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One of the primary goals of
LFDA is to provide education and
leadership for the members of the
association.  A major source of
education will be at this summer’s
convention and Tradeshow that
will be held June 14-17 at the
Bourbon Orleans Hotel in New
Orleans.

Many funeral homes, suppliers and individuals
are taking a close look at their travel and training
budgets, weighing the value of conference and
exhibit programs, and making tough decisions
about which will provide the greatest return on
investment.  The LFDA convention and Tradeshow
will be the most cost-effective method of obtaining
professional education, gaining information and
maintaining the relationships with others in the
industry that are so vital to our funeral service
careers.

The convention will allow you to:

• Learn first-hand from consultants and colleagues
who have successfully overcome challenges and
implemented solutions.

• Keep you up-to-date about new and emerging
technologies.

• Take the opportunity to create or build your 
professional network.

• Get immediate answers and solutions to 
common  problems.

• Discover new products that can decrease 
expenses and increase revenues.

• Do comparison shopping in the Tradeshow.
• Get answers directly from vendors.

So join your fellow funeral directors and let’s
partner for a better tomorrow at the LFDA State
Convention and Tradeshow.
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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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About 25 years ago, I remember reading an article in a funeral service period-
ical which in essence stated that if you do not keep up with the changes in
funeral service you may as well place a sign in front of your funeral home

saying, “Slowly going out of business.”

We have all seen many changes in funeral service over the years.  Some of us
remember when funeral homes provided local ambulance service to our communities.  Many of us
remember taking bodies back to the home for visitation.  Most of us can remember when funerals had
many more floral pieces than compared to services held today. Yes, time changes many things but
there is one constant, a need for service.

Service may come in different forms or in different venues, but there is still an ever changing need
for service in the funeral profession.

Funeral homes are now offering more personalized services to our communities.  Technologies have
advanced to change the way we do business and the way in which our communities perceive value in
the funeral event.  Much of the technology demands more staff time in the preparation of the funeral.
We, as funeral directors, have the task of organizing one of the most important ceremonies in our com-
munities in a matter of days.  Wedding ceremonies have the luxury of being planned over months or
years.  We just have a few days to get it right, and most of us do.  However, some would like to take
the easy way out and not work as hard.  This concerns me for the future of funeral service.

I have noticed over the past several years that more graveside services are being conducted.  I am
troubled by this reality.

I am not a fan of having only graveside services.  For one thing, there are not many times when the
weather is comfortable in an outside setting.  Many of the people who attend funerals are elderly, are
required to stand, and are uncomfortable.  I know that many times families will request graveside serv-
ices during the arrangement, but this may be where we are not providing the family with our expertise.
They need to be informed of the value of our services, and it is our job to do just that.  If families are
worried about expenses, maybe we should offer them chapel services and forego the graveside service.
The family would be better served with a full service, and friends would be more comfortable in attend-
ing.

I believe that the fewer services we offer our families, the less value our communities see with our
services.  Likewise, the more services we provide our families, the more valuable our services become.

We, as funeral directors, have an obligation to give our best to our communities.  What do we pro-
vide?  It is all about service!
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A message from the
president’s office

J. Steven Cox, CFSP
LFDA President



NFDA Policy Board met in Washington D.C. in March and
discussed several primary policy positions which our delegation
later informed our congressional leaders about. The six primary
issues were: 

• Affordable Health Insurance for Small Business 
• Reduce or Eliminate the Federal Estate Tax 
• Codify SSI Exclusion for Irrevocable Funeral and Burial Trust
• Environmental Health and Safety 
• Develop and Advocate for a Federal Mass Fatality Management 

Plan as a component of the National Response Plan  
• Simplified Union Organizing Rules  

Out of these six primary policy issues, only the SSI Exclusion for Irrevocable Trust is included
in a current bill.  Those bill numbers are H.R. 1352 and S. 427.

LFDA President Steve Cox and his wife Debbie, along with LFDA Executive Director Gene
Walters and I visited all seven of our Congressional offices and our two Senatorial offices, and
encouraged support for the policy positions mentioned above, and we specifically asked each office
to co-sponsor the bills that are being considered.  

Last year, LFDA was successful in encouraging Congressmen Boustany and Alexander in co-
sponsoring one of our bills, and I will follow up and see how many will support us this year.  If any
of you know your Congressman or Senator, please contact their office and encourage them to co-
sponsor H.R. 1352 and S. 427.

During the policy board meeting, a multi-state resolution, which had the intent to strengthen
pre-need law with cooperation of the National Association of Insurance Commissioners (NAIC)
failed by a large margin.  In the midst of much discussion, the resolution, in my opinion, seemed to
blame the insurance industry for the fact that some guaranteed funeral contracts do not cover the
current cost of an at need funeral.  I do not think that is the problem with guaranteed pre-need
funeral contracts. During this discussion, Louisiana was applauded for our efforts in passing new
pre-need laws.  Many policy board members approached me, and I distributed copies of our legisla-
tion for them to consider enacting in their own states.

Of all the meeting that I have attended as your Policy Board representative, I feel that this was
probably the most productive, due to the content of the meeting, and all the help that I received
from Gene, Steve and Debbie while making our visits on Capital Hill. 

The next Policy Board meeting will be held July 26-29 in Branson, MO in conjunction with
NFDA Leadership conference.
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POLICY BOARD IN REVIEW

Craig
Gill
Policy Board

Representative
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Study on Formaldehyde’s Effect on
Embalmers Nearly Complete

The National Cancer Institute (NCI) is nearing completion of a significant scientific study on the relationship
between formaldehyde exposure in the preparation room and the risk of cancer. The NCI informed NFDA that
the study will be completed early this year, followed by its publication in a scientific journal, likely in the first
half of the year.

There is an expanding body of scientific research that concludes that formaldehyde poses a health risk.  In
2004, the International Agency for Cancer Research labeled formaldehyde a known carcinogen and placed it in
the highest cancer risk category. To protect your health and safety, NFDA is working on two key formalde-
hyde safety initiatives.

The association is developing a document, tentatively titled “Formaldehyde Best Management Practices,”
that will outline the best ways you can protect yourself and your staff from formaldehyde exposure.  These
best management practices could potentially save lives and should be followed by every funeral director.

Since the 1990s, NCI studies have shown that effective ventilation is the single most important factor in pro-
tecting embalmers exposed to formaldehyde from harm.  NFDA is considering conducting a study that will
investigate strategies for keeping the air in prep rooms formaldehyde-free: the study will ultimately lead to the
design of a cost-effective prep room ventilation system.

NFDA will keep you informed about the NCI study on formaldehyde exposure as it learns more about its
conclusions with the release of the data. – NFDA Bulletin
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Effective July 1, 2009, all funeral homes must be
registered with the Transportation Security
Administration (TSA) as known shippers to ship
human remains on air flights that originate within the
U.S. and its territories.  In order to ship remains, a
firm must register directly with each airline it uses.
There is no blanket application process to allow for
registration with all air carriers at one time.  In addi-
tion, the new regulation applies to funeral firms only-
–it does not extend to licensed funeral directors.
Depending on the airline, the registration process
may or may not involve inspections and fees.

Trade Services and Receiving Funeral Firms

The TSA regulation also extends to funeral firms
that do not ship human remains but instead use other
firms to perform this function on their behalf.

For example, Funeral Home A makes arrangements,
embalms the decedent’s remains and calls Funeral
Home B to pick up the body and deliver it to the air-
line.  Even though Funeral Home A does not perform
the actual shipment, as the originating firm it must be
registered as a known shipper.  Upon delivery, the
airline becomes responsible for complying with all
security requirements until the body arrives at its
destination and is picked up by Funeral Home C.
Funeral Home C does not need to be registered as a
known shipper to receive human remains.

Background Information

The known shipper regulation is not new.
Developed by the TSA in 2004, the directive was
designed to “impose significant barriers to terrorists
seeking to use the air cargo transportation system for
malicious purposes.”  At the time, and following a
discussion with the NFDA Advocacy Division staff,
the federal agency determined that the shipment of
human remains by funeral homes posed minimal
security risks.  However, a 2008 Congressional man-
date calling for stricter enforcement of the known
shipper policy caused the TSA to reverse its position

and consider the shipment of human remains a
potentially serious security risk.

Where to Register

To comply with the July 1, 2009 deadline, funeral
homes should start registering with individual air-
lines now.  Current contact information for most
major U.S. air carriers is as follows:     

• American Airlines :800.AA.TRUST
(800.228.7878) or visit
www.aacargo.com/shipping/securitymeasures.jhtml.

• Continental: 866.878.7826 or visit
www.cocargo.com (click on the “Book” tab, and then
“Establish an Account”).

• Delta: 1.800.DL.CARES (1.800.352.7377) or visit
www.delta.com/business_programs_services/delta_ca
rgo/cargo_forms_applications/known_shipper_reques
t/index.jsp

• JetBlue: 954.385.3409 or toll-free 866.287.2583.

• Northwest: 800.441.1122 or visit 
w w w. n w a . c o m / s e r v i c e s / s h i p p i n g / c a rg o / a b o u t / s h i p p e r. s h t m l

• United: 800.468.1800

• US Airways: Call 888.300.0099 or visit 
www.usairways.com/awa/content/traveltools/cargo/de
fault.aspx (download the appropriate form in the
“Known Shipper Validation” section).

To learn more about the TSA known shipper policy
visit:
w w w. t s a . g o v / w h a t _ w e _ d o / l a y e r s / a i r c a rg o / d a t a b a s e . s h t m

To contact a regional TSA office log on to:
w w w. t s a . g o v / w h a t _ w e _ d o / l a y e r s / a i r c a rg o / i a c _ m a p . s h t m

TSA Known Shipper Regulations
What it is; how to comply



Striving to be on the cutting edge of technology in order to bet-
ter serve families, an NFDA member funeral home recently installed
an Internet broadcasting system that allows it to stream live or
taped video of funeral services on the Internet.  Friends and family unable to attend the funeral serv-
ice can view the ceremony on the funeral home’s Website.  Of course, the Webcasts are only 
undertaken with the permission of the family and only show the public funeral proceedings.

The funeral home believed that as long as the family gave permission for the Internet broadcast, no
other consents were necessary. And so the funeral home was surprised when its attorney advised
that it should obtain written consent from every attendee who would appear in the broadcast, warning
that any attendee shown on the broadcast who did not want his or her image shown over the Internet
could sue the funeral home for misappropriation of his or her image.  Rather than pass out consent
forms to every person attending the funeral, this NFDA member simply elected not to offer the service
in the future.

Was the attorney correct?  For the most part, the answer is no.  The law does allow persons whose
names or likenesses are misappropriated to sue.  However, that misappropriation does not automati-
cally occur simply because that person’s name or likeness is broadcast without permission.  In most
cases, for a plaintiff to be successful in his or her lawsuit, it will be necessary to show not only that
his or her name or likeness was broadcast without permission but also that the broadcast was part of
an advertisement or promotion.

The key to a misappropriation case is showing that the defendant received commercial value from
the person’s identity.  For example, a successful misappropriation case could be brought against a
funeral home that broadcast a funeral and then used that broadcast in an advertisement to promote
its Internet broadcasting capabilities.  If a person’s image was used in that advertisement without his
or her permission, he or she could bring an action against the funeral home for misappropriation.  The
mere showing of that person’s image while broadcasting the funeral, however, would not be action-
able.

While these observations would hold true in nearly every case, there are some important caveats a
funeral home should heed when broadcasting funeral services.  First, the broadcast should be under-
taken only with the explicit written consent of the person holding the right of disposition.  Additionally,
only funeral services open to the public should be broadcast.  Even if the family grants permission, I
would recommend against a broadcast of a private funeral service since those attending might have a
greater expectation of privacy than those who attend a funeral that is open to the public.

Another concern the funeral home should be aware of is broadcasting speeches or musical perform-
ances conducted at the service.  For example, a soloist whose entire performance was broadcast
over the Internet could claim that the funeral home had unlawfully appropriated his or her professional
property.  While it would probably be a difficult case for the soloist to win, there is a risk to the funeral
home that could be avoided by the use of a consent form.  Therefore, funeral homes that broadcast
funeral services might want to employ the consent form NFDA has prepared, which is available on
the NFDA Faxback system (800-713-0661).
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FTC issues advisory opinions on:
funeral service topics

By Randy McCullough

The U.S. Federal Trade
Commission (FTC) issued a
number of what are called

“advisory opinions” on several
funeral related matters, most notably
involving the use of third party mer-
chandise.  These opinions, which
are informal in nature, are issued
periodically by the FTC’s Division
of Marketing Practices in response
to request for interpretation of pro-
visions of the Funeral Rule in which
the question is thought to have a
general public interest.

Although they have not been for-
mally acted on by the FTC, it is
important to note these opinions
reflect the views of the FTC staff
charged with enforcement of the
Funeral Rule.

Consumer Inspection of
Third Party Merchandise

FTC staff restated its long held
view that funeral directors cannot
require consumers to be present to
accept or inspect a casket or other
items that are being delivered from
a third party nor can they refuse to
sign for the item’s delivery. The
FTC believes that taking any of
these actions would place an “unrea-
sonable burden” on a consumer’s
choice to purchase third party mer-
chandise. 

In response to concern about liabil-
ity, the FTC recommends that funer-
al directors ask the consumer to pro-
vide the make, model and descrip-
tion of the casket or other item and
then phone the consumer if it
appears that the wrong item has
been delivered or if it appears dam-

aged.  Alternatively, funeral direc-
tors could use a form that only
acknowledges receipt of the mer-
chandise, not an acceptance of the
merchandise or acknowledgment of
its condition, which may only be
given by the purchasing consumer.

Charging of Third
Party Casket Fees

This opinion stated that, under the
Funeral Rule, funeral directors
could not charge a fee for either.

1.  disposing of the container in
which a third party casket is
shipped or

2.  for storing a third party casket 
that arrives several days before
it is needed “for a visitation or
funeral service.”

This is based on a provision of the
Rule that prohibits the charging of
any fee as a condition to furnishing
any funeral goods or services to a
person arranging a funeral.

Notably, however, the FTC clari-
fied that the prohibition of a “casket
storage fee” only applies to at need
arrangements made after a death.
Funeral directors may charge a cas-
ket storage fee if a third party casket
is delivered “shortly after preneed
funeral arrangements are made by a
consumer who would not need the
casket for some indeterminate
time.”  This is due to the fact that
FTC staff regards any consumer
request for free storage of a third
party casket made in connection
with preneed arrangements to be
“excessively burdensome to pro-
vide.”

In addition, FTC staff also con-

cluded that the Funeral Rule does
not permit the use of two separate
contracts--that is, two different
“itemization  statements”--so that a
funeral home can distinguish its
own charges from cash advance
charges for payment to third party
suppliers.  That is because the Rule
requires a single “Statement of
Funeral Goods and Services.”

Refrigeration Fee Separate
from Non-Declinable

Basic Services Charge

The issue addressed is whether
funeral directors may charge a fee
“for the refrigeration of bodies” that
is separate from the non-declinable
basic services charge.  First, the
Rule states that the basic services
fee (charge) includes services “that
are common to virtually all forms of
disposition or arrangements” that a
funeral home offers.  While this rou-
tinely includes the “sheltering of
remains,” the question is whether
refrigeration is a form of sheltering
that is commonly offered.

FTC staff concluded that if
refrigeration of remains for a peri-
od of time is “common to virtually
all forms of disposition arrange-
ments” offered by the funeral
home, then refrigeration charges
should be included in the basic
services fee.  However, if the
funeral home refrigerates remains
“in fewer than virtually all disposi-
tions or arrangements,” refrigera-
tion charges should not be includ-
ed in the basic services fee but
rather be listed on the GPL “as a
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separate service” for which the
funeral home “may assess a sepa-
rate charge.”

The FTC’s opinion rations that
“some funeral homes may not
make it a practice to refrigerate
bodies that will be embalmed,
buried or cremated shortly after
death.”  “Consequently,” it goes
on, “including a charge for refrig-
eration in the non-declinable basic
services fee could force consumers
who choose embalming, immedi-
ate burial or cremation to pay for a
service they do not use.”

Charges for Use of a Vehicle
to Obtain Death Certificates

The FTC reaffirmed that a sepa-
rate itemized charge (outside of the
basic service fee) for obtaining
permits and death certificates by a
funeral home is prohibited if the
use of an automobile to obtain the
necessary permits and certificates
is common to virtually all forms of

disposition or arrangements
offered by the funeral home.  From
a practical standpoint this would,
of course, largely prohibit any
such charge.

Select Use of Funeral Home
Facilities by a Consumer

FTC staff stated that a funeral
home has no legal obligation under
the Funeral Rule to make its facili-
ties available for a memorial serv-
ice to families who do not wish to
make any other funeral arrange-
ments with that funeral home.
This is because the Funeral Rule is
based on the understanding that
funeral directors “are persons who
furnish funeral arrangements and
not persons who simply sell a par-
ticular good or service as a sepa-
rate sales transaction.”  This same
principle similarly defends the
right of a funeral director not to
sell caskets (or other merchandise)
at retail to individuals “who do not

also wish to make funeral arrange-
ments.”

Computerized Displays
of Casket/Alternative

Container Prices

The Funeral Rule requires that a
“Casket Price List” be given to a
consumer for information and
review when he or she inquires in
person about the offerings of
prices of caskets or alternative
containers and most certainly
before showing these items.
However, the Rule provides that
“other formats” may be used in
place of a written list so long as
they contain the same required
information and display it in a
“clear and conspicuous”manner.

As such, FTC staff opined that
presenting casket and alternative
containers price information, along
with pictures of the items offered
by the funeral home, on a comput-
er is permitted.
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LOPA (Louisiana Organ Procurement Association)
would like to thank all of the Louisiana funeral homes for
their support.  We recovered life enhancing tissues from
356 donors and life saving organs from 152 donors last
year.  Unfortunately, the Louisiana waiting list continues
to grow.  Currently over 1,800 residents are waiting for an
organ, so we will continue to work hard to make the most
of every opportunity.

One of these opportunities presented itself at the end of
last year and LOPA is proud to announce a new Funeral
Home Steering Committee.  This committee was formed
as a collaborative effort between LOPA and area funeral
homes to increase communication and work together to
identify and meet the needs of our donor families.

The committee’s goal is to assess the needs of recovery
services, embalmers and funeral directors while maintain-
ing excellent service to the family. The first meeting was
on Thursday November 13, 2008 and the following issues
were discussed: •Communication between LOPA and
Funeral Homes,  •Recovery Techniques,  •Cooling
Methods and  •Continuing Education opportunities.

The group will meet quarterly.  If you would like to con-
tact any of the members or receive more information
about committee meetings the member list is below. We
will submit quarterly updates to the LFDA for inclusion in
it’s newsletter. We look forward to working closely
together this year supporting grieving families while offer-
ing the healing gift of organ and tissue donation.

Steering Committee Members:
Gene Walters Executive Director Louisiana Funeral
Directors Association, Belva Pichon - Gertrude Geddis
Willis F. H.  Cresent City Embalmers Board and National
Mortician and Funeral Director Association, Kyle
Deichmann - Lakelawn Metairie Care Center, Gerard
Schoen III -  Lakelawn Metairie F. H., Nelson Guidry -
Millet-Guidry F. H., Gary Tranchina - Honaker F. H.,
Belinda Allemond Funeral Home Liaison LOPA, Pam
Cart Funeral Home Liaison LOPA, Kristen Walton
Funeral Home Liaison LOPA,  Kirsten Heintz Director
Development LOPA,  Kelly Ranum Executive Director
LOPA, Erin Wray Director Recovery LOPA, Brenda
Taylor Manger Tissue Recovery LOPA and Stacy Porche
Manger Clinical Service Center LOPA

LOPA thanks Louisiana funeral homes
by Pam Cart
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Valuing your funeral home:  Factors to consider
by Matt Manske

Do you know what your funeral home is worth?
Most business owners think they have a good
idea.  Some will guess at their value and oth-

ers might apply a multiple to revenue they’ve heard is
an accurate measurement of value.  However, guessing
and applying multiples to revenue typically do not pro-
duce accurate estimates of value.

It’s been said that first generation business owners
tend to underestimate their business value because
they remember the lean years and believe their busi-
ness may not survive without them.  There is some
truth to this because many businesses do not survive
the transition to the second generation.  This can hap-
pen for a variety of reasons.  Second generation own-
ers tend to overestimate value because they did not
experience the lean years and they may think the pros-
perity they’ve seen will easily continue for a new
owner.

Estimating the value of your funeral home can be dif-
ficult because values can vary greatly from one busi-
ness to the next–even in the same industry.  Why is
this so?  The first reason is that every business is oper-
ated and managed differently.  From an operations
standpoint, some businesses are managed with disci-
pline and achieve higher profit margins.  Others are
managed off the cuff and achieve lower profit margins.
All else being equal, higher profit margins equate to
higher business values per dollar of revenue.  Thus,
the way a business is operated can greatly influence its
value.  An easy example of this in the funeral industry
is a 150 call firm operating with two full-time funeral
directors at $50,000 in payroll for no additional rev-
enue.

The second reason business values can vary in the
same industry is that every business operates in a dif-
ferent market environment.  Market factors will vary
by location and can significantly influence business
value.  One business may operate with no competition
and another may have five competitors in the market.
Obviously, the business with no competition would be
less risky and on average have a higher value per dol-
lar of revenue than the business with five competitors.

Existing competition is just one of several market
factors.  Other market factors affecting the funeral
industry include the threat of new competition, general
market trends such as decreases in revenue per call

associated with cremation, increases in interest rates
which decrease loan amounts for borrowers, popula-
tion shifts or demographic changes affecting the cus-
tomer base, the availability of dependable employees
to operate the business and the amount of goodwill
associated with the business.  A common adverse mar-
ket factor seen in the funeral industry is a declining
market.  Population shifts are often impossible to over-
come no matter how the owner changes his or her
marketing strategy.
As you can see, there are many factors that must be

considered when arriving at an accurate value for your
funeral home.  It’s not just a matter of multiplying rev-
enue by two and putting the word out that you want to
sell.  Guessing is not a good option either as it can be
very costly.  If you guess too low you may sell your-
self short and leave money on the table.  If you guess
too high you may spend the next three years wonder-
ing why buyers keep low balling you.  And by the time
you’ve recovered from your depression and are ready
to sell for the true value your buyer pool may be
depleted and you may have to sell for even less!  You
only get one chance to sell your funeral home so it’s
critical that you obtain an accurate estimate of value
before you plan to sell–preferably at least two years
before you plan to sell.

Why do you need to know your value two years
before you sell?  Appraising your funeral home may
identify certain areas that need adjusting to increase
profitability.  Remember, all else being equal, higher
profits translate into higher business values.  If adjust-
ments to revenues or expenses are necessary to
increase profitability, it will take some time for those
adjustments to be realized on your financial statements
and tax returns.  Potential buyers need to see proof of
your historical profitability via your financial and tax
returns.  Buyers and their lenders will use this histori-
cal data to determine the amount debt service the
buyer can afford in the future.  Thus, more profitability
results in more cash flow available to pay debt service,
which results in a higher sales price for you.

Matt Manske is the president of Business Services &
Funding, LLC.  He can be contacted at 888.665.4BFS,
or by e-mail at matt@4BFS.com.
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There will come a time when
something newsworthy occurs at
your business.  When that day

comes, will you know how to get the
word out to your customers and the com-
munity or state?  The “news” could  be
the introduction of your business if you
have just started, a special event, a special
award or recognition earned by you or
someone in the firm or education your
firm can provide in print or in person.

There are several ways to share this
message including advertising, which can
be expensive.  For a low cost approach,
consider issuing a media release.  The
idea is to deliver your news through
media, such as magazines and newspapers
(local, regional or national), radio, TV or
through your blog and website.

If you succeed in getting your news
release published, the article will reach a
wide (and targeted) audience.  Also, the
article will be taken more seriously as the
reader will know that it has been author-
ized and printed by a reliable source.

Before you issue a news release, ask
yourself an important question: “Is it
newsworthy enough to be of interest to
those who will be reading it?”

You may feel that your news is of great
importance, but will it be to anyone else?
If not, then it is unlikely your release will
get published.

Media outlets have a reputation to main-
tain and will only follow up on things that
they believe will make interesting news to
their readers.  Although not always the
case, press releases may be considered
more if the news is related to issues and
stories that the media is currently follow-
ing.

If you decide your story is truly news-
worthy, then your next step is to write the
headline.  It should be brief, clear and to
the point: an ultra-compact version of the
release’s key point.  News release head-
lines should have a “grabber” to attract
readers, just as a newspaper headline is
meant to grab readers.

Headlines are written in bold and are
typically larger than the news release text.
Conventional news release headlines are
present tense and exclude “a” and “the”

as well as forms of the verb “to be” in
certain contexts.  Example: ABC Funeral
Home sponsors free end-of-life issues
seminar.

Capitalize the first word in the headline,
as well as all proper nouns.  Most head-
line words appear in lower-case, so do not
capitalize every word.

The best headlines use the most impor-
tant keywords from your news release.
Using keywords will give you better visi-
bility in search engines, and it will be
simpler for journalists and readers to get
the idea of the news release content.

Now it’s time to start writing.  Write the
release as you want it to appear in a news
story.  Start with the date and city in
which the release originates.  Example:
May 25, 2009, Lafayette, LA, followed
by a dash, and then your lead sentence.

The lead sentence, which is your first
sentence, should grab readers and say
concisely what is happening.  Example:
Are you aware of your rights at the end-
of-life?  The next sentence or two
expands upon the lead.

News releases should be compact.  Keep
sentences under 15 words, and paragraphs
to less than three sentences.  Don’t
exceed two double-spaced pages (about
200 to 300 words).  And get to the point,
avoiding repetition and over-use of fancy
language and jargon.

A first paragraph (two or three sen-
tences) should sum up the press release.
The paragraphs following this first, all-
important paragraph should elaborate on
the first paragraph.  Try to provide maxi-
mum use of concrete facts.  A simple
method for writing an effective news
release is to address the five “Ws” and
“H” – otherwise known as who, what,
when, where, why and how. With this in
mind, include the following in your
release:

• What is the actual news?
• Why this is news.
• The people, dates and other

facts related to the main 
subject of your release.

• The purpose behind making
this news public.

• Your firm - the source of the
news.

R e m e m b e r, the more newsworthy you
make the release copy, the better the
chances of it being selected by a jour-
nalist or reporter.

Once you get down the basics of your
message, tie it together.  Provide some
extra information links that support your
release.  You want to make it easy on
journalists if they have a question on
deadline or decide the topic warrants
more space.

Always include information about your
firm at the bottom of the release.  T h i s
is called the “boiler plate” and should
remain the same on every release you
send to the media.  When a journalist
picks up your release for a story, he/she
would logically have to mention the
company in the news article.  Journalists
can then get the company information
from this section.  Boiler plates should
include your company name, location
and address; how long you’ve been in
business; your mission in the communi-
ty; and your website and telephone num-
b e r.

You’ll also want to add contact infor-
mation.  This is to help journalists reach
you if they want to expand the story.
Contact information should follow this
f o r m a t :

Contact Information:
Firm name and address

Contact Person

Telephone and fax numbers (include
your office number and mobile number,
with the area code and any extension
numbers, as well as your email address
and web address)

On the last page of your news release,
be sure to signal the end with three #
symbols, centered directly below the last
line of the release.  This is a journalistic
standard.

If you follow these pointers and keep
your mind open for newsworthy topics, it
won’t be long before you see your name
and firm in print or on the web.

News Releases 101



Jimmie C. Daniels Sr.

Franklin, LA–Jimmie C. Daniel
S r., 61, of Franklin, died  Jan. 7 at
Franklin Foundation Hospital fol-
lowing a lengthy battle with can-
c e r.  Mr. Jimmie was the manager
of Ibert’s Granite & Marble, Inc.
of Franklin for the past 11 years.

He is survived by his wife of 41
years, Joyce Taylor Daniel; his
son, LFDA member and manager
of Ibert’s Mortuary, Jimmie C.
Daniel II and his wife, Ti ff a n y ;
his daughter, Melissa D. Ibert and
her husband, Gregory, LFDA
member and owner of Ibert’s
Mortuary; six grandchildren; two
brothers. 

Ibert's Mortuary, 1007 Main
Street, Franklin, LA, 70538
(337)828-5426, was in charge of
a r r a n g e m e n t s .

Lou Hanna Babin
G o n z a l e s–Funeral services were

held Tu e s d a y, February 10 at a 12
Noon Mass of Christian Burial in
St. Stephen’s Catholic Church in
Gonzales for Lou Hanna Babin,
age 71, mother-in-law of LFDA
member Milton Robbins Jr. of
Gonzales.  Interment followed in
Whitehall Community Cemetery.

She is survived by her mother,
two daughters, three sons and 16
g r a n d c h i l d r e n .

Ourso Funeral Home was in
c h a rge of arrangements.

George J. Charlet, Jr.

Clinton, LA–Funeral services
were held February 13, for
G e o rge J. Charlet Jr, 65, who
died February 9, 2009, due to
complications during surg e r y.
Burial was at Masonic
C e m e t e r y.

He was co-owner of Charlet
Funeral Homes and was a mem-
ber of the National Funeral
Directors Association and the
Louisiana Funeral Directors
Association, of which he served
as President in 2005.

He is survived by his wife of
42 years, LFDA
m e m b e r,Miriam “Sue” Stelly
Charlet, four children, LFDA
members,Nicole Wi l c h e r,
Miriam Knight, G. J. Charlet
and Christopher Jordan Charlet.
His parents, George J. Charlet
S r. and Betty Ledoux Charlet.
One brother, Donald “Pete”
Charlet and two sisters Linda
Ulbrich and Patty Jo Dart;
seven grandchildren.

The family request that memo-
rial contributions be made to
Our Lady of the A s s u m p t i o n
Catholic Church, 4727 McHugh
Road, Zachary, LA 7 0 7 9 1

Charlet Funeral Home was in
c h a rge of arrangements.

Gill B. Young

Eunice, LA–Funeral services
were held March 18, for Gil B.
Young, 81,who died March 12, in
Church 
Point.  Burial was in Mt. Calvary
C e m e t e r y.

Shortly after his tour of duty, dur-
ing W W II, he began working at
A r d o i n ’s Funeral Home of which
he was soon named General
M a n a g e r.  He later assumed the role
of Funeral Home President, a posi-
tion he maintained until his death.
He was a longtime member of
L F D A .

He is survived by his wife of 58
years, Ruby S. Young, two sons,
Wendell B. Young and Dwayne K.
Young; one daughter Saundra Y.
Frey; one sister and six grandchil-
d r e n .
Ardoin Funeral Home of Eunice

was in charge of arrangements.
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Legislature Gears Up for Active Session

The 2009 Regular Session of the Louisiana Legislature will
convene on April 27.  In an odd numbered year, regular sessions of the Louisiana legisla-
ture are considered to be “fiscal sessions.”  Each legislator is allowed to file an unlimited
number of fiscal or tax bills this year.  In addition, each legislator is allowed to pre-file five
bills of general jurisdiction.  

At this point, there does not appear to be any major funeral industry legislation.
However, there is still time to introduce legislation that would impact our industry.  We
expected to see legislation in this session to expand casket sales in Louisiana.  The legisla-
tion failed in the House Commerce Committee in 2008.  There are indications we will see a
similar bill in 2009.  We can also expect to see legislation to fund the so called Historic
Cemetery Register.  It is most likely that funding would come in the form of an additional
burial transit fee.  The proponents of the Historic Cemetery Register have always intended
the funding of their efforts to be provided for by the funeral industry.

There are many other factors at play in this upcoming session.  The State of Louisiana
is facing a major budget deficit beginning July 1, 2009.  This fiscal crisis is thought to be a
long term problem that could last for three to four years.  Whenever there is a fiscal crisis in
government, there are agencies and government entities looking for revenue in the form of
fees.  We will keep a close eye on measures that would seek to increase fees or taxes on
the industry.

You will be receiving regular updates from our office throughout the legislative session.
Please take the time to follow the activity in Baton Rouge and be prepared to react when
called upon.  Your efforts make all the difference in our success in the legislative process.

Please take the time to stay in close contact with your local legislators.  They will be the
key to our success during the legislative session.  It is important for them to know that you
are interested in the process and in how they vote on issues important to you and your
industry.  One of the best resources to stay in touch with what is going on is the Louisiana
Legislature’s website  HYPERLINK "http://www.legis.state.la.us" www.legis.state.la.us.  It is
an award winning website with the most up-to-date information on the session and the leg-
islature.

If you would like more information on specific bills passed during the legislative session,
please contact David Tatman at david@tatmangroup.com.
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Airlines are scrambling to comply with the
Transportation Security Administration’s July
enforcement plans regarding “known shippers” and to
communicate their procedures to shipping clients.  In
a Jan. 20 letter, Mark A Mohr, manager of product
development and specialty sales for Continental
Airlines Cargo, explained how his airline will be
working with funeral homes.  Mohr explained that a
funeral home can be made into a known shipper, but
an application must be completed and a site inspec-
tion conducted.  If a funeral home is a known shipper
with another airline, a site inspection might not be
required; an application, however, is mandatory.

Continental offered tips for filling out its application
correctly.  In order to become a known shipper with
Continental, funeral homes should only fill out
Sections A and D if they want to ship bodies on an
airline.  Note that Sections B and C, which are also
part of the application, are used only for those wish-
ing to apply for a line of credit.  Thus, funeral homes
wanting to just apply for known shipper status need
only fill out Sections A and D.  Upon proper comple-
tion of the application, it must be returned to the air-
line as instructed on the form.

Mohr then described the process following a funeral
home's application.  

Funeral homes that are not considered a known ship-
per in the TSA system who are within metropolitan
areas served by Continental Airlines Cargo Sales will
have their site validated by airline staff as availability
allows.

Funeral homes that are not considered a known ship-
per in the TSA system and who are in areas not serv-
iced by Continental Airlines Cargo Sales staff will
require site validation by an airline-authorized third
party at the funeral home’s expense.

Continental Airlines will notify all applicants as to
which of the three scenarios will apply to their partic-
ular situation.  Should the third scenario apply,
Continental Airlines will assist in coordinating third-
party site inspectors.  For more information call the
TrustCO desk at (877) 878-7826.  A blank application
to be a known shipper can be found at
www.cocargo.com, under the “Book” tab and the
“Establish an account” click-through.

U.S. Air, Delta and Northwest Airlines likewise
require completion of very simple, straightforward
forms.   American Airlines, United Airlines and
Frontier Airlines had not posted a “known Shipper”
application on their websites.

Fees do apply for a majority of the air-
lines.  For example, Northwest Airlines
will charge a $60 site inspection fee for
firms that are within a 20-mile radius of
the airport.  For those more than 20 miles
from the airport but less than 50 miles, the
fee will be $90.  Funeral homes located 50
miles or further from the airport will be
charged $90 plus $2.50 per mile.

Delta Airlines has a “logistics charge” 
of $60.
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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                                     

Employers are in agreement that
today’s employees are less conscien-
tious about their work and are not as
loyal to their employers as they were a
generation or two ago.  Many of the
calls and complaints of managers we
work with are related to the lack of
motivation in their work place.
Subsequently, a great deal of attention
is given to employee motivation to
include numerous books, motivational
seminars and surveys.  So, what’s the
solution?

Many companies are trying to provide
or create motivation by attempting to
give employees what they think they
want from their jobs rather than what
the employees really want from their
jobs.  This thinking is verified by a
recent survey which asked a great
many supervisors to rank, in order of
importance to workers, 10 factors that
affect their morale.

The answers given by supervisors
were ranked as:

1.  Good wages
2.  Good benefits
3.  Job security
4.  Promotion opportunities
5.  Good working conditions
6.  Ample time off for personal reasons
7.  Good training
8.  Appreciation of work
9.  Sympathy for personal problems
10. Effective leadership

To benchmark these answers by
supervisors, the following answers have
been given by 396,000 employees who
have taken the SESCO’s
Employee/Management Satisfaction
Survey:

1.  Appreciation for work done
2.  Feeling “in” on things
3.  Fairness/no favoritism
4.  Job security

5.  Good benefits
6.  Good wages
7.  Promotion and growth opportunities
8.  Good working conditions
9.  Effective communications
10. Sympathetic assistance on personal
problems.

Obviously, the results are quite differ-
ent when you ask supervisors what
employees want vs. what employees
really want.  Therefore, it is suggested
that your organization consider con-
ducting an Employee Opinion/Attitude
Survey to determine how your employ-
ees really feel about your organization.
Your prosperity and future operating
freedom may depend on the answers.
Contact your SESCO consultant to plan
and schedule this important communi-
cations program as more than ever, you
must attract and retain a highly moti-
vated workforce to be successful in
today’s challenging and competitive
environment.

What Motivates Employees?
A SESCO Employee/Management Survey
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June, 14-16, 2009
LFDA State Convention
New Orleans, LA

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

September, 2009
LFDA Fall Seminar
Lafayette, LA

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

▲ ▲

June 14th - 17th 
- L F D A State Convention

June 14th
- Flag Day

June 21st
- Father’s Day
- 1st Day of Summer

May 10th
- M o t h e r’s Day

May 25th
- Memorial day

July 4th
- Independence Day

July 26th - 29th
- NFDA Leadership 

Conference - Branson, MO


