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Presentation Notes

SAIF regional meeting - WH Squires, Cullompton, May 5th 2010

Websites for funeral directors - a new way of  building relationships
 

Francis Samish of Aardvark Associates will be presenting some suggestions as to how to use your website to strengthen ties with the community, and cement links with your clients.

Websites for Funeral Directors

A new way of building relationships

Marketing for the funeral profession - a review

Key problem - potential clients do not ordinarily want to talk to you

All about building relationships with potential clients ahead of time of need

Do this with advertising to generate awareness (not sales)

Do this with advertising to demonstrate that the firm is successful - the volume of death notices you post

Do this with PR to provide 3rd party endorsement through editorial sections of news media

Do this with community involvement to demonstrate affinity to local catchment area and specific target groups - 'hearts and minds'

Do this with performance at funeral - to a captive audience of next of kin and acquaintances of deceased - leading to 'word of mouth' advertising

Backed up by 'point of sale' material - brochures, handouts, as introductions to the firm or for pre-payment planning

Taken together, the objective is to get clients into a frame of mind when they walk through the door of the funeral home ready to 'buy in' to your firm's services - you don't have to be a salesman but an 'order taker'

Where the website enters the picture -

Websites allow potential clients have their questions answered  - without actually 'talking' to you

Think of a website as a way of allowing people to peer through the door of the funeral home, without having to cross the threshold.

The internet is all about 'giving' - give something to people for free, and the theory goes that they feel obligated to come back to you when they need to pay for a service they need

Even if your website duplicates content that can be found elsewhere - provide it anyway, because if people read it there first - your firm is the one that gets the 'brownie points'

Removing the FUD factor -  'fear, uncertainty, doubt - 'anecdotal evidence that websites are now being used by people to 'confirm and reassure' their choice of funeral home after having come in and asked for a quotation or made the arrangement

Internet myths and realities

The internet is not about new customers - but reaching existing ones by yet another route

You do not have to be top of the Google 'virtual world'  rankings to benefit - because the people you want to reach will find you from your 'real world' local and regional advertising and promotion and from wherever your web address is posted

A website does not need to be 'dressed to impress' - not everyone has urban broadband speed, not everyone uses a brand new PC with the latest browser, and the arrival of mobile internet on smartphones and wireless netbooks has brought speed and image resolution issues back into the foreground that were last seen when dial-up access was commonplace

Once your site is up, that's it, job done. It still needs to be regularly updated - perhaps at the minimum twice a year - so that people who revisit can see that (a) it is working enough for you to continue to invest in improving it, and (b) and by implication that the firm behind it is also constantly moving forward. E.g. acknowledging recent ruling on funeral pyres, and changes in Coroners requirements

Getting a relationship going

Get your clients to stay in touch - and in turn get the deceased's social network to stay in touch - through them revisiting the website without prompting, and to use other methods to legitimately re-present your firm to them through conventional marketing channels

The objective is two-fold - content that is of immediate personal interest to visitors is what drives traffic to your site, and once there you entice them to explore other areas. Be these service orientated - pre-payment plans, memorial masonry - or background information about your firm

The more people 'get to know' you like this, the more likely they are to trust you with their business 

Examples of content to stop by for

Concepts that can drive visitors to your site - and provide added-value to your core services

Death notices

Post them on your own website as a matter of course - in addition to the notices you post in the paper.

Consider expanding this to an on-line memorial option after the funeral in the form of a copy of the order of service and the eulogy plus photos. No cost or additional cost - your choice.

If there is any special feature of the funeral - floral tributes, ex-servicemen's parades, ask whether the family would like discreet memorial photos of the event. Include these with any website client content.

You already have the text, why not just reuse it.

Why not just use a 3rd party obituary site? Because the client's allegiance goes there rather than stays with the funeral director…

On-line messages of condolence

Not everyone who knew the deceased may know the next of kin's contact details. Attaching a contact form to a death notice allows people to send a text message of condolence via your firm. 

You get a contact address that you can pass on to the next of kin for them to respond personally - if the message sender agrees to this - plus you get an address that you can add to your own marketing database - again with their permission.

On-line floral tribute orders, donations in lieu of flowers

Can build on the on-line death notice or be set up as an adjunct to a diary of current funerals. 

Essentially a funeral director's version of a shopping cart - you provide a set menu of floral tributes ranging in price - or a structured series of donation payments - that are linked to a specific funeral. Payment would be by an on-line payment gateway such as Paypal, with a text box to provide a personalized message for the flower or donations card.

Before the funeral, your staff transcribe the messages received via the website onto cards, and attach them to flowers or place them in a donation's salver at the place of service.

Interesting thing about on-line donations, is that you can let these run on after the funeral.

Why not just send them to the charity's own website? Again, because you lose the opportunity of building a relationship with that visitor - and hand it over to the charity instead.

Issues of payment gateway charges - who pays? Do you absorb the charge or pass the donations on net of charge to the charity? Note that the charity will in any case also be levying a similar charge.  

Squaring the circle - virtual world to real world

If visitors who have left messages of condolence, made donations or bought floral tributes have agreed that you can use their contact details for marketing purposes, you can then do any of the following -

Send them an acknowledgement letter (you would do that in any case for a donation…)

Invite them to the committal of cremated remains - always if  the next of kin agree - or at the least, notify them after the interment, if the location is marked by a tablet and in a publically accessible place - again if the next of kin agree

Invite them to any yearly or bi-annual anniversary service that you might arrange for all the families whom you have had as clients during that year.

As a final touch, include something like a Tutill Remembrance wild flower heart or butterfly as gift within the envelope.







