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It Is The Little Things That Count

The funeral director has a pretty unique role in our society. The profession is arguably the only one which provides a service that absolutely everyone will require at some point.

Yet in a market where interaction with the consumer is limited to perhaps two or three times in a lifetime, where the public would really rather not even discuss the service that a funeral director has to offer; How can the funeral director maintain his market share? How can it be grown?

The world has changed. The consumer has no loyalty any more. Choice means that he will go to the best perceived offer he gets. He will buy where he gets most satisfaction - which is fine if you are in just about any other trade where repeat business is almost a certainty, but the funeral director has limited opportunities. 

Because at the end of the day, a funeral director's biggest marketing asset is his own service. How he deals with the bereaved, how well he manages the procedure, how little stress is left with the family. These are key factors that every funeral director must understand and indeed practice without a second thought.

However, not every business man has all the skills, or indeed all the time to make sure that all the requirements are met all of the time.  The funeral profession is no exception.  Indeed, given the stresses that a family can be under soon after losing a loved one, it is surprising that anger and resentment do not more often find an outlet in nit-picking or complaints over the standard of service provided. Ironically, whilst complaints made face to face by the client at least provide an opportunity for resolution, it is those relayed by word of mouth unbeknownst to you that can be the more damaging.

Which is why most funeral homes will automatically ensure that that key image requirements are met. Are the cars clean, are they tidy, are they acceptable for the level of service we are offering?  Often the family ride to the cemetery or the crematorium in silence in the back of the limousine. Iin such a charged atmosphere, the slightest thing out of place can attract seemingly disproportionate attention - the squeaking door hinges, uncomfortable seats, the poor quality of finish to the trim, inefficient  air conditioning or heating. Are these points always dealt with, or are they put on the back burner? Is the choice of replacement fleet driven on quality and its ability to meet needs, or is it bought on price?

How does the funeral director deal with clients? It will be with due respect of course, but is that handful of brochures the best way to allow the bereaved to select a casket, flowers, urns? Can the presentation be made more comfortable? Less of a fuss? More comfortable for the client?

Can the range be planned to eliminate duplicates? Can the whole offer be put in one easy to manage presentation pack? 

When presenting a contact card, is this a general funeral home card – or one with the arranger's or funeral director's name upon it? Do clients know who they are dealing with?

If tea or coffee is provided, is it the finest available - or a spoonful of instant and a carton of cream? 

Is the car park in good order? Have the weeds been controlled? Are the flowers in the garden well tended? Has the pavement outside been swept?

Most of the above are mere details in themselves, but they can be details that get noticed, details that make people remember your service for all the right reasons. And moreover, most of the points above are low cost or no cost detailing tasks that keep your business ahead of the game.

About now many readers will be thinking, how patronising, we know all of this, we do all of this already. And that is fantastic. However, the simple fact is that if a funeral director is losing market share, if another funeral director is building his. 

So, perhaps its time to benchmark your business against local or regional mortality figures.  Then take a fine tooth-comb to what you do and see where you could be doing better – the results might surprise you.
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