
MARCH 2014 THE DIRECTOR www.nfda.org MARCH 201454 55

Marketing Tool

Social Media

Daniel M. Isard

 is the Best

Real Reasons

You Have

Facebook, Twitter, Pinterest, Instagram 
and other similar Internet sites have changed our lives. They 
are all social media. If you went back to read this article a 
few years from now, you would say, “What about XYZ?” 
These phenomena come upon us in the electronic world so 
fast; they are born and mature and then fade out as fast as a 
fruit fly. Remember when AOL was cool (America Online, 
aka AOL: born 1987, died 2007 with 20 million mourners)?

Social media is the 21st century equiva-
lent of the petroglyph, the drawings pre-
historic peoples would etch onto boulders 
or cave walls to brag of their accomplish-
ments. If there were funeral directors a 
thousand years ago within the communi-
ty, they would have been the ones not cre-
ating petroglyphs. Funeral homes are not 
using social media effectively today either. 
Let me explain why I think you should use 
social media and how to use it effectively.

If we study the psyche of typical funer-
al directors, they are, by and large, mod-
est personalities. I am not referring to 
their bragging loudly about the increased 
number of bronze caskets they sold at a 
state convention when they know their 
competitor is within earshot. Nor does 
my comment reflect boasting about their 
golf games, winnings at the roulette ta-
ble in Vegas or how much the new hearse 
cost. I’m talking about the inner modesty 
of what you do every day.

Along comes Facebook (born 2004). If 
you look at its content, you see most peo-
ple filling their newsfeeds with inane in-
formation about what they ate, where 
they are and why they’re upset at the tele-
vision show they’re watching. When you, 
as a funeral director, witness social me-
dia, you may see it for the self-serving ful-
fillment of ego. And that is not who most 
of you are. However, you do not see it for 
the power of communicating your brand. 
But before Facebook dies, you need to re-
alize that potential. 

Imagine that social media is a window 
into your business. There are more ac-
counts into the lives of people on Face-
book than there are telephone numbers 
in the world. The key is to learn how to 
get your messages to other people and in-
vite them to look at your business.

Let me give you five examples of what 
social media can do for your business.

Example 1: Obituary Posting
The obituary is changing in so many 
ways. As Mark Twain said, “Our names 
were intended to appear in the newspa-
per twice – when we are born and when 
we die.” For many reasons, a growing 
segment of the families you serve are 
electing not to post an obituary. There 
are the cost factors and also the distinct 
possibility that very old parents may not 
have peers still living within the com-
munity of their funeral home. There’s 
also a chance of crimes taking place at 
the home if it’s advertised to burglars 
what time you are not going to be at your 
house.

There are changes in newspapers that 
have created a problem as to the publish-
ing of obituaries. In large towns, there 
used to be morning and evening news-
papers. Now they only publish once day. 
In some towns, they do not publish daily. 
By the time the obit notice comes out, the 
funeral and mourning gathering could 
have already occurred. Why spend hun-
dreds of dollars to publish an obit that is 
tossed out just hours after the paper is 
printed?

On the other hand, the electronic obit-
uary is posted instantly, not on any once-
a-day schedule. The electronic obituary 
can be distributed in real time through-
out your community if you have a strong 
social media base. I do not have to come 
home and go to all five neighboring fu-
neral home websites to see who died. I 
just have to look at my smartphone, go 
to my social media and gain that infor-
mation.

Example 2: Advertising
The telephone book has played itself out 
as a means of advertising. The newspa-
per obituary page is the next casualty 
of electronic media. You may have paid 

Imagine that social media is a window into 
your business. There are more accounts into 
the lives of people on Facebook than there are 
telephone numbers in the world. The key is to 
learn how to get your messages to other people 
and invite them to look at your business.
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hundreds of dollars a week to have a per-
manent ad in the paper for the past three 
generations. Now, for free, you can have 
more people see your name each day. Did 
I mention it’s free? Social media allows 
you to advertise your story. The key is to 
keep that story relevant.

I’ve always chuckled at the messages 
that have been used in funeral home ad-
vertising. I am not trying to be mean, but 
I‘ve seen businesses pay good money to 
say things like, “Close to all hospitals,” 
“Serving all churches” and other worth-
less statements. Social media allows you 

to give relevant, modern affirmations to 
your community. We can talk about the 
cutting-edge issues of what you do that 
your community needs to understand. 
We can demonstrate how your business 
is different. All it takes is five minutes a 
day. 

In the past, if you were not able to cre-
ate high-quality graphic images, you 
hired an artist or advertising agency. If 
you think you can’t come up with strong 
content for your social media broadcast, 
then hire someone or make it a group ef-
fort. Get each of your employees, funer-

al directors and non-funeral directors, to 
contribute something. Keep it relevant.

Example 3: Teaching
We often wrongly assume that people 
know what they should do when it comes 
to funeral planning. With social media, 
you have the chance to post lessons that 
people will read. The rewards of being a 
leader in your community, as the teacher, 
are great.

About a decade ago, I took over the 
management of a website production 
company; as a geek, I wanted to learn how 
consumers used websites. I had my pro-
grammers report certain analytics on 
the use of these sites. One such thing on 
which I had them report was the time of 
day consumers would go onto a site to fill 
out a preneed form. I discovered that the 
majority of forms were filled out from 10 
p.m. to 2 a.m. 

We can explain the reason that preneed 
is a consumer advantage or we can be si-
lent on the subject. Those who are pro-
gressive in their messages are the funeral 
homes that are influencing society. They 
are also the funeral homes that are go-
ing to expand their market share because 
families want to do business with innova-
tive firms.

Example 4: Bilateral Communication
Early websites were nothing more than 
electronic images equal to your paper 
brochure pages. These sites did not allow 
for messages to families except those that 
they could read. In case you haven’t no-
ticed, people don’t like to read as much 
anymore. As the development of faster 
Internet connections progressed, sud-
denly a new era was ushered in in website 
production – using video to communi-
cate your message to viewers.

And even more than the use of vid-
eo, the faster Internet allowed your view-
ers to communicate with you. This give-
and-take allows for true communication. 
Consumers can ask you questions if you 
allow them. You can even have predeter-
mined replies. You can both visually and 
orally communicate.

Posting an obit is one-direction com-
municating. When the general pub-
lic wants to join in and show its collec-
tive mourning, people can post their own 
thoughts. A company I owned created the 
electronic obituary with the ability to have 
consumers add their own thoughts. There 

was a fee for each of these multi-platform 
obituaries. Today, some are charging an 
even greater fee for that purpose. The ob-
jective is good; however, social media of-
fers an unlimited means of creating this 
sharing community and, again, it’s free. 
More importantly, it is brought to the at-
tention of consumers without them hav-
ing to do anything. 

In addition, many firms don’t encour-
age people to write to the funeral home. 
Having a site with one email address, 
info@myfuneralhome.com, is ineffective. 
Each funeral director has good will and 
each should have his or her own email. 
The owners should have their email ad-
dress and families should be encouraged 
to write to them.

Example 5: Community Leadership
A social media effort can get the message 
out on the topics with which your com-
munity wants to get involved. It can be a 
charity, a local event, learning of a prob-
lem or learning of a solution. If you have 
a developed social media program, you 
can get that message out like the loudest 
town crier.

You can take the lead on high-profile 
deaths in your community. You can or-
ganize the online presence. You can get 
the message out before it is too stale a 
topic. Or you can focus on year-round 
leadership issues. The messages can vary 
throughout the year. For example:

• In January, you can have a campaign 
for helping the elderly.

• February is a great time to deal with 
matchmaking for survivors, à la Sadie 
Hawkins.

• March can explain the Easter ser-
vice options or help the older communi-
ty with chores related to the coming of 
spring.

• April is tax time, and you can make 
sure people understand their options for 
tax filing as newly widowed.

• May can be a time of organizing a 
trip for survivors.

• June can be a time for creating mem-
ories for a parent who has died. 

• July is a great time for planting a tree, 
which can be tied to the memory of a 
loved one.

• August is a time for picnics.
• September can be a time to talk about 

labor and careers.
• October is a great time to honor the 

memory of veterans.

• November is when the days get short-
er and your message can focus on how 
depression increases with less sunlight.

• December is a time to find charita-
ble causes.

While you are considering these mat-
ters, understand how you can judge the 
efficacy of a social media campaign:

• Look for number of followers. If you 
have 100 followers, work to set a goal to 
promote your presence to increase this 
to 300 within a quarter. Then look to in-
crease it even more. You can do this by 
making posts and asking people to “like” 
you.

• Set a goal for blogging. Write one ar-
ticle the first quarter. The next quarter, 
write two articles. They can be 500 words 
or less, but get your own story out there. 
If you need to hire someone, reach out to 
local colleges that have kids looking for 
jobs and journalism students looking to 
write about pretty much anything.

• Watch how many people are com-
menting or resending your posts. Be 
proud that others are reposting your ma-
terial. That means more people are seeing 
it and it’s topical.

• You can encourage people to follow/
like your social media campaign. As-
sume you wanted to give $500 to a school. 
Offer to give $1 for everyone that “likes” 
you. The charity wins and you gain 100 
followers.

By the way, if you “like” The Foresight 
Companies, you can get tips on social 
media and subjects for reposting. Social 
media is only good if you take advantage 
of it. But don’t worry, your competitors 
get this magazine, too. I’m sure that if 
you don’t adopt a social media program, 
they will. 

Dan Isard, MSFS, is president of The 
Foresight Companies LLC, a Phoenix-
based business and management 
consulting firm, author of several books 
and publisher of Preneed Perspective. 
He can be reached at 800-426-0165 
or danisard@f4sight.com.

For copies of this article and other 
educational information, visit www.
thefuneralcoach.com. Isard also 
produces a semi-monthly video blog 
at www.f4sight.com. Connect with 
Isard and The Foresight Companies by 
following them on Twitter at @f4sight or 
on Facebook.
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