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is a comprehensive program
that recognizes local veterans for their
service and at the same time makes your

funeral home the first choice for those
veterans and their families.
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find out how to become a member.

In 2012 one in four
deaths will be that of
a U.S. Veteran.
Numbers are derived /rom u.s.
Department of Veterans Affairs

It's a beautiful thing when you discover that something
you are passionate about is also good for business . And
reaching out to veterans is a perfect example of that.
There has been a surge in veterans programs within
the funeral industry lately. Whether that is due to the
recognition of the unceasing deaths of veterans by the
thousands each day or the realization of the relevancy
veterans have to our industry, it nevertheless is a good
thing . Reaching out to the veterans in your community
yields positive results for both atneed and preneed be
cause your funeral home can become the funeral home
for veterans.
In the preneed world, we at Pre need Funeral Program
(PFP) have been astounded by the remarkable results
we have seen from including veterans in our marketing
efforts. And that is worth talking about for two rea
sons: (1) preneed is the most cost effective marketing
tool you can utilize and (2) marketing to veterans not
only serves your business well , but also serves your
civic duty.
As a history buff and a granddaughter of a World War
II Navy veteran, I have a soft spot in my heart for vet
erans. They are our heroes, and I feel it is everyone 's
duty, in their personal lives as well as in their business
lives , to reach out to and honor those who have served .
Thus, I applaud funeral homes for including veterans
in their marketing programs and finding ways to honor
them.
When beginning the formation of our veterans pro
gram at PFP, we immediately realized the indisputable
emotional appeal involved with reaching out to veter
ans. However, we had to consider this endeavor from a
business perspective as well.

If you are like me, then you find joy in simply just talk
ing to veterans and would include them in your mar
keting efforts if just to pay back the favor. However,
when devising a marketing plan to reach out to veter
ans , you are faced with the inevitable question: Can
my business thrive off of an idea that originated from
the desire to simply give back?

Well, the demographic data of veterans coupled with
extensive market testing and evaluating tells us that it
not only can be done . . . it can be done well. And num
bers don't lie.
According to the U.S. Department of Veterans Affairs
(VA), there are over 22 million veterans living in the
United States as of 2011. And of that number, 63.9%
are over the age of 55. That is over 14 million veterans
who we deem to be part of the prime preneed market.
Additionally, we wanted to figure out exactly what
kind of person is the prototype of a prearrangement.
So when we went back and looked at PFP's preneed
records over the past 30 years, we found that a typical
person who prearranges is a homeowner, married, and
owns his/her own car to name only a few characteris
tics .
And this research when cross-referenced with the
data reported from the Department of Veterans Affairs
can create a more reliable market, saving you time
and money. For instance , the VA reported that 75.5%
of veterans are homeowners and 69 .7% are married ,
both numbers that are aligned with that of a promising
lead.
This demographic data is the indication of a prominent
market that could benefit from an active preneed pro
gram. Those are large numbers , numbers that you can
tap into within your community if the correct market
ing strategies and tactics are utilized .
So now that we know the market is there, what market
ing methods are best to employ, and what kind of mes
sage will really resonate with this market? How can
we reach out to veterans , not only to get their business,
but also to really educate and serve them? By doing
so , when their time comes, you can ensure they will be
fully honored in the way they ought to be.
At PFP, we have sort of a captivation with direct mail
and are constantly testing, measuring, and evaluating to
truly figure out what methods work best and why. We
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work to figure out not only what will bring in higher
response rates , but also what will bring in correspond
ingly higher close ratios.

ing to the survey, only 7.3 % of veterans said they were
aware of cash plot allowances, and 10.6% noted being
aware of cash burial allowances .

With PFP's "one size fits all" general direct mail piece ,
we were pretty satisfied with the response rates we
were seeing , but we wanted to experiment a little more.
As we began to test some new pieces, we wanted to see
what would fare better in the arena of high response
rates and close ratios : a "one size fits all" approach or
a segmented piece designed for specific market seg
ments.

Information such as the above can be used when de
vising the message you send to the veterans in your
community. You want not only to address the benefits
entitled to them, but also to address how to get those
benefits. And by doing so , your funeral home is painted
as a resource for them to receive this valuable informa
tion. This information doesn't only apply to veterans,
but to their families, as well. Many times out of mod
esty and humility, it is not the veterans who want to en
sure they receive their military honors, but their loved
ones. So that is another point to consider when trying
to garner the attention of veterans - the same message
will often resonate with their families.

Our venture into market segmentation generated from
the acknowledgement of the array of reasons for pre
arranging. There are different segments of the market
who have certain characteristics and would typically
prearrange for a specified purpose. The key is learning
to speak their language and addressing their individual
concerns and interests. Thus , we wanted to figure out
what those reasons are, to whom they apply, and how
we could learn to speak those languages. So based on
past preneed records, we tested several groups.
Married females, pre-retirees, and veterans are a few
of the different markets we tapped into and tested.
Married females are the mothers and grandmothers in
households. They have strong family values , and when
it comes to their deaths, they care most about making
sure their family is taken care of after they are gone.
Pre-retirees are those approaching the retirement stage
in their life, and they are interested in tying up loose
ends and planning for the future. So the key here is
learning the concerns of these groups and then figuring
out how to address those concerns.
And it is no different with veterans. You have to appeal
to their interests , as well. It is important to really think
about the message you are sending and to make sure
that it is a message that will strike a chord with them.
What benefits are veterans typically entitled to yet are
unaware of? What will cause a veteran to seek you out
for additional information?
In a recent survey done by the Department of Veter
ans Affairs , the VA found that 41 % of veterans were
at least somewhat aware of the ability to be buried at a
VA cemetery. Yes , 41 % is a strong number, but when
the survey narrowed questions down to more specific
benefits, the numbers were not as promising . Accord
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So what we found after testing pieces designed specifi
cally for all these groups was that the veterans' piece
was outperforming them all. And in our comparison
to the " one size fits all" approach, the response rates
doubled. And so did the close ratios. So we found the
proof we were looking for. A message that is aligned
with the specific concerns and interests of veterans will
strike a chord with them more so than with the cookie
cutter approach.
Our veterans program has since evolved from direct
mail and is now multi-faceted including everything
from direct mail to reaching out to veterans via social
media to hosting veterans at your funeral home to be
interviewed on their wartime stories on behalf of the
Library of Congress ' "Veterans History Project ," which
to date has collected over 68 ,000 stories . Just another
number to further prove the relevancy that veterans
have and the prosperity they can bring to our industry ,
both professionally and emotionally.
So why do these programs work? Because the num
bers are there to tell us they do. And numbers don't
lie. Including veterans in your marketing efforts, and
including them with the proper marketing techniques,
wilI, essentially, enable your funeral home to become
the choice for veterans in your community. That is an
important piece of the pie for your firm's profitability
because by winning over the loyalty of veterans, you
also win over the loyalty of their families, which as we
all know is a powerful thing.

So whatever marketing tactics you choose to employ
within your funeral home, there are two important
things to remember: (1) The veteran's market not only
exists; it is thriving . Even with the declining numbers
of our World War II veterans, the largest segment of the
veteran population today is our Vietnam veterans, rep
resenting over 7 million veterans in the United States.
And their average age today is 50 years old. (2) People
will respond more favorably to messages aligned with
their interests, no matter what segment of the market
they are in.
Catering to veterans is great for both your profitability
as a firm and your reputation within your community as
an upstanding citizen who truly cares for our nation's
heroes. So as long as you do your research, effectively
reach out to defined segments of your market, and tai
lor your message, you will see your response rates and
close ratios rise. Because as much as we all would like
to sometimes, we can 't argue with numbers.

To hear a free report regarding Pre need Funeral Pro
gram's veterans program Thirteen Folds, call toll-free
1-800-381-9462 Ext. 9898.
Lind say Eagan works in the Marketing
Department at Pre need Funeral Program .
She has written several articles on preneed
and current indu stry trends on behalf of
PFP. She can be reached at lindsay @pr
eneed .net
Meagan
Eagan
works in the Cus
tomer
Relations
Department at Pr
eneed Funeral Pro
gram . She works with funeral homes using
PFP's marketing programs to help ensure
their preneed and atneed success. She can
be reached at meagan preneed.net
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Homesteaders and Leaders Conference Attendees Donate $6,000 to Bahamas Facility
Nassau , The Bahamas - Homesteaders COO Steve
Lang presented a $5,000 check to a representative
of Unity House following a teambuilding event held
March 8 during the annual Homesteaders Leaders
Conference. Before she had a chance to exit the stage,
each of the three winning teams handed over their cash
prizes totaling $1,000 as well.
The teambuilding event was created to build
camaraderie, enhance problem-solving skills, and
familiarize participants with the expansive Atlantis
resort property during the first full day of the Leaders
Conference event. It also provided an opportunity to
leverage the philanthropic nature of the nation's top
pre-need professionals .
"Unity House was a natural choice for the giving
component of our event because it primarily serves the
elderly," says Kim Medici-Shelquist, Homesteaders
director of marketing communications. "It is an
important Nassau community resource providing
nursing home facilities plus shelter and other resources
for homeless individuals and families in need."

The Homesteaders Leaders Conference is held annually
to recognize and reward the company 's highest
producing agents and managers . Approximately 240
are in attendance at the 2012 event, held this year at the
Atlantis Resort , Paradise Island , The Bahamas. Next
year's incentive trip is scheduled at the Ritz Carlton
Rose Hall, Montego Bay, Jamaica.
Focused solely on funeral insurance funding and
support, Homesteaders Life Company is a market
leader associated with nearly 4 ,000 funeral homes and
8,000 licensed agents across the United States . Visit
homesteaderslife.com for more information.
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