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An association cannot run
without the support and commit-
ment of its members. A huge part
of this support is financial.

By now, most of you should
have received your renewal
notice. The sign-up is not where we want to be,
but it is getting better.  If you know of someone
who is thinking about joining, encourage them to
do so.  Remind them that they are professionals in
a field that reaches out and provides comfort and
guidance to those who are bewildered at the loss
of a loved one.

Many who are not members, have expressed a
desire to join, and I look forward to seeing a
return of new names.

Those  who are not currently members of the
state organization and are joining for the first time,
we say thank you and congratulations for coming
forward to be the backbone of your industry.

Keep in mind that as members, admittance into
the LFDA Mid-Winter Seminar (that includes
your continuing education hours) is included in
these dues.  In other words, you are paid for the
FEB. 26-27 event, being held in Shreveport.

As we begin the new year and calendars are
being filled, be sure to mark off June 14-16 for
the LFDA State Convention that’s going to be
held in New Orleans. Be on hand to meet and
greet friends in the funeral industry and come
have some fun in the Big Easy.

The food is hot and so are the days, dress com-
fortable and we’ll see you in the Quarter!
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DISCLAIMER — Portions of this magazine are taken from other
sources which we believe reliable, but may not be complete state-
ments of all available data. The services of an attorney or account-
ant should be sought in legal and tax matters. Statements are based
solely upon our best judgement. The LFDA News is designed to
quickly and briefly inform the membership on a variety of subjects. It
is NOT intended to address any particular area in detail.
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The New Year has brought change.  We are witnessing an historic
Presidential Inauguration and perhaps the last of the baby boomer
presidents.

The first of the year also brings change to the pre-need laws in Louisiana.  There are
changes in the laws which we all need to be aware.  

I would encourage you to plan to attend the Mid-Winter seminar which will be held on
February 26-27, 2009 at the Holiday Inn Downtown Riverfront Hotel in Shreveport,
Louisiana.  We have obtained speakers to address this change for continuing education and
we will also include other interesting speakers.  This meeting will also serve as the winter
meeting of the North Louisiana Funeral Directors.  Please make plans to attend.

I have been in contact with LFDA legal advisor Danny Ranson about the new pre-need
laws.  He will forward to LFDA generic forms which he feels are in compliance with the
new laws, and we will forward these to you.  These may serve as an example to you when
you are composing your own funeral homes forms.

Many LFDA members attended the NFDA convention held in Orlando, Florida.   NFDA
used a new format for this convention.  The convention floor was located in the center of the
conventions exhibit hall and was set up as a 360 degree stage.  The banquet program was
also changed.  NFDA is revisiting the changes made to this year’s convention.  Organizers
will not be have the convention in the exhibit hall in Boston this year. According to Bob
Rosson, member at large from Oxford, Mississippi, NFDA was not pleased with these
changes, and will return to a more traditional convention this fall.  

Bob will also be the NFDA representative to our own Louisiana convention scheduled
for June in New Orleans.  Plans are now underway for our convention at the Bourbon
Orleans Hotel, in the French Quarter. This will not be a bi-state or tri-state convention, as
Arkansas and Mississippi have planned individual conventions.  Please make plans to attend
this event in the Big Easy.

See you in Shreveport!  
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A message from the
president’s office

J. Steven Cox, CFSP
LFDA President



At our last policy board
meeting,  held in Orlando, FL
fraudulent pre-need practices
were discussed in length, and I
feel that this topic will be revis-
ited in Washington,D.C. 

As I discussed in my earlier
newsletter, NFDA is encourag-
ing state organizations to set up
their own guidelines based on
suggestions and provisions from
NFDA Pre-Need Consumer
Guidelines. One such effort is
by contributing and establishing
a guarantee fund to cover pre-
need contracts that have been
mishandled.  Many states that
have initiated this no longer
contribute to the fund and rely
upon the interest to handle these
types of situations.  I strongly
urge LFDA to look into this.

The next scheduled Policy
Board meeting will be held in
Washington D.C. on March 28,
2009.  This meeting is in con-
junction with NFDA’s annual
Advocacy Summit.

The New Jersey State Funeral
Directors Association will be
introducing a Policy Board
Resolution on a Pre-need
Insurance Model Law to be
Developed in conjunction with
the National Association of
Insurance Commissioners
(NAIC).  The recent failure of
National Prearranged Services

(NPS) and other fraudulent
activities with other companies,
has caused severe economic
damages to funeral homes
throughout the country as well
at the reputation of each funeral
director caught in the middle of
all of this.  New Jersey feels
that a cohesive existence with
NAIC and each individual
insurance state’s commissioner
will help protect the consumer
and the funeral homes.

An update on a couple of reg-
ulatory items the policy board
has been addressing:

Mass Fatality Management –
NFDA has just learned the
Centers for Disease Control and
Prevention (CDC) has placed
“funeral service personnel” into
the second highest category
(Tier 2) for pandemic flu vacci-
nations. This is a direct result of
efforts by the NFDA Advocacy
Staff to educate the CDC on the
increased exposure risk faced
by funeral directors and their
staff.

Formaldehyde - NFDA has just
completed, in draft form, an
extensive revision of its
Environmental Best Practices
(BMP) to better help members
protect themselves from
formaldehyde exposure in the
prep room. It includes, among

other items, proper embalming
techniques, proper use of
embalming chemicals and rec-
ommendations for proper venti-
lation. These BMP’s are cur-
rently being reviewed and will
be presented to the NFDA
Executive Board for approval in
early 2009. Once finalized, they
will be made available to all
NFDA members and state asso-
ciations through the NFDA
website, Bulletin and Director
Magazine.

While in our nation’s capital,
our Louisiana delegation will be
visiting our congressional and
senate leaders, some old faces
and some new faces, and dis-
cuss with them issues that have
been in the forefront for the past
several years but still impact not
only our industry but so many
other small businesses.  The
constant struggles with afford-
able health insurance, reducing
or eliminating the federal estate
tax are two such items.  If there
are any issues that any of our
members wish for us to discuss
while in Washington, just let me
know.
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POLICY BOARD IN REVIEW

Craig
Gill
Policy Board

Representative
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OSHA Update: By Barb Garrison, M.S., CHMM, CET

Foot Protection in the Prep Room
When you performed your personal protective equip-

ment (PPE) hazard assessment for your funeral home,
you were required to consider the physical, chemical
and biological hazards that your workers could be
exposed to.  You were also required to identify which
body parts could be exposed to each type of hazard, and
the methods you intended to use to protect your employ-
ees from these hazards.

One hazard you should have identified was the
potential for formaldehyde and blood or other body flu-
ids to be splashed onto embalmer’s feet, or the potential
for the embalmer to step in these contaminants.
Accordingly, you probably determined that embalmers
should wear fluid-resistant, disposable foot covers to
prevent the contaminant's from getting on embalmers
shoes.  Great!

An alternative I have seen during the compliance
audits I conduct is the use of “prep room shoes”: Shoes
that embalmers wear exclusively in the prep room so
they don’t inadvertently track contaminants through the

funeral home.  While this sounds like a good idea, you
may want to think about this before you permit this
practice in the prep room.

Are the embalmers decontaminating these shoes after
each use?  If they are, this means they are spraying them
with bleach or another product that is proven to be
effective against hepatitis B and HIV, and they are
allowing them to soak in the material for the contact
time indicated on the chemical container.  If they are not
decontaminating them after each use, they technically
should have a biohazard sticker on the shoes to indicate
there is residual contamination, and they must wear
gloves whenever they handle the shoes.  This seems like
a lot of hassle to me, but if you’re convinced your
employees are properly managing their prep room
shoes, you can allow them to continue to wear them!
_____________________________________________
If you have any questions about the information in this
article, contact Barb Garrison, Safex, Inc. Project
Manager, at bgarrison@safex.uw or by phone, toll free,
at 866-723-3987
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Changing attitudes about funeral customs, profitability and cash flow, and a continued increase in crema-
tions, top the list of important issues to funeral directors and firm owners, according to an annual study con-
ducted by Citrin Cooperman & Company, LLP.

The survey reported a positive trend in increased preneed planning. According to the survey, relatively few
families make changes to preneed arrangements during at need conferences and those who do tend to spend
more than the plan calls for.

The concept of offering and charging for knowledge-based funeral services has gained greater acceptance
over the last several years as 61 percent of survey participants recognize the benefits to the industry vs. 55
percent a year ago.

The survey also found that, despite a recent preneed funding scandal involving an insolvent insurance com-
pany, funeral directors remain sharply divided on how best to handle preneed funds. The use of insurance
products to fund prearrangements was clearly split along state lines. The overwhelming majority of funeral
directors who said they purchased insurance products were from Pennsylvania. By contrast, the universal
response of most New Jersey respondents was that they used the New Jersey Prepaid Funeral Fund Trust Fund
TM for prearrangements, with few choosing insurance products. In Connecticut and New York- where the
sales of preneed funeral insurance is prohibited- the majority of funeral directors said they used the state trust,
a specially designated bank account, or other private trust. 

Other key survey findings were:

About 66 percent of survey respondents said they know the present value of their business (up from less than
50 percent last year), less than half had an exit strategy or a formal plan to transfer ownership.

Familiarity with green cemeteries has increased significantly over the last year as 86 percent of funeral
directors have some level of familiarity, an increase from 63 percent last year. Only three percent never heard
of the term, down from 19 percent last year.

Four percent do not have a computer within their facility, and another 27 percent have just one computer for
the entire business. 

Discount or third-party caskets remain a minimal issue. On average, less than two families per year provide
their own caskets. 

Increased sales of personalized caskets, memorial DVDs, and other personalized items continue to offer new
revenue streams.

Citrin Cooperman & Company, LLP surveys funeral home owners and directors annually.. This year the
accounting and business consulting firm polled more than 180 respondents. For a full copy of the 68 page 
survey report contact Anca Munteanu at 212.697.1000, or email her at: 
amunteanu@citrincooperman.com.

DIRECTORS
DIGEST

Changing Attitudes Concern
Funeral Directors



The Funeral Rule was prom-
ulgated 25 years ago when
very few in the funeral

industry could have envisioned
consumers selecting caskets from a
computer-based program. 

Therefore, it is not surprising
that compliance issues have arisen
as some funeral homes have
replaced casket display rooms and
printed casket price lists with com-
puter-based programs than can
show an unlimited array of casket
options to consumers.

One critical issue surrounding
computer-based casket programs is
whether they may replace printed
Casket Price Lists or if they must

be used in conjunction with a
printed Casket Price List.  In other
words, do funeral homes that show
consumers caskets by way of a
computer still have to distribute a
printed Casket Price List?

Unlike the General Price List,
the Casket Price List (and the
Outer Burial Container Price List,
for that matter) does not have to be
given out to a consumer for reten-
tion.  For that reason, the FTC rec-
ognized in the Funeral Rule that
instead of using a printed ‘Casket
Price List, other formats, such as
notebooks, brochures and charts,
could be used by the funeral home
if they contain the same informa-

tion as a printed Casket Price List.
To determine whether comput-

er-based casket programs would
fall under this exception, NFDA
submitted a request to the FTC
staff for an advisory opinion.

In October 2007, Craig
Tregillus, the FTC Funeral Rule
coordinator, confirmed that pre-
senting pictures of caskets and
alternative containers together with
price information by means of a
computer is consistent with the
Funeral Rule’s provision permit-
ting price information to be dis-
played in other formats.  Mr.
Tregillus did caution that the infor-
mation required by the Funeral
Rule would need to be displayed
in a clear and conspicuous manner
during the presentation on the
computer.

It is important that funeral
homes using computer-based cas-
ket programs ensure that the pro-
gram includes all of the caskets
and alternative containers routinely
offered for sale by the funeral
home.  The computer-based pro-
gram does not need to include cas-
kets that require special ordering.

The price of each casket and
alternative container should be list-
ed in a clear and conspicuous man-
ner.  Further information on what
the FTC considers to be a “clear
and conspicuous” disclosure in a
computer-based program can be
found at www.ftc.gov/bep/xon-
linw/pubs/buspubs/dotcom
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Scott
Gilligan
General Counsel

National Funeral 
Directors Association

FTC Opinion on
Computer Based

Casket Programs

Defining “Clear and Conspicuous”

Applicable ways to make disclosures “clear and conspicuous” are listed
on the FTC web site:

•  Place disclosures (in this case, prices) on the same screen as the 
pictured merchandise.

•  Use text or visual cues to encourage consumers to scroll down a web
pace when necessary to view a price.

•  Incorporate disclosures in banner ads or disclose them clearly on the 
page to which the banner ad links.

•  Prominently display disclosures so they are noticeable to consumers; 
evaluate size, color and graphic treatment.

•  Review ad to ensure elements do not distract attention from the                  
disclosure.

•   Repeat disclosures on lengthy web pages.

•  Use clear language and syntax.

•  Display visual disclosures long enough for consumers to notice, read
and understand them.
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Attracting & Retaining: To p
By Mike Henning Ta l e n t

In a 2002 study by Harvey Wi d g e r, it was found that 75% of outsiders didn’t last one year.  On the bright side,
he also found out that when business owners gave it a second try, things worked out much better.  Another survey
my MassMutual and the Raymond Institute in 2002 indicated that 45% ranked attracting non-family key employ-
ees as their greatest challenge and only 31% could indicate having success with outsiders.  In business many
answers to questions can be resolved with cash, as most owners and many professionals we know focus on the
issue of compensation, benefits and perks; however, our research indicates that true enticements goes well
beyond these issues and into a total package arrangements.  G reat employees will go where they are wanted,
and will stay where they are treated well.

Finding Key People
Locating superior talent for your business is normally handled through head-hunters, employment agencies,

industrial psychologists, networking with peers, asking present company managers, suppliers, companies who
have downsized, companies going out of business, and Sunday newspapers.  Other sources would be: chamber of
commerce, world wide web, university services, and upper management of public companies in your hometown.

Attracting Top Ta l e n t
How do you attract someone to your company if they know there will never be a chance for them to be “number

one”?  Here are some thoughts and suggestions we have learned over the years from successful business owners.

1.  Acknowledge the fact this person will most likely not be the next president of the company.
2.  The person must be patient and mature, able to accept the business situation as it is, work with what

is available, and make gradual improvements.
3.  Key people must learn the values of the owning family and identify company culture.  For a smooth

running situation, the values and culture of this key person and that if the family and company need
to align.

4.  This key person needs to have an unquenchable desire to build and grow profitably.
5.  The business environment must provide stimulation, challenge, a clear mission with goals, respect 

for employees and peers, a better than average communications system, defined formal and informal
relationship between owner and outsider.

6.  The owner and the outsider need to discuss and share a similar vision for the future of the company 
based upon solid business values: dollars the owner is willing to lose, sharing equity, rate of growth,
employee teamwork, decision making, being of the board, and boundaries of knowledge and information.

7.  A sound compensation plan that might include: base of 10% more than they were making at their previous job, 
benefits and perks such as insurance, profit sharing, performance bonus, deferred compensation, automobile, and
plenty of vacation time.  Annual incentives: authority and responsibility, personalized work situation, education
and training, evaluations, a system of honest communications.  Long-term incentives would include: “golden 
h a n d c u ffs,” nonqualified deferred compensation program, phantom stock or stock appreciation rights, and 
possible stock ownership.

8.  Quality of life matters for the outsider’ entire family and environment: low-interest financing for their new
home, help get children in preferred private schools, elder and childcare provisions, country club dues, health
club membership, and generous expense account.
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CULLEN INVESTMENT GROUP
LIMITED

Financial Planning
Retirement Planning
Fee Based Asset Management
Certificates of Deposits & Annuities
Stocks, Bonds, Mutual Funds

Roy J. Geesey - LFDA Member
roy@cullenonline.com

Stephen L. Nickel
Stephen@cullenonline.com

521 SW Court Circle
Crowley, LA 70526

Phone 337-785-0960  Fax 337-785-9497

Securities offered through
CULLEN INVESTMENT GROUP LIMITED

1404 South College Road
Lafayette, LA 70506

Member NASD and SIPC

Keeping Top Ta l e n t
•  Management concepts and style must be discussed.  To professionalize or not, that is the question.  We need to do

that which is best for the company, and usually adopting a more professional environment is a welcome change.
•  The outsider must share in the growth of the company, particularly since they will be responsible for it.
•  Delegate responsibility and authority, than hold accountable via management meetings and board meetings.
•  Always let the outsider know where the out of bounds line is and where the goal line is.
•  Keep the outsider shielded from family conflicts.
•  Use the key manager to mentor the next family successor and bridge the generation gap.
•  Trust and respect the non-family manager as a peer.
•  Put your compensation package in writing so there is no mistake about the final reward system.  Many 

owners opt for a “golden handcuff” plan to reward top talent.  Here’s how it works.  One incentive is      
called a “nonqualified deferred compensation plan.”

Unlike an IRS-qualified pension or 401(K) plan, a nonqualified deferred compensation plan (NQDC) allows the
employer to discriminate among employees.  You choose the top talent you prefer to invite to participate in your
N Q D C .

As an owner, you will not receive a deduction for a key employee’s benefits until you pay them at a future date.
Your key employees agree to be paid in a future year for services currently rendered to your company.  This tax-
deferred arrangement is an attractive option to your highest paid managers.

Nonqualified compensation plans have been referred to as “golden handcuffs” because part of the arrangement, each
executive signs an agreement to:

• remain an employee of your company until a specified age;
•  render specified services until a certain age and advisory services for five years thereafter, or
• not compete with your firm for a stated period after leaving.

If the manager leaves before reaching the specified age, he or she loses the benefits provided in the agreement - the
golden handcuffs.  If the executive competes, any benefits are forfeited.

As you can see, there are many things to consider when searching for, attracting and keeping top talents.  When done
p r o p e r l y, the rewards can be enormous for you, your family, and the company.  The best companies focus on retention
techniques because there is no sense in trying to get the best, if you can’t keep the best.



10

Adequately ventilated preparation rooms reduce unneces-
sary health risks to embalmers caused by exposure to
formaldehyde and other chemicals.  However, substituting
standard mechanical ventilation systems with ozone genera-
tors may cause more harm than good.

Ozone generators fail to properly circulate air while
releasing potentially harmful ozone into the atmosphere,
according to an EPA study on indoor air quality. Also called
air cleaners, the manufacturers of these devices claim they
intentionally produce ozone gas to safely and effectively con-
trol indoor pollution.  However, the EPA found that, in low
quantities ozone can cause chest pain, coughing, shortness of
breath and throat irritation.  When inhaled in large doses it
can cause lung damage.

The ability of ozone to negatively impact upon the health
of humans is reduced at lower levels.  However, so is its abil-
ity to remove indoor air contaminants.  The EPA found that
for many chemicals commonly found indoors, the reaction
process with ozone can take months, if it happens at all.
More significantly for embalmers, in some incidences ozone
may actually increase formaldehyde levels and the levels of
other “aldehydes,” such as glutaradehyde.  In addition ozone
was found to have no effect in reducing formaldehyde levels
typically found in preparation rooms.

Confirmation of the reactions of the ozone from ionizers
creating formaldehyde actually came from one of the leading

ionizer retailers, according to an article entitled “There is Still
Something in the Air,” by James Rosenthal.  In 2005
Analytical Services of Simi Valley, California conducted tests
on behalf of Sharper Image of an Ionic Breeze exposed to
Environmental Tobacco Smoke (ETS).  Two chambers were
used to test cigarette smoke.  One chamber contained an ion-
izer. The other was used as the control.  Formaldehyde
increased over 50 percent in the chamber where the ionizer
was operating.  In the control chamber the airborne concen-
tration of formaldehyde was essentially unchanged (64 ppb to
66 ppb).  Formaldehyde in the chamber with the ionizer went
from 82 ppb to 123 ppb at the end of the 8 hour test.  Much
of the increase (25 ppb) occurred in the last 4 hours of the
test.

According to the EPA the most common, effective
approaches to eliminating indoor air pollution are:

 Source control: minimize the use of products and materials
that cause indoor pollution, employing good hygiene practices
to minimize biological contaminants and using good house-
keeping practices to control particles.

Ventilation: dilute and exhaust pollutants through outdoor
air ventilation.  The EPA recommends installing an exhaust
fan close to the source of contaminants, increasing air flows
in mechanical ventilation systems and opening windows
when possible.

Ozone Generators are not Ventilators
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1.  Write an exciting and
challenging job posting.

This is perhaps the most important
part of the hiring process.  Take
your time and write a very detailed
job description that will attract the
right people.

2.  Have a copy of the job
description in front of you
when reviewing resumes.

The more skills that match the job
description for which you are hir-
ing, the more likely you will be to
hire a great employee.  Look to
see if what the applicant has done
in the past corresponds to what
you would like them to do in the
future.

3.  Take your time during
the interview process.

Interviewing longer to find the
right employee may ensure that
you’ll pick the right person for the
job.  Rushing the interview
process to fill the position only
increases your risk of a fast
turnover.

4.  Simplify your
employee search with the
Funeral Career Center
(www.funeralcareer-
center.com)

It’s the National Funeral Directors
Association (NFDA) funeral-spe-
cific job site that allows you to tap
into the largest pool of funeral
service professionals anywhere,
anytime.  Review resumes in min-
utes, target your search by narrow-
ing key criteria and receive auto-
matic emails when new job seek-
ers submit resumes that match
your job description.

5.  Test drive potential
employees.

Include day-long simulations as
part of the interview process, or
invite applicants to provide a port-
folio of examples of their best
work.  Never be satisfied with just
checking references.

6.  Make sure they fit in.

Don’t just look at a potential
employee’s skill level when inter-
viewing, be sure they are a good
match for your firm as well.
Making sure new employees fit in
is the key to ensuring that staff
members work cohesively as a
team.

7.  Look for length of time
on the job.

A potential employee with several
short-term employers (less than a
year) could mean a lack of com-
mitment on their part.  Check ref-
erences thoroughly.

8.  Look for gaps in
employment and ask for
an explanation.

Whenever you notice a significant
amount of space between jobs, ask
the applicant about it during the
interview process.  Long periods
out of work could signal a time-
out to update their education, or it
may in indicate a lack of career
focus.

9.  Make sure the appli-
cant has a good sense of
humor.

An employee who can’t laugh eas-
ily, particularly at themselves, is
not the best person to add to your
team.  You want to create a fun
work environment for your staff.
Hiring a humdrum employee will
only bring morale down.

10.  Keep your eye out for
potential employees
before the need arises.

Never wait until a vacancy occurs.
Have a back-up plan, so when the
time comes to find a new employ-
ee you’re not left high and dry.

Sources:  Recuitersnetwork.com,
monster.com, SESCO Management
Consultants (NFDA’s Endorsed
Member Provider)

Hiring Great Funeral Home Staff:
10 Simple Tips
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Depending upon the payment options they
offer, some funeral homes will have to com-
ply with a new federal regulation designed to

prevent identity thefts.  The Red Flag Regulation -
now in affect and issued as part of the Fair and
Accurate Credit Transaction Act of 2003 (FACTA) -
requires financial institutions and creditors to develop
and implement a written Identity Theft Prevention
Program that includes reasonable policies and proce-
dures to detect, prevent and diminish the effects of
identity theft. 

Funeral homes that regularly engage in one or more
of the following activities probably fall under the Red
Flag Regulation and therefore must have an Identity
Theft Prevention Program, according to NFDA Legal
Counsel F. Scott Gilligan:

•  Enter into arrangements that allow consumers to
pay at need or preneed funeral costs in install-
ments;

•  Sell preneed insurance policies as agents for
insurance companies that allow consumers to pay

for policies in multiple installments;
•  Refer consumers to consumer finance companies

that extend credit to purchase funerals.

DEFINING RED FLAGS
A “red flag”is a pattern, practice, or specific activity

that indicates the possible existence of identity theft.
Examples of red flags include:

• Alerts, notification or warnings from consumer 
reporting agencies, insurance companies or 
consumers finance companies;

•  Suspicious documents presented by a consumer;
•  Suspicious personal identifying information;
• Any unusual or suspicious activity related to a 

funeral account;
•  Notice from consumers, victims of identity theft

law enforcement agencies and other persons 
regarding possible identity theft.

DETERMINE WHO MUST COMPLY
In an article for The Tarheel Director, Mr. Gilligan

offered the following scenarios to help funeral homes

determine if compliance with the Red Flag Regulation
is required.

Example one: When a family cannot pay all funeral
costs at need, the funeral home regularly offers to
accept monthly payments provided the family signs a
promissory note or repayment agreement in which
they agree to pay regular installments. The funeral
home does not charge interest on the outstanding bal -
ance.

The Red Flag Regulation defines a “creditor” as any-
one who regularly allows consumers to pay obliga-
tion in multiple installments. Therefore in this exam-
ple the funeral home must comply. Simply because it
does not charge interest does not relieve it from the
regulation. The key word here is regularly. If the
funeral home only extends credit in isolated cases, it
is not covered in the Red Flag Regulation.

Example two: A funeral home has a payment policy
which requires consumers to pay at least 50 percent
of the total funeral bill prior to services. The remain -
der is due in 30 days. After 30 days, the firm imposes
a one percent per month late fee.

The firm is not allowing payment through multiple
installments and therefore is not covered by the Red
Flag Regulation. The late fee is not an installment. It
is a penalty for not paying on time. 

Example three: A funeral home sells preneed insur -
ance policies that allow consumers to pay the insur -
ance company in 24 monthly installments. The funeral
home helps consumers complete the insurance appli -
cations and submits completed applications to the
insurance company.

The funeral home is covered by the Red Flag
Regulation. While installment payments are not being
made to the funeral home, the firm must comply
because it assists consumers to enter into installment
obligations with the insurance company.

Example four:  A funeral home regularly allows
families to pay funeral expenses by credit card. Some
of these families are likely to pay the credit card com -
panies in installments.

Identify Theft Prevention Program
Does your funeral home need to comply?
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The funeral home does not need to comply. Retailers
who accept credit cards are not considered creditors.
In theses cases the credit card company is the credi-
tor, not the funeral home. 

Example five: The funeral home does not offer
installment payments. However, if necessary the firm
regularly refers families to a finance company and
assists them in completing a credit application.

The firm is covered by the Red Flag Regulation.
Similar to Example three, any business that regularly
arranges for consumers to obtain credit from financial
institutions or finance companies must comply with
the regulation.

An Identity Theft Prevention Program must define
potential red flags that pose a risk of identity theft
and determine how to detect these flags and prevent
their occurrence. Assignment of specific responsibili-

ty for program oversight, implementation and period-
ic updates is required.

A sample Identity Theft Prevention Program is
available on NFDA’s feedback system that can be
accessed at www.nfda.org or by calling 800.713.0661.
Mr. Gilligan cautions that while the sample program
provides guidance, it is important that funeral homes
covered under the regulation adopt programs that
address particular risks encountered when providing
credit to consumers. He added that, since the threat of
identity theft in the funeral profession is low, firms
subject to the Red Flag Regulation may be able to
satisfy its requirements with a fairly straightforward
and simple Identity Theft Protection Program.

The FTC at www.ftc.gov also offers information for
businesses on consumer identity theft protections.

Save the dates
Louisiana Funeral Directors

Association 
annual convention

June 14 - 16, 2009
Bourbon Orleans Hotel
in the heart of the 

French Quarter
New Orleans, LA
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In an economic downturn, funeral home owners often won-
der how the economy is affecting the value of their business
– and what economic strategies they should be employing.

These are tough questions to answer, but funeral directors
can take some comfort in the fact that funeral service in gen-
eral is one of the more recession-proof businesses in the
United States.  A lot of other industries don’t have it so good
right now: homebuilders, commercial construction, real
estate, trucking, automobile dealership and restaurants, to
name a few, are really feeling the hard times.

Funeral service marches on as families continue to need
your services.  The best way to handle the downturn is to
work harder and smarter than you have in the past.  Go the
extra mile with families.  While your competitor may be cry-
ing the blues, separate yourself from the pack – especially
from an image standpoint – and this will pay dividends in
years to come.

It is also amazing to me that many funeral home owners
really do not have an accounting system.  
They tend to just gather information and send it to their
accountant so they can get year-end taxes completed.  There
is no more important time to get your financial affairs in
order than now.  No matter who you use, get a professional
accountant to assist you in not only handling your account-
ing but also doing some financial planning and budgeting.

Because of today’s economy, some families may be opting
for cremation, but I do not  believe that is widespread.   If
this happens, it is probably families that were sitting on the
fence with this decision, and perhaps economies pushed
them over the edge.

You may also have some families that do not select as
much as they might have in good times, but in my thirty
years of funeral service and having gone through this a few
times, that was never much of a factor in the funeral homes I
owned.  Some funeral directors say that they extend terms on
their contracts during these times, but I do not think that is a
good idea unless absolutely necessary and then secured.

A downturn in the economy will most negatively affect
those funeral homes that were struggling even before the
economy turned.  It’s probably pretty tough for them right
now. They may or may not make it.  Time will tell.
However, for the majority of funeral homes in the United
States, it’s a good time to look at all of your expenses and
maybe get rid of some of the fat in your organization.

As consultants, we do performance evaluations around the
country, and we often assist funeral directors in this effort.
In nine times out of 10, the savings or enhancements that are
created more than cover  the costs.  My caution is that the
savings should not be in areas that are service connected as I
firmly believe it’s time to give the best service you can.

There is a scene in the movie “The Godfather” that I think
back to during situations like this.  When the gang families
were about to go to war to take over each other’s turf,
Michael Corleone asked Clemenza, one of his father’s sol-
diers, “What happens during a time like this?”  Clemenza
responds by saying, “These things happen from time to time,
don’t worry about it.  Things will eventually get back to nor-
mal.”  It’s true with our business, too.  Things will get back
to normal.  The question is, when.

With regard to the economy’s effect on the value of funeral
homes, let me say this: The major way the economy has
affected the value of funeral homes is that the tightening of
credit has had a limiting effect on the number of  buyers.  In
our profession, where prices are primarily market driven, this
will have an effect on value.  The more “willing and able
buyers” there are, normally the higher the price.  However,
this negative is mostly felt by smaller to mid-size operators.
Premium firms will always command a good price as long as
it fits the demographics of the major buyers.

Finally, the best way to maintain or build the value of your
funeral home is to continue to offer great service in  your
community while maintaining your property and grounds in
excellent condition.  Make sure you are following up with
families.  If your call volume and revenues are flat or
increasing, you will be maintaining the value of your firm in
the long run.

I hope you noticed the number of times I referred to the
word “service.”  It is not accident.  As I have owned or oper-
ated more than 300 funerals homes or cemeteries in the past,
the level of service given to the community is the hallmark
of any successful firm I have had the pleasure of  being asso-
ciated with.  With our many clients, it is the same.  Some
give great lip service to the word, but really are just going
through the usual motions.  It is the funeral directors who are
always looking toward continuous improvement in their
service level that eventually lead the way.

Tom Johnson is chairman of Johnson Consulting Group,
located in Phoenix.  He can be contacted at 888-250-7747

or by visiting : www.johnsonconsulting.com 

The Current Economy and it’s
effect on the Funeral Industry
By:  Tom Johnson
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In the eighth study of a three-
year series on funeral service
retention, a panel of funeral pro-
fessionals tallied responses to
questions regarding the most
important elements of funeral
homes.  The panel included direc-
tors from six participating states:
Connecticut, Illinois, Indiana,
Kentucky, Massachusetts and New
York.

Following are some of their pre-
liminary findings from the survey.

Physical Attributes
All respondents to the survey,

including employees and owners,
said size, exterior conditions,
lighting, landscaping, safety and
signage are very important.
Parking, decor and the number of
vehicles ranked slightly less in
importance to survey respondents.

Employees ranked both parking
and the number of vehicles to be
more important than owners
ranked them.  Equipment, the prep
room and vehicle condition were
considered least important.

When asked how well their

funeral home met the expectations
of these physical attributes - the
same six, as cited above, were
rated slightly above the “meeting
the expectations” rank.  Signage
and landscaping (curb appeal)
were the highest in rank of impor-
tance.

Ranking Services Provided
Respondents ranked having pre-

funding options as the most impor-
tant of the progressive functions,
followed by having close ties with
local clergy.

Additional functions cited as
being important were (in descend-
ing order): having a website,
preparing video tributes, ties with
hospice, online condolences, com-
munity outreach, participation in
local civic organizations and con-
ducting OSHA training.

Three functions - photo collages,
compliance training (having some-
one in-house) and online obituar-
ies - are seen as somewhat impor-
tant.

Sponsoring local sports and put-
ting services online were rated as

not very important.  Likewise,
these funeral homes, located in
Connecticut, Illinois, Indiana,
Kentucky, Massachusetts and New
York, said having a Spanish speak-
er was not very important in their
region.

On average, all respondents
tended to feel that they could and
should do a better job training
staff on complying with regula-
tions.

Respondents also provided opin-
ions about the future of their firms
and the profession as a whole.
They agreed that funeral homes and
their owners must earn and main-
tain their community’s trust.  T h e y
noted that well-run funeral homes
require an up-to-date and active
marketing plan, and that business
survival depends on changing with
the times.  There was some dissen-
sion as to whether a funeral home
can be successful catering to one
ethnic group.

The survey participants identified
five top challenges for funeral
homes, all of which were employee-
related.  Respondents said that hir-
ing trained employees is their most
d i fficult challenge.  Controlling
costs - of which payroll is a key
component - was listed second, and
retaining qualified employees was
ranked third.  Providing the owner
with time off with their families and
meeting other employees’ s c h e d u l-
ing concerns came next in terms of
perceived diff i c u l t y.

In addition to personnel-related
issues, the professionals cited other
concerns, including introducing
t e c h n o l o g y, merging homes to facil-
itate efficiency and maintaining
e q u i p m e n t .

Attributes that retain customers
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Holmes Student Selected for British Exchange Program

School News
Roy T. Johnson Jr. (Tom), who is a 2008 graduate of Holmes Community College in Ridgeland, MS,  with a

degree in associated applied science in funeral technology, was selected from a group of 31 applicants by the North
American Division of the British Institute of Embalmers (BIE) to take part in its student exchange program.

While in Great Britain, Johnson visited the London School of Embalming, where he met Kevin Sinclair and Marie
New, who are BIE tutors and examiners, and was able to interact with fellow mortuary students and be a guest
speaker in their class.  Adrian and Diane Pink of A&D Pink Funeral Directors, London, allowed Johnson to assist
in directing a funeral, where he learned many of the British customs. He also visited Neville Funeral Directors in
Luton, England.

Johnson then traveled to P. B. Wright & Sons Funeral Directors in Glasgow, Scotland, where he was able to assist
with a Scottish funeral.  Next was a trip to Nottingham, England, where Johnson was the guest of Jackie Lymn
Rose, owner of A.L. Lymn Funeral Directors.  On the last leg of his trip, Johnson spent time with Karen Caney, a
BEI examiner whose family owns W&J Jones Funeral Directors in Derby, England, a firm that makes its own
coffins as needed by the families it serves.

At each of the funeral homes he visited, Johnson was a guest embalmer and guest funeral director.

Johnson is employed by LFDA President Steve Cox at Cox Funeral Homes, which has locations in Oak Grove,
Lake Providence, Delhi and Bastrop, Louisiana.

Scholarship 
Applications

Louisiana residents interested in a
scholarship application to attend
mortuary school should contact: 

L.F.D.A. Scholarship Committee
309 St. Landry St.

Lafayette, La.  70506

Fax:  337-289-5951
E-Mail: LFDA@LFDAWEB.ORG                                     
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February 17, 2009
SWLFDA District Meeting
Rayne, LA

February, 26-27 2009
LFDA Mid-Winter Seminar
NLFDA District Meeting
Shreveport, LA

March 30 - April 1, 2009
NFDA Advocacy Summit
Washington, DC

June, 14-16, 2009
LFDA State Convention
New Orleans, LA

July 26-29, 2009
NFDA Leadership Conference
Branson, MO

October 25-28, 2009
NFDA 128th Convention
Boston, Mass.

October, 2010
NFDA 129th Convention
New Orleans, LA

Mark your calendar for these
important dates

Why choose the 
Prudent Plan?

Because it’s the Best
Before-need Funeral

Arrangement Plan for You, the Funeral Director...
• Guaranteed 3% increasing death benefit annually or
• Guaranteed increase in death benefit based on CPI up to 10% or
• Participating policy with paid up additions
• Guaranteed issue
• Voluntary incidental expense policy to complete cash

advances for funeral arrangements
• Beneficiary/Owner options
• Thorough and cost effective advertising program
• Reports of Prudent Plan policies in force furnished to

funeral director monthly
• Immediate and simple filing death claim process
• Prudent planner and Memorial Instruction Guide

PRUDENT PLAN
Underwritten by

THE MOTHE LIFE GROUP

For further information call:
Martha Chaisson 

Director of
Marketing and Sales

1-800-433-1399
Gretna, LA



Gene Walters - Executive Director

309 St.Landry Street
Lafayette, LA 70506

Sunday Monday Tuesday Wed. Thurs. Friday Saturday Sunday Monday Tuesday Wed. Thurs. Friday Saturday

Sunday Monday Tuesday Wed. Thurs. Friday Saturday▲
▲

March 8th 
- Daylight Savings Begins

March 20th
- 1st Day of Spring

March 30th - April 1st
- NFDA Advocacy Summit

Washington DC

Feb. 14th
- Va l e n t i n e ’s Day

Feb. 17th
- S W L F D A District Meeting

Rayne, LA
Feb. 24th

- Mardi Gras
Feb. 25th

- Ash Wednesday
Feb. 26th & 27th

- LFDA Mid-Winter Seminar
Shreveport, LA

April 5th
- Palm Sunday

April 10th
- Good Friday

April 12th
- Easter Sunday


