@thedomanigroup.com

so each and every interaction is authentic and human. Domani
and escalates any questions or concerns from families right
away so you can rest assured knowing nothing, and no one
is slipping through the cracks.

As part of the aftercare program, Domani generates Google
Reviews, which allows your funeral home to stand out from
your competition online and win more at-need business. Over
93% of consumers read online reviews when [ooking fo work
with a company, and it's no different when it comes fo funerals.
Online reputation is a large blind spot for many funeral homes.
The average funeral home in the US only has 6.1 reviews and
3.6 stars. Contrast this with the average Domani funeral home,
which boasts 25.4 5-star reviews. Those numbers make a big
difference when someone starts their funeral home search by
Googling, "funeral home near me."

How does The Domani Group provide a solution for
funeral homes?

Domani recognizes that the priority of every funeral director is
and should be at-need families. However, because at-need
families are the priority, it doesn't mean that aftercare families
should be forgotten. That's where Domanicare comes in. Their
turnkey solution gives funeral homes a dedicated aftercare
team. This benefits your staff by allowing them fo focus on at-
need families while Domani focuses on the affercare families.

How would a funeral home contact The Domani Group
for more information on your products?

To learn more about Domani and their suite of solutions for
funeral homes, visit thedomanigroup.com. You can schedule
a demo right from the website or chat your questions to a
Domani representative. You may also call their Utah office
at801-655-5039.

The Domani Team

domani

Aftercare
with impact.

97% 4.8 W 25.4

of Domani-partnered =~ Domani-partnered funeral the average Domani-

funeral homes are ranked  homes have an average partnered funeral home

#1 in their market on rating of 4.8 stars on has 25.4 5-star reviews on

Google Google Google

thedomanigroup.com
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NO, SERIOUSLY, ’

WE'LLDO ITALL

HOW TO 2X YOUR PRENEED WITH PRECOA’S END-TO-END
SALES AND MARKETING

COVER STORY

. FUNERAL PLANNING CENTER & CRM

Never Let A Lead Fall
Through the Cracks

At the heart of the preneed experience is the
process for managing leads and following up with
families. On their own, advance funeral planners
often struggle to manage follow-ups on top of the
time spent meeting with families. And leads that are
not carefully managed are bound to drop off and
disappear. Indeed, mosl companies lose 4 oul of 5

Preneed never quite comes together for most funeral homes. Maybe it's marketing |eactauestoslack ot tolloweup:

that keeps sputtering, a preneed counselor that keeps falling short of their sales

> : Precoa's solution is the Funeral Planning Center.
goal, or a competitor who moves in next door. /

They have spent the last 15 years mastering the
delicate art of the follow-up, and with their support

Whatever the reason, it can start to feel like you're constantly plugging leak after / advance planners can spend more time meeting

leak just to keep from sinking. o with families and less time playing phone tag.

Preneed shouldn’t have to be like this.

@ PRECOA

Download “Preneed By the Numbers”
This free guide unlocks Precoa’s secret to
dialing in your performance so you can

2X your preneed.

precoa.com/2x

e

‘@ A Better Way

The truth is, growing with a traditional preneed
program is a lot of work. You need to invest in
your marketing to generate high-quality leads,
continually train and manage your sales team,
and develop and maintain effective follow-ups.
Not to mention you still have the rest of your
business to run.

Wouldn't it be better if preneed never required
additional time, money, or resources? At Precoa,
this is our mission. We manage the entire
preneed pipeline so funeral home owners can
confidently grow through preneed and stay
focused on their core business, and we help you
succeed by doing three important things.

ﬁﬂ LEAD GENERATION

No More Wasted
Marketing Spends

Most business owners believe at least 26% of
their marketing budget is wasted. This is money
being spent that will never deliver results, which
must be incredibly frustrating.

Yet at Precoa we're dedicated to improving our
elliciency lo guarantee the besl resulls. Every
lead source, from direct mail to digital, is tested,
tweaked, and optimized to generate high
quality leads. We also cover the cost, so we're
incentivized to make sure it works.

> SCHEDULE A CONSULTATION | PRECOA.COM | 773-263-5187

— —

TOM LORD
Lord and Stephens Funeral Home

“The support Precoa provides behind the
scenes is amazing. We could not hire anyone
on our staff to do what the Funeral Planning
Center does. It's just an extension of our firm,
and that's what we want.”

° Build brand awareness
e Connect with every family

° Provide better customer service

SCOTT SYTSEMA
Sytsema Funeral & Cremation Services

"We know that Precoa will always be at the
cutting edge. We know how much research,
testing, and development they put into
everything they do. They always make sure
they're doing it right.”

o Multi-channel marketing
° Fully tested and optimized lead sources

° Keep every lead we've ever generated for you



@ PRECOA

s RECRUITING & MANAGEMENT

Dedicated
Performance Coaching

Getting your advance funeral planners to
perform at their peak is a challenge, let alone
finding the right talent. It takes time to recruit
and train the perfect candidate, and it's hard
when the entire enterprise is left up to you.

@ KEITH WALKER
Walker Funeral Home

"Nobody gets results like Precoa. My people
are getting the support they need, and our
salespeople can be out there actually selling.”

Thankfully, Precoa’s recruiting and management
team handles everything. They are fully
dedicated to recruiting and coaching advance
funeral planners so you can stay focused on
your funeral home. Each candidate is carefully
velled and is conlinuously moltivated by
supportive coaches.

0 Receive onsite support and management
g Get detailed reports of your growth

& Recruit the most talented candidates in

the profession

> SCHEDULE A CONSULTATION | PRECOA.COM | 773-263-5187

There's Still Time To
Reach Your End-of-
Year Goals

The only way to grow your market with total
confidence is when preneed is all tied together.
With Precoa, you get all the benefits of a
carefully managed preneed pipeline without
the trade-offs of your time or resources. No,
seriously, we'll do it all.

We stand by our program.
Keep every lead we've ever generated for you
No long-term contracts

We'll pay for all the marketing so the risk is
on us

And we're happy to share a few of our secrets.
In “Preneed by the Numbers,” we highlight the
three metrics we use to begin getting 2X results
for our partners.

Improving these metrics will directly impact
sales, and you've probably already guessed that
they're interconnected. Improve one and you'll
get results; improve all three and those results
are sure to multiply.

precoa.com/2x

“Preneed By the Numbers”
Unlock the secret to
2X your preneed.

€ PRECOA

........

Before joining Foundation Partners Group,
we were always preparing for the unexpected.
However, none of us could have anticipated
what we’re facing today. From employee safety
and protective equipment to finding new

ways to serve families remotely, having an
experienced partner supporting us ensures we
can continue to serve our community safely
and without interruption.

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

Get in Touch
1-800-399-4635
FoundationPartners.com

AL, DIANE, &

TOMMIE KAMM

ALL STATES CREMATION,
ALL VETERANS FUNERAL & CREMATION

“DURING A
TIME WHEN
% EVERYONE IS
SUISOLATED, WE
* 'DON'T FEEL
ALONE.”

Being part of Foundation Partners has given us
access to the resources and expertise that have
helped us not only survive these challenging
times, but continue to grow. With experienced
operations, HR, legal, marketing, and
technology resources, they provide support
when we need it and trust us to do what we do
best - serve our families with compassion and
care. With Foundation Partners, we feel more
supported than ever.
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Homesteaders
Life Company

What is Homesteaders, and what product and/or service
do you provide?

Homesteaders is proud to be the preferred funding provider
for thousands of funeral professionals across the country
who rely on us for secure funding and exceptional service.
We adopt a comprehensive approach when designing our
products, balancing security with profitability and offering
the best fif for funeral homes, agents and client families. Our
commitment fo excellence is one of the many reasons we are
the most often-used preneed funding company in America.

How did Homesteaders get involved in the funeral
industry (History)?

Hoesteaders formed in 1905 as a fraternal society focused
on providing insurance for final expenses. By 1910, we had
provided secure funding for more than 20,000 members. We
mutualized in 1939 into what is now known as Homesteaders
Life Company and have been owned by — and accountable
to — our policy owners ever since.

To datfe, Homesteaders has helped hundreds of thousands of
families gain peace of mind through secure advance funeral
plans. In more than century — through two world wars and
the Great Depression — we have never failed to pay a claim.

Homesteaders has emerged as a national leader in funeral
funding and is the frusted, reliable and secure choice for
thousands of funeral providers across the country. We are
proud to work alongside those professionals every day,
helping them design a better farewell for the families they
serve.

What makes Homesteaders unique?

Homesteaders is the only nationally ranked preneed provider
that can boast both a sole focus on funeral service and
more than a century of experience providing secure funeral
funding. Preneed is all we do, and that focus ensures that
our advance funeral planning solutions truly work for funeral
professionals, agents and consumers.

Our industry-leading account executive program ensures
that every Homesteaders customer has direct, personal
support from a representative who knows their business and

COMPANY SPOTLIGHT
Homesteaders Life Company
800-477-3633
www.homesteaderslife.com

their goals. Homesteaders’ investment in smart technology
solutions like eFuneral’s online sales and lead generation
fool and Domani’s text-based family follow-up program
sets us apart from other providers. Our reliability, coupled
with innovative and creative marketing and operational
solutions, gives our custfomers a competitive edge, helping
them increase market share and safeguard future business.

What are the benefits to funeral homes using
Homesteaders?

For Homesteaders, being a good, long-term partner to our
funeral home customers starts with offering the highest
standard of customer service at every fouchpoint. From
agent on-boarding to new business issue, phone support
and claims, our service teams provide the very best to our
customers - in person, on the phone and online. It's one
of the many reasons we have a 99% customer satisfaction
rating year after year.

Our customers benefit from more than a century of experience
in the funeral space, coupled with the proactive problem
solving and investment in innovation that continue to position
their businesses for success.

How does Homesteaders provide a solution for Funeral
Homes?

We offer smart, secure preneed solutions that result from
more than a century of focus on funeral funding. We also
provide comprehensive marketing and operational support fo
grow an active preneed program, including everything from
lead generation and DomaniCare’s text-based family follow
up to appointment setting and eFuneral’s remote preneed
sales engine. Our solutions all center around a robust CRM,
custom-built through Salesforce. Homesteaders’ products
and services are fully integrated, helping providers ensure
a better farewell for the families they serve.

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

Our account executives can provide additional details about
our products and services, starting with a free, comprehensive
market analysis. To connect with your local representative,
visithomesteaderslife.com/account-executives.
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Step up your preneed with
Homesteaders and eFuneral.
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UM STMONS

Co-Founder, SRS Computing

Kim Simons, and her husband Scott Simons, founded What is your favorite thing about what you do?
SRS Computing in the basement of their home of
Wexford, Pennsylvania in 1999. Scott is the son of a | enjoy the consultative aspect of what | do at SRS.

4th generation funeral director of a funeral home that The many tools of SRS's software often require that |
originated in 1895. work closely with clients on problem solving and create

efficiencies that work best with the business. | tell clients

The name SRS was derived from the initials of Kim's that I have two rules. One, we are only going fo type things

husband, Scott Robert Simons. Scott's father, G. Scott thf And fwolg I atm go'r’;g f;; hi'ptf?err; g,o p?pe’rlefss%

Simons, developed the original software by writing the e el EviEs Bl neslisinr &t iy, 1 gy & lor & ,

e hiaalt Aﬁheﬁme Sgoﬂwasamedicglphysg:isf satisfaction when | observe clients getting excited as that we gave up early on, SRS has truly come full circle
. S . . oo / i ' fter 21 .

butbecame dissatisfied forvarious reasonsin his chosen they begin o achieve these goals. arter zlyears

profession and returned to school earning hisM.B.A. Kim . : : e T s b el G P e e B eI P (e 72 72
and Scottdiscussed the potential financial hardship that iR 1S SEMEITE th_a’r Ve e I iEl e Tl gingasp y i
you knew when you first started?

the loss of Scott's income would create as he pursued COVID-19 has become the biggest challenge of my career,
furthering his education, and fogetherthey came up with I wish | had known how websites were going to become but not in the way most think. Ironically, by challenging,
a plan. Scott would take his father’s original software such an integral part of our business model. Early on | am referring to the increased demand for our services.
and improve upon it by writing new code. They would during the inception of SRS, we decided to provide both Our workload has nearly doubled due fo COVID-19.
then sellitto otherfuneral homesin the Pittsburgh area. websites and management software. But we realized
that websites can be very subjective and require a lot Clients have realized how important technology is to

The original plan would make this only temporary, long of customization. It was very hard fo create a turn-key their businesses and are now looking to implement all
enough to meet the additional income needed until he product that would work with similar businesses. The the new features that we provide. It has forced funeral
graduated with his master’s degree. Early on, Kim and amount of collective data and customization for each homes fo change their habit and become more efficient.
Scott decided to evaluate each other’s strengths to client created challenges. After about 9 months, we
determine which role they would assume for their new decided to eliminate the website development portion They now find that they need tfo do online arrangements, take
business. Scott, as a self-taught programmer, took on of our business and focus solely on the management payments online, or have documents signed electronically. All
the role as software developer. Kim decided that she software. of these require a technological solution that SRS can provide
would be best suited for sales and marketing for the as part of our management software. Many were on most
company. Little did they know at the time, but 21 years But about 13 months ago, we realized that we could funeral homes’ wish list, buliL with the emergence of Covid,
later SRS has grown into acompany that has over 4000 develop business partnerships that would allow us to these feafures became not just a luxury, but a requirement
installsthat covers all 50 states, all provinces in Canada {evetrﬁge TheseTrﬁlaﬁonshTips aﬁd g;‘ow ou;lbusigessefs - and they needed it quickly to maintain their businesses.

: : in other ways. These partnerships have allowed us to
andimostSiatesinAusiralia develop integration opportunities that, up until this point, We felt the need to give clients the tools they needed
had not been available. All of this has allowed us to and found a way to get it in their hands immediately. We
expand our business offerings, which now include SRS took our Family Link feature, a type of online arranger,
Websites. Having entered into this portion of our business and made it better. We originally gave it away for free

We sat down with Kim to discuss both her personal
success and business success.
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for 6 weeks so they could evaluate it. We performed a
webinar to help them get started and created a tutorial
to assistthem in using it.

Another fool that we are proud fo offer is a proprietary
electronic signing tool that gives funeral homes a way to
receive electronic signatures while integrating with the
SRS management software.

We also offer credit card processing within their
software which has also enabled customers to become
more efficient in their payment processing. These tools
created a workload thiss year that was unexpected but
very necessary for our clients. It was challenging, but at
the same time, very rewarding.

3.Develop a top line support team that implements all
aspects of our business model.

We could not be successful without the support of our
phenomenal team. Without a team to implement our
product, train our clients and continue fo work with them,
we could not have been successful. Our team has made
our success possible.

A final note on client retention, the thing | hate to hear
most is having a client tell me that they love our product
but confess that they only use 50% of its capabilities.

To ensure complete usage, three years ago we developed
a new position, a Client Implementation Specialist. This
individual has the sole responsibility of contacting our

"Clients have realized how important
technology is to their businesses. It has
forced funeral homes to change their
habit and become more efficient. ”

What do you feel has been the most important factor
in your success?

| feel that there are 3 things | have always felt contributed
to our success.

1. Client retention.

This is my highest priority. | knew that if we keep clients
happy, that would correlate directly to our success. A
satisfied client would ensure that SRS would be successful.

2. Vertical ERP (Entferprise Resource Planning) that has
no limifs.

It has alway been our philosopy that the only limits we
had at SRS were 'if’ we wanted fo create something, not
‘could’ we could create it. The only limits are what they
want fo create, not if they can create it. Helping our clients
in this way has been a core principle of our business.

Rendering of New SRS Computing Office
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A=

1] |
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existing clients and conducting audits to make sure they
are using all the tools and using them well. By doing so,
we help our clients eliminate inefficiencies.

| am very proud that we maintain a 98% retention rate
because we do not give our clients a reason to leave.
We give them all the tools to run their businesses
efficiently. These tools help our clients by assisting
them in performing the following tasks: creating forms,
scheduling their staff, barcoding bodies, using mobile
phone apps, storing documents, using our cemetery and
crematory modules, and many others. All of these have
had a significantimpact on our phenomenal retention rate.

What are you most proud of so far in your career?

| would say that | am most proud of the fact that we are
self-made and developed our business from the ground

COVER ALL YOUR CLIENTS WITH OUR

5-1N-1
PRENEED PRODUCT

We built our Legacy Gold preneed product with you and your clients
in mind. It features five options that can cover all medical histories, all ages,
and all financial situations. There's just one quick and easy application so you
can spend more time serving your families and less time doing paperwork.

INVESTORS HERITAGE

Your Legacy. Our Life's Work.

<l

LEARN MORE ABOUT THE ADVANTAGES OF LEGACY GOLD AT INVESTORSHERITAGE.COM/FAMILYTRADITION


http://www.investorsheritage.com/familytradition
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up. What started out as an opportunity to supplement
our income has turned into SRS Computing becoming a
leading software company. | am also proud of the team
we built and the 100% commitment to great service we
give our clients every day. This commitment was never
greater than during this challenging time of COVID-19.
Our team exceeded my expectations.

| am also proud that | was able to have a career and raise
my two children at the same time, balancing work with
responsibilities at home. Starting your own business takes
passion, commitment, and a lot of hard work. But owning
our own business gave us the flexibility we needed to
allow me to do both.

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

| am excited to see my team again. COVID-19 has required
that we all work from home, but | miss working with them.
| often say that my team is like my children, and with any
family, you miss them when you do not see them.

| am also very excited that we have a new office building
that is nearing completion. We put a lot of thought and
time into our new building and wanted a building that
would help us maintain the great talent that we already
have and help us attract new talent.

The building is designed to help SRS employees feel like
they are working from home. People have gotten used
to working from home because of COVID-19 so our goal
was to creafe a similar environment, an office that feels
like home.

We have included a full working facility that includes
a rowing area, ellipticals, and free weights. We also
purchased Peloton bikes so our employees can compete
against each other. To help clear their heads, there is, yes,
a steam room and shower to help relieve stress. Outside
there are fire pits and inside we have a fireplace and pool
table where we can do team building. We also built a full
kitchen and a library area where we can read, listen fo
music, or just sit and have a conversation.

Andfinally, do you have any advice for other business
owners in this industry?

Don't fry to be an overnight success. Find something you
are passionate about and start slowly. We purposely did
noft fry fo grow too fast. We concentrated most at being
great at what we do and then lef the growth happen
naturally. We were very slow and deliberate when we
started our business and did so with absolutely zero debf!
We waited for a few years before rebranding ourselves
and making large investments into the business. You will
know when the time and opportunity are right to make a
largerinvestment in your business. FBA
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he ramifications of COVID-19 are far-reaching. This

pandemic has every industry reframing their conversations
with customers. So, for an industry that has remained unchanged
for decades, there is a sudden and acute need for a difference,
particularly inthe language you use with your clientele.

Since 2004, social media has been reworking our definition and
our understanding of sharing. For the last 16 years we have been
faught, on a daily basis, that sharing is no longer a face-to-face
activity, but one which is done at a distance, and offen, with
strangers. We share what we eat, how we feel, what we buy,
where we are, what we think, and so on. Because so much of
our connecting has been done virtually, in every client, you have
someone who is perfectly primed to think about memorializing
differently than what was done before the quarantine.

While you ask your clients fo reframe their memorial experience
and you reframe the services you offer, you should also reframe
your discussion with those clients. Right now, when it seems
as though opportunities to celebrate are dwindling, you have
a remarkable opportunity to speak with families about one
singular activity which can reframe their entire conception of
memorialization: sharing.

Your clients may be thinking that you have very little fo offer them
in terms of ceremony and memorialization because they simply
cannot conceive of how ceremony and memorialization can work
outside of the standard fo which they are accustomed. Sharing,
however is key because it can be done intimately, in person, or
at a distance, with the same results. You know your products
better than I. You know what works best in your home. You know
what your clients want. What I'm offering is a better way in which
to describe your services. Your initial discussion has always
been about educating your clients and creating an experience
which connects people emotionally. Right now, your clients don't
understand how that experience can franscend space and time,
butyou do, and it's through sharing.

They already share in many of the same ways you may ask them to
share a life celebration. They are live streaming on Instagram and
Facebook, video conferencing for work, listening to and watching
podcasts and videos on their phones, communicating with friends
and loved ones through apps and in social media. This is what
sharing means fo us. While memorialization once meant a service, a
gathering, and a meal, sharing means something else entirely. So,
using this word, discussing sharing, reworking your conversations
around a verb which makes sense during this pandemic will have a
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SHARING.
I'S A MINDSET

BY PETRA LINA ORLOFF

great effect on helping your clients conceive and create a memorial
whichmakes sense forthem and also, which benefits you.

Ask them to share the celebration of life they are planning. Ask them
to share the memorial. Ask them to share their loved one's life with
others. And then, show them how you can do that meaningfully and
thoughtfully with dignity and respect. Asking your client how they
want to memorialize their loved one will most likely be met with:
"how can | memorialize my loved one right now?" Instead, ask how
they want fo share their loved one with friends and family. This is an
entirely different mindset. Your clients understand the benefits of
livestreaming and Zoom now more than they have in the past. Of
course, they aren't just limited to sharing in that manner. Videos
can still be shared. Life stories can be shared. Photographs can
be shared. Memories and tributes can be gathered in one place
and shared. You know your products: most anything that would
have accompanied a traditional funeral or memorial can be shared
online. In some instances, these mementos can also be physically
made and put in the post. Instead of investing in the space in your
home, clients are now invested in sharing as much as they can as
quickly and efficiently as they can.

Right now, more people are using social media than ever before,
as a gathering space fo celebrate life and confront death, and
with the advent of this pandemic, social media has become an
essential space. Here, we have already shiffed fo thinking beyond
boundaries and borders. We have already transcended time and
space. Here, we know that sharing has no limit.

We have been searching for a way to discuss this pandemic.
We have been searching for a way to describe the kind of
memorialization that we are now performing, and that word is
sharing. Talk about sharing. Use the word share. Leveraging this
verb in the conversations you have with your clients gets your
clients thinking about memorialization in the manner in which
you want and need them to be thinking. Although, right now,
we cannot gather for funerals and memorials, the changes in
memorialization are much less radical than your clients expect.
Afterall, they already practice sharing ata distance. FBA

Petra Lina Orloff is the president and CEO of Beloved, which
creates custom, creative, personalized obituaries and eulogies,
and the founder of Death Talk, an ongoing series of public
discussions on death and dying. She has been a professional
writer for nearly 30 years and completed herdoctoral studiesin
English at Wayne State University.To connect with her, you may
email petra@beloved-press.comor248-894-7076 orvisither
website at www.beloved-press.com.

WONDERING WHAT YOUR
NEST EGG IS WORTH?

YOUR BUSINESS IS YOUR NEST EGG. BUT PEACE OF MIND COMES FROM
KNOWING WHAT THAT NEST EGG IS WORTH.

As a funeral professional, many of the services you provide your
families are to protect their “peace of mind” during a difficult time.
But what about your peace of mind? As a business owner you have
questions about your financial future; often these questions relate
to the value of your business. What is it worth, can family members
or staff raise the money to buy the business, and if not, who else
would be interested in my business? If you want to know what your

business is worth, give us a call.

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

REACH OUT TO
THE JCG EXPERTS
TO LEARN MORE

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

R Johnson
 Consulting
Group


http://www.johnsonconsulting.com

STEPS IN MANAGING
YOUR CASH

BY RON COOPER, CPA
& RAY BALD, CPA

Managing your funeral home’s cash and understanding
cash flow is essential fo maintaining a financially healthy
funeral business. If your cash flow management consists of
only checking your bank accounts online or looking at the
balances in QuickBooks, it's time to step-up your financial
game. It is not good enough just to look at how much cash
you have today. You need to forecast how much money
you will have at a specific date in the future. No! You do not
have to be an accountant or financial guru fo understand or
implement quality cash flow procedures. All you need is a
little financial sense and guidance.

Step 1-Admit your Problem

The first step towards healing a struggling funeral home is
to admit that your business has a cash flow problem. If you
can answer yes fo any of the following questions, you might
just have a cash flow issue: (1) Are you ever late on mortgage
payments? (2) Do you miss out on discounts for casket or
vault purchases? (3) Does your accountant harass you for
not paying your federal or state income tax estimates? (4)
Do you put info savings or a retirement account less than
15% of your yearly earnings? For example, in 2018, if your
funeral home’s S-Corporation reported $50,000 profit and
your gross wages reported on your W-2 was $50,000, did
you tuck away less than $15,000? (5) Do you use funds from
a line of credit to pay your mortgage or vehicle debt? Again,
if you answered yes to any of the above, it's time fo act.

Step 2-Determine Monthly Cash Expenditures

The second step is to determine on average how much money
flows out of your checking account on a monthly basis.
Throughout each month the balance in your checking account
is reduced by checks or debits to pay for the following:
Cost of Goods Sold (caskets, vaults, urns, register books
and cash advances); Facility Expenses (building insurance,
cleaning, heat, repairs and maintenance, rubbish, utilities,
water and sewer etc.) General and Administrative Expenses
(advertising, dues and subscriptions, liability insurance, office
supplies, postage, professional fees, telephone, internet,
etc.); Salaries and Benefits (casual help, salaries and wages,
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payroll taxes, health insurance, workman’s compensation,
efc.). Notice that the above items are expenditures found on
your income statement (Profit and Loss). Also notice that only
expenditures that reduce the checking account are included.
Expenses on the income statement like amortization and
depreciation are not included because they do not reduce
the cash in the checking account. This second step can be
made very easy by using an Excel spreadsheet. Remember
that all you are trying to do is find out on average how much
money flows out of your checking account on a monthly basis.

Step 3-Prepare Debt Schedule

The third step is to prepare a debt schedule. For many funeral
homes, monthly debt payments cause the largest drain on
their checking accounts. Normal debt payments consist of
principal and interest. For income tax or financial reporting
purposes only the interest is deducted, but for cash flow
purposes both principal and interest reduce the checking
accountbalance.

Step 4-Determine Owner’s Draws

The fourth step is to determine on a monthly average how
much money is taken from the checking account by the owner
in the form of dividends, distributions or non-deductible
withdrawals.

Step 5-Prepare Capital Expenditure Schedule

The fifth step is to determine how much and when money
will be paid for large capital expenditures that do not
qualify as repairs and maintenance. Expenditures that do
not qualify as repairs and maintenance are not included on
the income statement and would not be included in Step 2
above. Remember, the goal is fo determine what reduces
the checking account balance. For example, if you plan fo
upgrade your flower van in December by making a down
payment of $5,000. and financing $30,000 over a five-
year term, the checking account will be reduced by $5,000
in December. The amount of the monthly payments, which
includes principal and interest, should be included in the
debt schedule.
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Step 6-Prepare Schedule for Funeral Revenues
The sixth step is to determine the amount of average monthly
revenues from funeral and other sources like trade work. Cash
or checks deposited info the checking account increases the
balance. This step is also a great time to evaluate your overall
collection policy. Lenient and inconsistent collection polices
will sabotage your average monthly inflow of cash. There
is a direct correlation between high accounts receivables
and a faulty collection policy. During the time of each at-
need arrangement, it is imperative that the funeral arranger
communicate tfo the family that payment for the services,
merchandise and cash advances are expected by the day of
service. Exceptions fo this policy could include families that
had prepaid through a mortuary trust or insurance policy.
When it comes to collecting money from your families, your
funeral home must be viewed from a businessperson’s eyes.
Remember to tell yourself that you are not operating a bank.
If a family does not have the resources to pay you before the
date of service, what makes you think that they will have the
resources lafer?

Step 7-Putting it all Together

A schedule showing the expected amount of cash coming in
and cash going out for a specific time period, like monthly,
quarterly or annually, is the foundation for all major and
minor business decisions. If your funeral home’s net cash
flow is generating less than 25% of your net funeral revenues
(funeral revenues minus cash advance revenues), it's time
fo determine why. That is why a cash flow analysis is so
important. A properly prepared cash flow analysis will serve
as a financial blueprint, highlighting financial issues that
need attention. A cash flow shortage is normally a symptom
caused by many small issues that add up to major financial
problems. Addressing the small issues is key to gaining
financial control of a funeral home. A cash flow shortage can
occur from any of the following and is normally a combination
of all: (1) using an ill-prepared or outdated General Price
List; (2) too much mortgage or automobile debt; (3) wages
and benefits, including owner’s distributions, greater than
30% of net funeral revenues; (4) not paying attention to
small individual expenditures and expenses that quickly
add up, like travel, entertainment, credit card processing
fees and frade work. A cash flow analysis is a financial tool
that maps the financial blood flow of a funeral home. But,
like the information generated from your accounting and
funeral reporting systems, if they are not used to make sound
financial decisions, it is useless, except for preparing tax
returns.

Remember, this is not your grandparent’s funeral profession
anymore. What Bob Dylan started singing back in the early
60s applies to the funeral profession today. The Times They
are AChangin’. FBA

Ronald H. Cooper, CPA, is a funeral home accountant and
consultantwithRonald Cooper CPA, PLLC. Hecanbereached at
603-671-8007, orbyemail atron@funeralhomeaccounting.com.

RaymondL.Bald, CPA, CFEisafuneral hometax accountantand
consultantwithCummings, Lamont& McNamee, PLLC. Hecanbe
reached at603-772-3460, orby email atRbald@clmcpa.com.
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WHAT'S A HYBRID ONLINE

MARKETING APPROACH,
AND DO YOU NEED ONE?

BY WELTON HONG

You know what they say about putting all of your eggs
in one basket. The metaphor is used a lot when talking
about investing or retirement funds: diverse portfolios are
more likely to weather financial storms better than portfolios
that contain a single type of investment.

But diversification isn't beneficial only when it comes to
growing your money. When investing in funeral home online
marketing, you also want to spread your eggs out to multiple
baskets—and for many of the same reasons.

Relying on multiple channels (the "baskets”) lefs you
connect with more potential clientele. It also helps ensure
that if one channel isn't working out, you still have a steady
flow of leads from other efforts.

Multichannel marketing is also called hybrid marketing,
and it combines a handful of factics that work best for your
firm to drive as many leads as possible. But the approach
does more than diversify your "marketing portfolio” so you
can weather a storm. You can also gef a sfacking effect
that makes your overall marketing strategy more powerful.

The Stacking Effect of Hybrid Marketing

The traditional marketing Rule of 7 says a prospect needs
to hear or see your message seven or more times before
they make a purchase. Obviously, conversions sometimes
come before and after those seven fouchpoints.

An at-need family might convert after arriving on your
website following a Google search, for example, whereas
someone considering preneed services might see your
messaging for an entire year before making the final
decision.

While seven might not be a magic number, studies have
repeatedly shown that the more positive interactions you can
have with a consumer, the more likely they are to become
clientele in the future.

That's where the stacking effect of hybrid marketing comes
in. If you rely solely on a single channel, you limit your
connections. For example, if all your eggs are in the SEO
basket, you only connect with prospects when they come to
the search engine to query relevant deathcare topics. And
then, it's only if your pages happen to show up organically
for their query and they choose to click your link.
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By adding paid ads, social posts, and review marketing,
you make it much more likely a consumer sees your firm's
message online more than once, resulting in multiple
benefits:

« You reach those seven (or more) positive touch points
faster, potentially driving up your conversion rate.

- The fact that your firm appears via multiple channels can
help foster the perception of authority and expertise, helping
ensure consumers choose your funeral home when they're
ready to make a decision.

What Channels Should You Includein Funeral Home
Hybrid Marketing Strategies?

No secret formula exists for maximizing your benefits from
hybrid online marketing. Every deathcare firm is somewhat
unique, and you have to find the balance of various types
of online marketing that work best for you. That being said,
there are definitely some baskets you want to consider
placing a few eggsin.

On-Site Search Engine Optimization

This is where you create compelling, relevant, and
authoritative content that speaks to the things people are
searching for. The goal of SEO is to connect with people
who are hitting the search engines to gather deathcare
information, which requires solid keyword research so you
know exactly what your target audience needs right now.

Website Marketing

Many businesses stop at SEO without considering the rest
of the website marketing job. If all your content does is
drive tfraffic, you could be paying for impressive page view
numbers without ever converting anyone fo clientele.

Good website content does two things: It serves the
immediate need by providing answers to questions or
concerns while also providing a compelling roadmap for
faking the next steps. The first positions you as a trustworthy
expert consumers can rely on; the second helps furn those
consumers intfo clientele.

Search Engine Marketing

Search engine marketing involves paying for your place
in the search engine. By targeting specific keywords, user
demographics, and geolocations, you can help ensure your
firm shows up for at-need families that furn to Google or
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people simply browsing for more information about topics
such as cremation or planning final arrangements.

Other Paid Advertising

Not everyone starts with search engines. More than 70
percent of people report using social media to find out more
about businesses and services. Social ads lef you get your
message out on platforms where people tend to congregate
online for all types of reasons.

In other cases, someone might have started with search
and even ended up on your site. But they clicked away or
got distracted without moving further into your funnel or
making a purchase or appointment. Ads that retarget those
users can show up across the web as they browse.

Either way, paid advertising that reaches outside of the
search engine can help you gef your message in front of
potential clientele more often.

Review Marketing

Review marketing is the act of bolstering the number of
online reviews you get, especially on Google. More reviews
can equal better performance in search engine results. Plus,
people are more likely to believe what reviewers say about
you than what your firm itself publishes.

You can't control the content of the reviews (Google and
other review sites frown upon this, and Google will even
delete all your existing reviews if it thinks you're attempting
to do so). But you can ask families if they would leave a
review for your business to help increase the number of
reviews you have.

Organic Social Media Marketing

Organic reach (when people see your normal social posts—
the ones you don't pay to sponsor or boost) on some social
networks is dismal. For many businesses, organic reach on
Facebook is approaching zero.

But that doesn't mean organic social media marketing is
useless. These types of social updates can humanize your
firm, which is critical in a people-cenfric business such as
deathcare. When people do interact with you on social, a
warm, professional profile presence can persuade them
fo click on your links or contact you for more information.

In a diversified financial portfolio, your various eggs work
together fo support stable growth despite what one area
of the economy might do. In funeral home marketing, your
hybrid approach helps create stability despite the ebb and
flow of online trends. An integrated approach also makes
your marketing smarter and stronger, resulting in more
leads and conversions. 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
fo the phone line. Welton also is a speaker at funeral home
conferences and the author of Making Your Phone Ring with
Internet Marketing for Funeral Homes. Reach him by email at
info@ringringmarketing.comorcall foll-free at 888-383-2848.
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HOW TO FAIL IN THE
VIRTUAL WORLD OF
FUNERAL DIRECTING

BY ANN MARIE ST. GEORGE, CPC
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To say the least Covid-19 not only turned our profession
inside out, upside down and sideways, but it also created
a virtual world we may or may not have seen coming. Some
of us that did see this coming may have hoped it would
happen far after they retired. Face it, we are all naturals
when it comes to the face to face aspects of this profession;
It is the easiest way for us to create a bond of trust with the
families we serve. These days due to Covid restrictions we
need to be more resourceful in finding ways to connect with
our families. The world of online funeral arrangements and
meetings has been born.

Here are 10 ways that you can ensure epic failure in your
quest to achieve greatness in the virtual world of funeral
arrangements.

1. Time — when setting up a meeting make sure it is more
convenient for you than the family. After all, why should you
be inconvenienced?

2. Place - you never want to hold one of these calls in the
funeral home, it is way foo depressing. Choose somewhere
more familiar like your favorite bar, possibly somewhere
sunny and warm like a crowded local beach or maybe even
get creative and use your man cave or she shed at home- a
place where you will be comfortable.

3. Who - Don't encourage the family to let all the decision
makers know about the call, it is much easier to have less
people on the call, no big deal if you have fo set up 10 more
calls to make sure everyone is on the same page.

4. What - If the family offers to give you any helpful
information before the call insist on them waiting until the
virtual get fogether, there is no sane reason to be that efficient.

5. Clothing - Make sure you dress comfortably, think of
lounging around the house on a Sunday during football
season. LOL | hope you didn't think | was going to tell you
fo dress for success, please....

6. Script - the best way fo lead one of these meetings is to
fly by the seat of your pants and go for it, just make sure you
let the family know you have never done this before and that
we are all in this together. There is nothing family loves more
than making a funeral arrangement for their loved one with
someone that sounds like they do not have a clue.

7. Noise - Check to make sure everyone has their mic
unmuted so the family can talk over each other while ignoring
you to ensure pure chaos- just like a live meeting.

8. Lighting - if you are having a bad hair day sitin areally dark
space during the call, the family will be more than comforted
by just your voice even if all they can think of is, “whether
you are still there.”

9. Excuses - If after giving the family 3 different times and
they cannot make up their mind give them your competitions
number and lef them deal with these knuckleheads. We all
have better things to do- like take another online seminar
about Covid-19.

10. Ending the call - When you start to get tired and feel
hungry, politely let the family know you have something
else going on and that they are out of fime. If they have any
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questions tell them to call back tomorrow and ask for the
office manager because you have sold the business and they
will certainly be in good hands with whomever will take care
of them. Make sure they see you roll your eyes for affect.
| find the “eye roll” speaks louder than words, just ask my
husband.

Once you get the hang of these calls here are a few things
fo make the calls more fun -

- Be late getting on the call while dressed like the grim reaper

« Make up nick names for each of the family members and
then use them on the call

« Make random noises throughout the call while looking
around like you see ghosts

« Getso close to the camera that all they see is your forehead
« Laugh fornoreason

« Make sure fo eat during the call so your stomach does not
growl, how embarrassing would that be!!

« If you are not comfortable drinking alone encourage the
family to get drunk with you.

« Take the laptop info the bathroom with you and pretend
you are.... Blowing your nose silly, what did you think | was
goingtosay....

- Put on a different outfit every time you leave and come
back into the room

- Better yet, leave the room during the call and never come
back

My goal was to get a smirk out of most of you and a true
belly laugh from a few. The botfom line with making virfual
arrangements is practice, practice, practice and never let
them see you sweat. You will get better at it and hopefully
knowing we are all on the same stage will encourage you.
There are places to get help if you need it, Google around or
look through your trade magazines. There are seminars and
frainings available that will walk you through every step of
making funeral arrangements online with your families. Do
not panic helpis out there!!

A special thank you to everyone in our profession; We stepped
up to the plate and in true Babe Ruth fashion hit it out of the
ballpark!! Traditionally, we are a little slow on the uptake but
when push came to shove, we did not miss a beat. Thank you
again for being there for all of us. Both my husband and |
lost family members during the last few months and | am so
grateful we had all of you fo help us through a tough time. FBA

Ann Marie St. George, CPC, afirst-generation funeral director
has worked for the past 20 years as a Regional Manager for
Cooperative Funeral Fund, a preneed and cemetery care
fund management company. She is a Mortuary Officer for
both DMORT Region Il and Kenyon International Emergency
Services. She encourages anyonereading herarticlestoreach
outbyemail at AnnMarie.StGeorge@cffinc.com. Suggestions
fortopics are always encouraged. For more information, visit
www.CooperativeFuneralFund.com or call (800) 336-1102.
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UNIQUE CREMATION
MEMORIALS GROW IN
POPULARITY

BY MARK BREWER

With more Americans now choosing cremation over burial and over 78% of Americans projected fo choose

cremation by 2040, funeral homes must adapt fo the changing times and provide families with a variety of

options fo capitalize on this paradigm shift.

or most purchases these days, we have abundant options.

When it comes to shopping for a car, clothes, groceries,
even a phone or computer, the choices can seem endless.
Why? A key reason is simply that people are different and
want options that appeal to them personally and express
theirindividuality.

In many funeral homes today, however, the options for
cremation urns and memorials that incorporate cremated
remains are limited. This is surprising considering the fact
that cremation surpassed burial as the leading choice of
Americans in 2015, and the demand for cremation continues
toincrease. The consumerdemand is growing for simpler, less
rifualized funerals, and many families are faking cremated
remains home with them to do what they wish. This significant
market shift foward cremation is putting pressure on funeral
homes to adapt and make up lost revenue from fewer burials
by generating income from products and memorials for those
who choose cremation.

The good news is that more and more interesting and creative
products are being developed fo help funeral homes generate
additional revenue from cremation. So, what kind of options
are out there? What are cremation customers looking for?
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How can your funeral home actually make more money on
cremations?

Let's go back and first understand why Americans are
choosing cremation over burial. Baby boomers (and their
children), in general, are less traditional than their parents
and for many, being buried in a cemetery is less important
fo them. Other factors contributing to the growing cremation
frend is that religion is playing a less important role in the
decision and the cost of a cremation is generally lower than
burial. In addition, many people prefer cremation as they
view it as being a more environmentally friendly option than
afraditional burial.

To capitalize on the growing cremation trend, every funeral
home has the opportunity to offer a wider selection of urns
and memorials that incorporate cremated remains. This
includes both, fraditional and eco-friendly urns, as well as
experience-orientated memorials that can be personalized.
One option is offering a biodegradable living urn that allows
a family to grow a memorial tree from an urn containing
cremated remains. This type of system comes with a 2 fo
4 foot young tree with more than 50 tree options available
throughout the country. There are also a number of new
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and interesting eco-friendly scattering urns available for
funeral homes tfo sell to cremation clientele. Screen-printed
cardboard tubes have been available for years, but there
are now scattering urn cylinders made only from bamboo, a
fruly sustfainable resource. These urns are becoming more
and more popular as they are affordable, eco-friendly, and
visually appealing. In addition, a number of biodegradable
urns have been developed in recent years to disperse ashes
in a dignified way, including special urns that float like a
buoy for a short time before freeing the remains below in
the water and even a floating urn made from ice. Another
interesting option is a service that places cremated remains
in an artificial ‘memorial’ reef in the ocean to become part of
an amazing underwater eco system.

In line with the growing cremation trend, a number of
cemeteries have dedicated some space as a ‘'memorial
garden’, which gives families the ability to have their loved
one’s cremated remains scattered at the cemetery. In addition,
some cemeteries are starting to take it a step further and are
offering ongoing care related to growing a 'memory tree’
from a biodegradable living urn holding a person’s cremated
remains. This gives families peace-of-mind that their loved
one’s memory tree will be cared for long past their lifetime. It
also helps families who want to plant a tree know that if they
move, the remains and tree memorializing their loved one
will still be a place they can visit. There’'s an opportunity to
capitalize on this by not only selling cremation clientele the
biodegradable living urn product, but to also offer a service to
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plant and care for the tree, or offer a tree planting ceremony
on the property of the cremation clientele or at the cemetery.

All of these options are gaining in popularity as many of the
over 1.5 million American families who choose cremation
each year are not just looking to place their loved one on the
mantle, but instead, do something special to commemorate
them in a more meaningful and personal way. By offering
such options and alternatives, funeral homes can capfure
additional income that would otherwise be lost. It also creates
a happier client base that is more likely to refer friends and
come back to your funeral home the next time their family
needs your services. FBA

Mark Brewer, based in Denver, Colorado, isthe CEO of Biolife,
LLC, adeveloperand producerof marketleading, eco-friendly
and experience-oriented products for the funeral industry.
Biolife’s innovations include The Living Urn®, a patented
biodegradable urnthatgives afamily the ability to grow a free
from cremated remains; Eco Scattering, aline of patented eco-
friendly scafteringurns made from bamboo; Eco Water, anew
urn designed to let families do water burials with ease; Flow
the Ice Urn, and a series of indoorurns that grow houseplants,
bonsai trees and succulents. Biolife also recently developed
Ecorial™, anewapp and website designed fo give families and
funeral homes the ability to easily record the exact location of
amemorial innature and create a permanentinteractive online
memorial. Mark can be contacted atmark@TheLivingUrn.com
or by phone at 800-495-7022.
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THE F WORDS
OF COVID

BY :
GLENDA STANSBURY

ince the world filted on March 11th, we all faced the realities of

the overwhelming dangers, the unknowns and the complete
change of life as we knew it. There were a myriad of frustrations
and a lot of expressive language as we tried to navigate a
completely new way of doing business. From national shutdown fo
staggered reopening, to navigating mixed messages from national
and sfafe leaders as fo best practices and requirements, we never
stopped working. Our work never ends even when everyone else
is sheltering at home. So, let's stop and consider some of the F
words in Funeral Service in dealing with the pandemic and its
continuing impact on our lives and our firms.

FEAR

The first reaction, of course, was fear. What was this invisible
enemy? How do we know if we have it? How do we safely deal
with the dead and with their families? How can we continue fo
serve without complete information and protective equipment?
What is going on? When will it be gone? And where can | find
foilet paper?

FLEXIBILITY

Funeral Service as a whole has never been known to be a flexible
or facile profession. We deal in tradition, in past practices, in
what we've always done. Overnight, we were faced with learning
fechnology—what exactly isazoom? —upgrading computers and
phones and software and physical facilities. While your chapel
might have served your community for 100 years, suddenly it is
not set up for cameras and screens and streaming and social
distancing. And we had fo respond. .. yesterday.

In the beginning, as | visited with funeral providers all over the
country, some of them turned on a dime and embraced what
would be required to continue fo offer services in a pandemic.
Some just advised their families fo wait, optimistically hoping
that this would all be gone by summer. So, no need to rethink
business practices. | was told by one firm owner, “We're a
fraditional funeral home. We are not changing”.

As days stretched into weeks and then months, it became clear
that the only way to protect revenue and fulfill the needs of
the families was fo adapt and adjust. Facebook Live, Zoom,
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professional streaming companies, sanitizer stations, deep
cleans, new protocols for the prep room, posting services on
the website, microphones and speakers at graveside, drive
through funerals, drive in funerals, broadcasting to the parking
lot on an FM channel, masks sitting on the register stand.
Flexibility, doing what it fakes to keep the doors open in a safe
environment, became the mantra. Many funeral professionals
had fo first find those creative muscles and then stretch them
fo keep providing the services that their community expected

FIND A CELEBRANT

As soon as we realized exactly how immense this new journey
was going to be, the Celebrant community came together to
brainstorm how to best serve their funeral homes and their
families. We put together a resource book titled Ceremonies
Together from Afar, which included ideas for offering services,
words to acknowledge the hard experience of grieving in
isolation and ceremonies that could engage virtual viewers.
| told Celebrants in that very first week, “we are built for this
time”. Being creative, working in difficult situations, dealing
with the unfamiliar is right in our wheelhouse. We provided the
resource book to any and all who requested it. It was posted
on all the national association web site Covid resource pages,
it was picked up by NPR and CBS and many other media outlets
who were seeking information about death in the time of Covid.

Some of our Celebrants found themselves being called upon
fo conduct many more services. The funeral directors/owners/
managers recognized that this group of professionals was
uniquely suited to work in unknown territory. And, with all
of the churches closing, and many remaining closed, clergy
have been unable or unwilling to conduct services. So, this
has been a time of growth and partnership with Celebrants
and funeral professionals.

FAMILIES

Traditionally funeral service has prided itself on always saying
“ves”, doing our best to accommodate a family’s wishes and
desires and plans for a service. The most challenging aspect
of this time has been that “I'm sorry, we can't” has become part
of the professional language. How to explain to a family who
lost their 32 year old son to suicide that they are only allowed to
have 10 people in the chapel when there are 50 members of the
family and all the friends who want to come stand in support?

Thefinancial burdenonly addstothatchallenge. Fewer services
or smaller services for many firms means no opportunity to
sell catering packages, or flowers or paper goods or all the
elements that create revenue as well as satisfied families.

Recently, we have been focusing on those “waiting families”.
During the shutdown, many families decided, or were advised by
their funeral director, to postpone. So, they had an immediate
burial or cremation and promised fo come back for a service.
| talked to the owner of one large funeral home in June and
he indicated he had 80 pending services on the books. | fold
him, “you’ll be lucky to get 20 of those.” Later becomes when
becomes maybe becomes never. It is difficult for families to
go back, tfo revisit that loss and pain, to gather people back
fogether. So, it becomes easier to just not have a service.
When | visited again with that owner a week ago, he said he
was having to write refund checks on pre-need contracts. This
isnota greatbusiness plan.
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We must reach out to our families in a way that invites them back for
areason. Calling and asking “are you ready fo have your funeral?”
invites a negative answer. So we wrote some words of invitation:

You have beeninour thoughfs since the passingof _____ . Weknow
that experiencing a death in such an uncertfain and unsettling fime
meant that you had fo make difficulf decisions about where and

when you could gather fo honor this life.

Experts in the field of grief all agree that one of the most
important steps in the grief journey is the act of gathering.
Grief delayed is not grief diminished and the most important
thing that can be done is to create a time for remembering.
Giving voice to the stories, seeing the pictures, hearing words
of comfort and special music are vital components of creating
a safe space to express your loss.

Perhaps you put your plans for a funeral on hold and are now
wondering if itis necessary or valuable.

Our experience in walking with families fells us that it is never
too late to have a time to remember.

We invite you fo contfact us to discuss how we can create a
sacred space for remembering your loved one. It could be a
celebration of life service, or a placing of the urn, hallowing the
ground at the cemetery, or a time of sharing and communing
with others. This can be in person (depending upon the
restrictions in your area) or we can stream it so that all your
friends and family can participate.

NATIONAL
FUNERAL

DIRECTORS
ASSOCIATION

Refocus. Refresh.
Reinvigorate.

Attend virtually

Safely connect with your friends and
colleagues via a state-of-the-art virtual

experience!

Registration Opens August 17
2020 NFDA International Convention
& Expo

convention.nfda.org

Your journey is our journey and we stand ready to walk with
you as you find meaningful ways to say goodbye.

Funeral directors have taken versions of this invitation, printed
it on a beautiful card with the obituary picture on the front to
send to families, providing guidance and opening the door fo
creating a service.

FUTURE

So, what does it look like? Hopefully the lesson learned is that
we must continue active engagement with creating new and
different ways to reach families, that unique and personalized
services are now the standard and that everything that we
depend upon for conducting business can be gone in a day.

Continue tfo offer streaming, continue to offer off-site
experiences, continue to reach out fo Celebrants and other
professionals who are suited for new approaches to service,
continue to ask every day how can we set ourselves apart as
the funeral home with the staff and the vision for meeting the
needs of every family. This should be a time of reflection and
repurposing and refusing to go back to thinking inside the box.
The box is destroyed. Now what? FBA

Glenda Stansbury, MALS, CFSP is a licensed Funeral Director/
Embalmer in Oklahoma, the VP of InSight Books, Inc, the co-
founder and Dean of InSight Institute Celebrant Training, a full -
time instructor in the Funeral Service Department University of
Cenfral Oklahoma, and a practicing Certified Celebrant. Ifyou have
questions about Celebrants or aftercare or ceremony resources,
contact her at glenda@insightbooks.com or 405-810-9501.
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MC-100-A-HD

New Heavy Duty Mortuary Cot

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!

Features
« Legs lock automatically when unloading

« One person can load and unload
« Multiple level adjustment for bed to cot transfer
« One locking swivel wheel

%

MC-100-A-HD

- Comes with heat-sealed mattress and
three restraint straps

Specifications

Dimensions 78"Lx21"W
Minimum Height 10"
Maximum Height 32"
Weight 73 Ibs.

Load Capacity 900 [bs.

SAFETY APPLIANCE COMPANY

3121 Millers Lane « Louisville, KY 40216
Tel: 502-775-8303 « Fax: 502-772-0548

KEEPER o i

SERVENE _ Pay it Forwar
MODERN FAMILY

with Keeper’s Suite of Digital
Memorialization Tools

The pandemic has changed our daily lives
and the way we work. We want to help
you go digital, and generate more revenue
at no cost!

Keeper is paying it forward to you, the last
responders by offering you:

e Online Memorials | /A S P o Free Unlimited Memorial Pages
@ [ . : o No Upfront Cost (Over $5,000 value!)

4 e No Maintenance Fees for the first year

2
£
o Preneed & Aftercare L
o Digital Kiosks
e Cemetery Mapping

|

Valid until Friday October 30%, 2020

e Email Marketing Schedule a demo: info@mykeeper.com

www.mykeeper.com | 1-844-970-7900

SEPTEMBER/OCTOBER 2020 ] WWW.FUNERALBUSINESSADVISOR.COM 77


http://www.convention.nfda.org
http://www.junkinsafety.com
http://www.mykeeper.com

WE HAVE THE FINEST CONA “AY S NO REASON TO LOOK ANYWHERE

USED VEHICLES IN THE SERVING THE FUNERAL
COUNTRY! INDUSTRY FOR 53 YEARS ELsle, Lz AbE (L A

P.O. BOX 1132, UNIONTOWN, PA 15401
TOLL FREE 800.333.2533
TEL 724.439.8800 / FAX 724.439.6404

2013 MERCEDES SPRINTER LIMOUSINE
WITH 15,850 MILES.
WHITE EXTERIOR AND BLACK INTERIOR.

2017 CADILLAC PLATINUM R COACH
WITH 6,800 MILES.
BLACK EXTERIOR AND BLACK INTERIOR.

2013 MERCEDES SPRINTER WITH
17,900 MILES.
SILVER EXTERIOR AND BLACK

K II_(IZI,I.EIL\L\N X T 5 Phoenix-R \—=:

INTERIOR. L ———
ACACH o i - -
oF Pl‘_c-l'fi;l[)NAl VEHICLES %&1,
2018 CADILLAC XTS PLATINUM COACH 2016 CADILLAC PLATINUM COACH WITH ‘
WITH 18,000 MILES. 42,209 MILES. J Platinum Funeral Coach www.platinumfuneralcoach.com  513-752-0734 3344 State Route 132 Amelia, Ohio 45102
BLACK EXTERIOR AND TITANIUM SILVER EXTERIOR AND TITANIUM -
INTERIOR. |

Our High-Quality Shield Stands Apart
Passengers from Germs! from the One-Size-Fits-All Flimsy Styles!

« Custom secure fit with minimal gaps
2016 LINCOLN S&S MAJESTIC WITH

2011 CADILLAC SUPERIOR STATESMAN

A " o ) . Sturdy 3/16" quality polycarbonate
10,500 MILES. 2013 MERCEDES SPRINTER WITH COACH WITH 26,780 MILES. Y 4 . Oui .
CIE LT L) LET 26,792 MILES BLACKTOP, STLVER BODY AND BLUE = > B o vt hoavd
! . INTERIOR. ' . o : > . 2 heavy-duty
GRAY INTERIOR. BLACK EXTERIOR WITH BLACK AND 3 = [P Ve securing straps with buckles
GRAY INTERIOR. = VLK ' “f = YA RE . No vehicle damage when installed
y - '.-.v'i > 2 e _L|GHTWE|GHT : . & — | 1 and [=-13Y to remove
WORLDWIDE SUPPLIERS SINCE 1971 & 250X » : - -
REASONABLE RATES oass TN e f
WE SHIP EVERYWHERE IN THE COUNTRY, AS WELL
AS OVERSEAS
LET US HELP YOU WITH YOUR LETTER OF CREDIT HEADRES]
2011 CADILLAC S&S MEDALIST COACH 2009 LINCOLN SUPERIOR MAJESTIC d TISSUE HOLDER
WITH 25,114 MILES. AND FREIGHT FORWARDING NEEDS HEARSE WITH 46,027 MILES. The Only Vehicle-Specific Shield
SILVER EXTERIOR AND GRAY REAR BLACK EXTERIOR AND INTERIOR.
INTERIOR.

That Features Our Optional Tissue
and Business Card Holder!

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

Lehmqnn Peterson % P 4$
W AMoloney Entity FEEON

PlHINUH

VISIT OUR WEBSITE AT WWW.CONAWAYSALES. COM

INFINITE I e | TN (800) 362 6224 @ /InfiniteSpecialtyParts

‘ FH[E GMAI.[]G' WWW. |nfparts com /infinite_innovations

INNOVATIONS
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aclico.com 800.821.1333 | lamcraft.com
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888.788.7526 | foundationpartners.com 800.572.6419 | piercedirect.com
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Funeral Connections Answering Svcs. 60 Platinum Funeral Coach 79
888.606.6211 | funeralconnecfionsonline.com 513.752.0734 | platinumfuneralcoach.com
Funeral Data Manager 81 Precoa FC,42-43,44 H H
888 478.9774|fungeralda’ramanager.com 773.263.5187 | precoa.com Everythlng In or!e place 5
FuneralScreen 20 Ready Captal _ 9 On-premises or in our private cloud.
800.270.1237 | funeralscreen.com 800.X53. 548 | readycapital.com
Garfield Refinin 82 Ring Ring Marketin 18 i
800.523.0968|ggarfieldrefining/fba20 88 .35'3392848|a'tngeedsprofits.com Fune_ral Data Manag_er provides a complete database
Great Western Insurance Co. 15 Security National Life 61 solution for managing your pre-n_eed and at-need
866.689.1401] gwic.com PreneedSuccess.com funeral home cases. Our software is well-known for
Homesteaders/eFuneral 46-47 Sich Casket 71 i i
efuneralparfner.com 888.794.1744 | sichcasket.com being simple to learn.
Infinite Innovations 79 SRS Comgu’rin? . 59 _ _ e
800.362.6224 [ infparts.com 800.797.4867] srscomputing.com/VS0 From a few computers, to multiple locations, or cloud Regspiaipry
Infinity Urns 16 Starmark 22 i i
L 443 | infinityurns.com 8838_366_7335| starmarkcp.com connecting _aII your devices, Fun_eral Data Manager Services For
Inman Shipping Worldwide 19,64 Thacker Casket 53 can be configured to meet the unique needs of your o P
800.321.0566 | shipinman.com 800.637.8891 | thackercaskets.com funeral home. A
Investors Heritage Life . 51 Tri8ard . 72 Foading, KY 19000
800.422.2011 | investorsheritage.com 800.637.1992 | trigard.com )
Johnson Consulting _ 57 Tukios o BC
888.250.7747 | johnsonconsulting.com tukios.com/infinite
Junkin SafetX L 77 United Midwest Savings Bank 73
888.458.6546 | junkinsafety.com 877.751.4622 | umwsb.com
é(s)g'%lfgijl%?a's’rarch"rects com K W'illl:l?er‘;r / — 888-478-9775

.822. j i . wilbert.com = w =
& Funeral Data Manager

Family Owned & Independent funeraldatamanager.com
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Precious Metals Since 1892

North Amerlca S Premler HI;]lIIVI;IEEII?é\I-I\-N

PROGRAM

(888)665-4213

Garfield Refining FAST TRACK /} BSF

Up To 100% Financing
Now Available

CALL FORDETAILS
(888) 665-4273

- TOP SECRETS

FORBUYING, SELLING,
& FINANCING FUNERAL HOMES

NOW ACCEPTING LOAN REFERRALS

ReferaloantfoBSF andearna
referra’ fee 'fthe loan 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
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Work in the cloud, on any device.

tukics

AUTOMATED TRIBUTE VIDEOS

www.tukios.com


http://www.tukios.com

