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Funeral Business Solutions Magazine reaches nearly 100% of 
the independent funeral homes in the industry, as well as the 
primary locations of the largest corporately owned facilities. 
In addition, we deliver to those funeral homes that own or 
operate a crematory.

Our readers are the key decision makers – owners, 
managers, funeral directors and cremationists – who 
approve spending and strategic planning for their business. 
No other funeral industry publication has the support, 
following and partnerships like Funeral Business Solutions.

We deliver the most relevant content, both electronically 
and through print. We focus on the most strategic ideas, and 
the most innovative products and services the industry has 
to offer.  We command authority by bringing our readers the 
business practices and actionable solutions that matter the 
most, and allowing our sponsors and advertisers access to 
this ever-changing audience.

7,402
DIGITAL EMAIL AUDIENCE

Reach decision makers with your targeted marketing 
message by advertising in the #1 Guide for Funeral 
Industry Business Strategies.

PRINT 
AUDIENCE 

WHY ADVERTISE IN FBS?
VOICE: We have a respected and knowledgeable 
editorial team readers rely on for information.

FREQUENCY: We reach our readers in print at 
least 6 times a year.

INFLUENCE: We impact purchasing decisions of 
buyers who decide which products and services 
are provided.

REACH: We maintain the most current print and 
digital list of independent funeral homes and 
crematories.

TRUST: We’re a trusted funeral industry partner, 
connecting suppliers to retailers.

18,114
PRINT AUDIENCE

Corporate & Other 2.1%

Independent Funeral 
Homes & Crematories

95.5%

Vendors 2.4%

Funeral Business Solutions 

CIRCULATION

18,000



The number of industry professionals who 
receive our magazine across the United 
States.  The largest distribution of any glossy 
print magazine in the funeral industry.

PRINT 
AUDIENCE 

WHY CHOOSE FBS MAGAZINE?
 BY THE NUMBERS...

18,000
95%

0
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The percentage of our readers who are either 
funeral business owners or managers.  Funeral 
Business Solutions reaches the people in funeral 
establishments who make buying decisions.

The cost the audience pays.  Our readers do not have 
to be members of a trade organization, attend trade 
shows, or pay for a subscription to get Funeral Business 
Solutions Magazine delivered to their door.

$
Our issues per year.  We believe a bi-monthly publication is ideally 
suited to bring readers the news and innovations evolving in a 
traditional industry with well-established practices.  As more than 
one reader has told us, “2 months between issues means I might 
finish reading the last one in time for the next issue!”

The years of experience our publisher, Tim Totten, 
has as an advertiser with his legacy company, Final 
Embrace.  His experience with print, digital, and trade 
show marketing guides the choices of what we include 
- and, more importantly, leave out - of the magazine.

½ The amount you’ll save compared to 12-issue publications.  
Our comparable per-issue rates and lower frequency makes 
it reasonable to add FBS to your marketing plan.  Reach those 
firms who can’t get away to attend trade shows, don’t pay for 
subscriptions, and aren’t members of national trade organizations.  

+



GENERAL ADVERTISING SPECIFICATIONS: Advertisers are strongly encouraged to submit advertising materials 
in a digital format according to the following guidelines. PDF & PDF/X1-a Files: This is the preferred method for 
submitting ad files, provided they are press-optimized, high-res, CMYK, and have the fonts embedded. Please note 
that most PDF files lack the ability to be edited or altered. Other Accepted File Formats: JPG, TIFF, Adobe Photoshop®, 
Adobe InDesign®. Photos: Must be hi-res (300 dpi or greater), actual size. Page Size: Trim: 8.375” x 10.875”. Image 
area: 7.875 x 10.375. Bleeds must extend at least 1/8 of an inch outside of the trim size for the ad. Copy for bleeds 
should not exceed the image area. Borders: We strongly advise that advertisers add their own borders when necessary. 
Ads submitted without borders that are less than a full page in dimension may have borders added at the production 
manager’s discretion if the ad is created with a white background or low color opacity. This is to ensure separation 
between editorial and advertising content. Proofing: Color proofs should be submitted with digital files, and they should 
be printed at 100%. In absence of paper proofs, Funeral Business Solutions is not responsible for color reproduction 
and cannot be responsible for returning proofs.

2024 
ADVERTISING
R A T E S  A N D
SPECIFICATIONS

 

1/2 PAGE HORIZONTAL

7.375 Wide x 4.875 Tall

TWO PAGE SPREAD (DOUBLE TRUCK)

With Bleed:
17.00 Wide x 11.125 Tall

Without Bleed:
16.75 Wide x 10.875 Tall
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1/4 PAGE VERTICAL

3.6875 Wide x 4.875 Tall
1/2 PAGE 

VERTICAL

3.6875 Wide
x

 9.75 Tall

1/3 PAGE HORIZONTAL

7.375 Wide x 3.25 Tall

1/3 PAGE 
SQUARE

4.875 Wide
 x 

4.875 Tall

FULL PAGE

With Bleed:
8.625 Wide x 11.125 Tall

Without Bleed:
8.375 Wide x 10.875 Tall

TERMS: Terms and policies are spelled out in the Funeral Business Solutions standard insertion order, which must be 
signed prior to placement of advertising. Design Services: Our design team can prepare your ad for a nominal charge. 
Fees are dependent on the size and complexity of the project and allow for three revisions. Additional Opportunities: 
Expand your reach using polybags, inserts, bind-ins and tip-ins. Reprints also available upon request. 

STANDARD POSITIONS
2 Page Spread
Full Page
1/2 Page
1/3 Page
1/4 Page

PREMIUM POSITIONS
Cover 1 (Front Cover)
Inside Front Cover
Inside Back Cover
Outside Back Cover
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$4,895
$2,695
$1,895
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$3,595
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$4,775
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$3,255
$3,855
$3,255
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• Funeral Stationery

• Service Essentials

• Prep Room

• Promotional Products

• Urns & Keepsakes

1-800-433-8878

www.hiltonfuneralsupply.com

Who is Hilton Funeral Supply and what service do they provide?   

Based in Auburn Hills, Michigan, Hilton Funeral Supply has 

built a reputation as a trusted provider of the highest quality 

funeral supplies. A reliable partner, Hilton ensures that funeral 

professionals across the United States have access to the 

essential products and services necessary for delivering 

compassionate and caring support to grieving families. Hilton 

Funeral Supply offers a diverse selection of products including 

funeral stationery, service essentials, prep room equipment, 

promotional products, and urns and keepsakes.

How did Hilton Funeral Supply get involved in the  industry?   

Established in 1990, Hilton Funeral Supply has since grown 

into a trusted and reputable name within the funeral profession. 

The company's founder, Tom Patten, grew up in the monument 

business where he developed an innate understanding of the 

specific needs and requirements of funeral professionals. 

Over the years, Hilton Funeral Supply has expanded and 

made lasting relationships with funeral directors throughout 

the United States, selling everything from printed funeral 

stationery to blank paper stock, promotional products to 

keepsake candles, and prep room essentials.

What makes Hilton Funeral Supply unique? 

Hilton Funeral Supply, while remaining proudly independently 

owned, has consistently reimagined, redesigned, and 

refreshed its product selection in funeral categories such as 

stationery, service, prep room, promotional products, and 

keepsakes—all exclusively hand-picked for America’s funeral 

professionals. With licensed funeral director Jason Weir on 

staff, Hilton Funeral Supply has firsthand insight into adapting 

to the needs of today's families and funeral professionals. The 

entire staff at Hilton Funeral Supply takes great pride in their 

vision of providing innovative solutions, reliable customer 

service, and exceeding expectations.

What are the benefits to funeral homes using Hilton?

Funeral homes can enjoy numerous advantages when 

partnering with Hilton Funeral Supply. One of the key benefits 

is access to Hilton's state-of-the-art e-commerce website 

and free mobile app—both ensuring easy access to their 

meticulously crafted product selection. In addition to this, 

Hilton Funeral Supply has designed services such as Shared 

Memories, a creative printing solution that simplifies the 

creation of personalized stationery. Furthermore, they have 

established partnerships with trusted names such as The 

Regal Line, Terrybear Urns & Memorials, and Final Embrace 

in order to provide only the highest quality product solutions.

How does Hilton provide a solution for Funeral Homes?   

By choosing Hilton Funeral Supply as their supplier and 

partner, funeral professionals can leverage industry 

expertise, access a diverse range of products, receive top-

notch customer service, and benefit from creative design 

solutions. These advantages collectively empower funeral 

professionals to better meet the needs of the families they 

serve and enhance their reputation. Hilton Funeral Supply 

steps up to the challenge of the ever-changing needs of 

funeral professionals by consistently putting the customer 

first and regularly updating its products and services.

COMPANY SPOTLIGHT
Hilton Funeral Supply

800-433-8878

www.hiltonfuneralsupply.com

or download their free mobile app!

24 www.FBSMagazine.com | September/October Issue 2023

FEATURED TRADE SHOW ISSUES
Your Guide for Funeral Industry Business Strategies | September/October 2023

Radcliffe Media, Inc. 1809 South Bay Street, Eustis, Florida 32726

The New Face of Mortuary 
Design and Equipment
Our conversation with Joel Soelberg, 
new owner of Duncan Stuart Todd
                                             page 32

ASD’s Innovative Solutions to Stay Ahead  |  PAGE 34 

Your Guide for Funeral Industry Business Strategies | July/August 2023

V
O

LU
M

E  I,  N
O

. 2
JU

LY/A
U

G
U

S
T 2

0
2

3
 FU

N
ER

A
L  B

U
S

IN
ES

S
  S

O
LU

TIO
N

S

Radcliffe Media, Inc. 1809 South Bay Street, Eustis, Florida 32726

MUST SEE COMPANIES = $349 PER ISSUE | MUST SEE PRODUCTS = $299 PER ISSUE

What is MemoriaLeaf?

MemoriaLeaf, a lapel pin, is the emblem of remembrance. Styled as a leaf that 

remembers the one who fell from the family tree, it adds a heart to reflect the 

sentiment, you hold my heart, or my heart remembers.

Who created it?

The creator of the pin is Ruthann Disotell, a funeral director/embalmer for 46 years 

grew up in two funeral homes in New Jersey. She has a history in funeral home 

design, developing care programs and managing start-ups. One firm served the 

Jewish community. She said, “It was easy to identify the grieving family when you 

walked into the room; they were wearing Kriah ribbons. Then, I thought… If you 

aren’t Jewish, what do you get? Nothing. There was no universal emblem for those 

whose heart has been touched by loss. The black arm bands and heavy veils have 

gone to the wayside.”

How did she decide on the leaf motif?

Ruthann struggled to identify an emblem which would be non-denominational, non-

ethnic, and something that would be comfortable for everyone to wear. History had 

proven that men are not likely to enjoy wearing an angel, rose, or butterfly. Then, 

when a leaf was discovered on the sidewalk, she thought, ‘Everyone relates to the 

family tree!’ The leaf was transformed into a pin. It is accompanied by a poem card, 

“Some leaves wither and drift away; others rip off in a storm. This leaf rests upon my 

heart, to keep your memory warm.” 

How has the pin been received by the community?

The reaction of families has been visceral. To be able to carry their loved one with 

them is so special. If you ask the family for permission to pin their loved one, it 

‘connects the dots’ for callers.  And the meaning of this pin is also easily woven into 

Celebrant services, annual memorials, and grief support groups.

 
When the family wears the pin in their daily walk, it attracts attention and stirs 

conversation. This gives the wearer the opportunity to talk about someone they love, 

to share a story and remember happy times, to return to their joy. No one should 

have to sit in their soup forever. They still have joy inside them. They just need to be 

reminded of the ringside seat they had on a wonderful life. 

How is MemoriaLeaf different than other keepsakes?

While there are other products that cause remembrance, they are largely kept at 

home. The benefit of MemoriaLeaf is that it walks around town starting conversation. 

A natural question is, ‘Where did you get that?’ Now we’re talking about the funeral 

home… and smiling! Advertising was not the purpose of this product, but you can’t 

deny the wonderful side effect.

COMPANY SPOTLIGHT
MemoriaLeaf

908-475-1711 

memorialeaf.com
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www.memorialeaf.com

908-475-1711

*packaged for sale

*family identifier

*precious keepsake

*conversation starter

MemoriaLeaf creator, Ruthann Disotell.

ICCFA 
MARCH/APRIL
*BONUS DISTRIBUTION AT THE SHOW

TAMPA CONVENTION CENTER 
APRIL 10-13, 2024| TAMPA, FLORIDA

NFDA
SEPTEMBER/OCTOBER
*BONUS DISTRIBUTION AT THE SHOW

NEW ORLEANS CONVENTION CENTER 
OCTOBER 20-23, 2024 | NEW ORLEANS, LOUISIANA

COMPANY SPOTLIGHT 2-PG SPREAD

AVAILABLE ONCE PER CALENDAR YEAR TO FULL-PAGE ADVERTISERS - SUBJECT TO AVAILABILITY

In today’s funeral business, success takes knowledge. The industry trade shows are a great way to gain that knowledge while 
interacting with colleagues, to share ideas and discuss challenges. If you plan to exhibit at one of the 2 major industry shows, 
FBS is a great way to enhance your marketing, to not only those attendees at the show, but those who do not attend the show. 
Our Must See’s are a must have for any business that attends the show.

Available to our full-page advertisers, the company spotlight features your full-page ad next to a full-page interview about 
your company’s products, services, and history.  Think of it like that conversation you have in person at conventions or sales 
meetings with a potential new client.  Use the company spotlight up to once per calendar year to give readers a better idea of 
who you are and what services or products you provide.



35
www.FBSMagazine.com | July/August Issue 2023

34 www.FBSMagazine.com | July/August Issue 2023

More than ever, people appreciate having information 

conveniently at their fingertips. This led ASD to develop 

an Obit Texting feature to ensure callers who request 

service information can receive a helpful text with all of 

the details. The text message will be a link to the obituary 

leading the person directly to the funeral home’s website, 

creating opportunities for the mortuary to reach more 

people with their web content than they could previously. 

Visitors can explore other web pages and learn more 

about the funeral home. This can, in turn, increase the 

firm’s pre-need leads or secure new sales for flowers and 

condolence gifts.

5. Add a “Text Us” Option to Your Website

Enhance your funeral home website with a ‘Text Us’ 

button, enabling mobile users to send text messages. 

ASD Mobile will notify the on-call director, who can 

reply from the app using the funeral home number as 

the outgoing Caller ID. Introduced earlier this year, 

ASD’s cutting-edge Web Texting tool will strengthen 

funeral home communication channels and enhance 

customer service. This new solution is made possible 

through ASD’s integrations with the leading funeral home 

website companies and is currently being utilized by 

mutual clients of ASD and Tukios. The company expects 

to introduce this powerful functionality to more funeral 

homes in the upcoming months. 

6. Respond to ASD Messages via Text or Push Notification 

Whether on the road, with a family 

or in the middle of a memorial 

service, there are certain times 

when it is not only inconvenient, 

but impossible, for a funeral 

director to be interrupted with 

a phone call. This is why ASD’s 

systems are designed to allow 

clients to respond to messages 

from a mobile device without the need for a telephone 

call. Clients can set up a customizable delay for urgent 

messages that gives them a convenient window of time to 

respond before ASD follows up with a phone call. 

7. Receive Follow Up Reminders on Outstanding Text 

Messages

ASD now offers a valuable feature to ensure timely 

notification for on-call funeral directors. When the 

funeral home’s number receives a text message that 

hasn’t been replied to, ASD’s system can immediately 

alert the on-call director. This proactive notification 

system guarantees no important messages are 

overlooked or left unanswered.

8. Text GPS Address and Floral Recommendations to 

Callers

Mobile technology has greatly reduced calls from 

lost visitors to funeral homes thanks to the advent of 

GPS navigation. More often these days, people call to 

confirm GPS addresses, so ASD sends text messages 

with address links for easy route viewing on navigation 

maps. Similarly, funeral homes often field calls related 

to florist recommendations. ASD can now offer to send 

a text message to callers who request this information 

with the funeral home’s recommended flower shop(s). 

Like Obit Texting, there is no effort required on behalf of 

the funeral home to take advantage of these solutions. 

Text messages are sent by ASD using the funeral home 

number as the Outgoing Caller ID, ensuring any replies 

are sent to the on-call director. These convenient texting 

features are offered to all ASD clients for no charge. 

9. Send Your GPL To Shopper Callers via Text

ASD is actively developing a new technology for the 

ever-changing funeral consumer/shopper who expects 

an immediate price quote over the phone, completely 

customized to their needs. Most families appreciate 

both personal service and having information at their 

fingertips. Having the ability to text them the funeral 

home’s General Price List while they are still on the 

phone with on-call director is a game-changing solution 

that will revolutionize how funeral homes handle these 

sensitive calls. 

10. Use Text Messaging for Alerts in Funeral Home 

Building

One of the most interesting ways funeral homes have 

used ASD’s MobileFH® Texting is to create signs around 

their funeral home building encouraging visitors to 

text them regarding things need to be addressed. For 

example, if a box of tissues, dispenser of soap, or roll 

of toilet paper needs to be replenished, mourners can 

discreetly and conveniently make the funeral home 

staff aware of it. The staff can then respond promptly to 

maintain a well-stocked and comforting environment for 

visitors. BONUS HACK: You can add a QR code to signs 

that will automatically create a text message, allowing 

the person scanning the code to immediately alert the 

funeral home staff with just a quick tap on their phone.

To learn more about these text messaging tools and other 

communication solutions for funeral homes contact ASD.

 

The impact of text messaging 

on society and communication has 

revolutionized everyday life, offering 

speed and convenience in transmitting 

information. Text messaging has streamlined 

processes and transformed interactions, including 

how businesses engage with customers.

Funeral professionals have also seen the benefits of 

integrating text messaging into their business strategies. 

Despite initial concerns about professionalism and the 

preferences of older generations, text messaging has 

become an essential tool for funeral homes, catering 

to the needs and expectations of families. Studies 

show that text messaging is widely used, even among 

Americans over 50, with a 98% open rate and higher 

response rates compared to emails.

ASD, the leading funeral home 

answering service provider, 

has observed closely how 

text messaging has become 

an essential tool for funeral 

homes. Recognizing the 

demand for technologies that 

meet this growing need, ASD 

has developed specific text- 

messaging tools tailored for 

funeral professionals. These 

solutions not only save time but 

also provide greater flexibility 

for on-call funeral directors.

Here are 10 Text Messaging Hacks You Need to Know

1. Use Your Funeral Home’s Number as the Outgoing 

Caller ID When Sending and Receiving Text Messages

In the past, funeral professionals hesitated to use 

text messaging due to privacy concerns, the risk of 

misdirected information, and difficulty in accessing 

crucial data. However, ASD’s MobileFH® Texting solves 

these issues comprehensively. This feature enables 

funeral homes to send and receive texts using their main 

business number, ensuring secure communication for 

sensitive information. It also maintains funeral directors’ 

privacy by concealing their personal cell phone numbers 

while conducting business on the go.

The ASD Mobile app stores all messages, photos, and 

documents sent to the funeral home number, providing 

easy access for owners and managers to review. The 

benefits are abundant: it safeguards directors’ privacy, 

allows retrieval of attachments and photos, minimizes 

the need for directors to respond during their time 

off, keeps a record of conversations, improves office 

organization, and offers staff oversight. Additionally, 

it prevents families from contacting a former employee 

who is no longer associated with the funeral home. 

2. Send and Receive Text Messages Online Using the 

Funeral Home Number

While relaying information to families via text while on- 

the-go is convenient for directors, funeral home office 

staff must often use text messaging to converse with 

families as well. This is why ASD’s MobileFH® Texting is 

also available through a secure online portal. Office staff 

can log in and use the funeral home number to coordinate 

appointments, respond to inquiries, and send aftercare 

messages.  Accessing text messages on a computer 

also keeps everyone synchronized and supports 

administrative tasks like insurance paperwork and 

obituary submissions. This efficient access to messages 

saves time and offers unparalleled convenience for 

funeral home staff.

3. Text Families Important Resources Immediately 

Following Their First Call

The initial phone call to a funeral home can be 

overwhelming for a grieving family member. Offering 

immediate guidance through text messaging helps 

establish a connection and demonstrates care. ASD’s 

NEXT STEP Text™ enables funeral homes to send 

important resources to families via text after their first 

call. The text can be initiated by an ASD Call Specialist 

after handling a first call for the funeral home or by a 

funeral home employee using the ASD Mobile app. 

All replies to the NEXT STEP Text™ messages are 

conveniently logged within the ASD Mobile app. Funeral 

professionals can choose to link to a specific resource 

page on the funeral home’s website or a checklist pre-

written by ASD that includes their firm’s name and 

website. This versatile solution enhances the overall 

experience for families and offers new opportunities for 

deathcare professionals.

4. Share Obituary Information with Callers via Text

One of the most common reasons a person contacts 

a mortuary is to obtain funeral service information. 
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Let’s gets to know you… What 
drives you personally?   My family relationships, and my 

relationship with God are super 
important to me.  Progress in 
each area of my life is always a 
goal so I try to keep a balanced 
life.  I do have to admit I’m often 
thinking about business and 
ways to improve it. For fun, I love 
to be active outdoors, travel, 
and coach. 

What kind of coaching?  I’m an Assistant Cross Country 
Coach at my local High School. 

I also volunteer at my church and often help with the Youth 

Group activities. I feel that’s another form of youth coaching. 
What’s an interesting but unknown fact about yourself?  

I’m getting little rusty, but I speak Portuguese and Spanish. 
You are an Army veteran right? 
I served 8 years in an Army National Guard, Cavalry Scout 

unit, that was later reclassed into an Infantry heavy weapons 

unit. Think humvees, 50cals. and big scopes, and you get the 

idea. I consider myself blessed to not have had to deploy to 

Iraq or Afghanistan when so many of my fellow soldiers had 

to.  But since I got out before retirement and didn’t deploy 

I feel l don’t quite deserve the typical definition of veteran. 
What’s a lesson that has shaped your career?

I’ve come to appreciate the truth in the saying “it’s not what 

you know but WHO you know that counts”.   Certainly skills 

and experience are important, but relationships and personal 

connections are the key to personal and business growth 

because of the opportunities these relationships afford.
What would you say is your “Profession”?
Helping people. As a businessman with a manufacturing 

sales and operations background I help people solve their 

equipment needs.  Applied specifically to deathcare; I help 

equip the work-spaces needed to ensure dignified farewells. 
You are fairly new to the deathcare industry and to Duncan 

Stuart Todd right?New is a relative term right? I have been in the industry and 

operating Duncan Stuart Todd Ltd since February of 2021.  
How did you come to be the Managing Director at DST? 

I bought DST! I am relatively new to the deathcare industry 

and the new owner of DST but not new to business operations 

and business ownership. 
Most recently I was a partial owner and CEO of an aerospace 

jet engine tooling company that did work for GE, Pratt 

Whitney, Rolls Royce, and other jet engine companies. It 

was great until Covid impacted air travel and caused an 

overnight sales drop of over 60%.  
We faced the facts quickly and decided to make a lot of big 
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changes (and cuts) BEFORE we got into dire financial straits. 

One of the decisions was for my two partners to buy me out 

since I had the flexibility to look at other career options. 
My partners wanted to stay in the business so I sold my 

portion and found myself jobless but optimistic going into 

the holidays of 2020. I immediately began looking to buy 

another manufacturing or service-related business and 

responded to a business broker’s listing of a “Medical Device 

Company for sale”.  
That was my first glimpse at Duncan Stuart Todd Ltd.  I 

eagerly pursued the opportunity after learning more about 

the industry, and DST’s position as both a Design AND 

Equipment firm.  For me it was a best of both worlds scenario. 

Service AND Manufacturing within a meaningful human 

services niche.
It also tied in my Bachelors in Biomedical Science degree and 

past work experiences in healthcare clinical environments. I 

found my education and experiences correlate well with the 

clinical side of Deathcare and the workspaces we deal with. 
Why was DST for sale? I started working in DST prior to the acquisition under the 

tutelage of the sellers; Duncan and Marjori Todd, who had 

been involved since the founding in 1991.  Duncan and 

Marjori didn’t have any children interested in taking the 

reins, and they hadn’t found an internal candidate who could 

take the business to the next level.  So they wisely went to 

a business broker named Roger Smolik (probably the best 

business broker I’ve ever worked with) to sell the business 

on the open market. That’s when I found the listing. 
To their credit, the sellers received multiple offers and 

interviewed and vetted multiple buyer candidates.  Even 

though I wasn’t the highest offer, they felt like I was the right 

fit for the business due to my diverse background and my 

passion for business.  (I’m sure meeting my wife helped too, 

as they could tell we are a great team).  The broker, Duncan 

and Marjori were super helpful throughout the process and 

ensured the ownership transition went smoothly.  

How has the last 2.5 years at DST's helm been? 

I’ve had a blast! I have an amazing team and I find the industry 

so meaningful and refreshing. I feel genuinely helpful and feel 

that I/we/DST add a valuable service to our customers and 

the families they serve.
“Refreshing” is an interesting term. what do you mean?

My dealings with other professionals in other industries 

(including healthcare) proved to be less sincere than what I 

find is the norm in deathcare. As an example, in the past I might call up a customer and we 

each would say “Hi, how are you?” or some other greeting that 

was quickly glossed over in order to get to the tasks at hand.  

These greetings became majorly meaningless. I find when I get 

asked these questions by a funeral/mortuary professional, they 

actually care about me and want to know what I have to say. 
That sense of sincerity and empathy for each person is 

refreshing to me. Their example has helped me to slow down 

so I can really see, hear, and acknowledge the people that 

I interact with each day.  I’ve told all my family, friends and 

past colleagues how neat and unique the people within the 

deathcare industry are.

How is DST different now that you are involved? 

We have a more resilient supply chain, a more flexible and 

customizable service and product offering. We regularly export 

across the globe now. I also think we do a better job at trying 

to understand and respond to our customers preferences now 

versus a few years ago.  
DST has always been a quality and technology leader, but 

unfortunately had a reputation of being inflexible to customer’s 

personal preferences and requests.  DST has always offered 

customizable solutions, and great products, but within what 

DST thought was best. Like giving a customer color choices 

on medical flooring, but not giving them the choice about 

whether they wanted or needed medical flooring.  
Now we can flex to a customer who decides another flooring 

solution is preferred. We ensure they understand their options, 

then get behind their decision. So in this example, most 

customers agree with a DST recommendation for medical 

flooring in the care-center, but some projects opt to buy 

everything else from DST, but do the flooring themselves. 

Of course, attending to all the project details, exceptions 

and being this flexible means more admin and educational 

time between DST and the client. So we added staff to better manage the projects. We also 

added to our product options with new vendor relationships.  

This positioned us to be a lot more agile, offer more, and be 

more flexible than in the past.At the end of day, we want to give our customers what they 

want, while still ensuring we meet all the code and OSHA 

requirements along the way.  We want the customer to rave 

about the rooms, the equipment AND the DST experience. 
Besides being more flexible, and improving your supply 

chain and product options, has anything else changed? 

We have diversified and improved our services. One example 

is our amped up care-center operational analysis and 

consulting services.  DST can look at a facility’s current state 

and plan the future state of the facility based upon forecasted 

growth rates or based upon the care center centralization 

goals of the facility management.  We have become very skilled at helping our customers build 

the business case, and to do the necessary pre-planning to 

justify or define an appropriate renovation or new build plan.
Take the case of someone trying to decide if they should 

build, versus buy an existing building and renovate it. DST 

can give them care-center square footage targets to shoot 

for, and help quote the equipment for the spaces.  Then the 

customer knows upfront if they can afford the project or 

what kind of real estate or facility they should even look for.  

This consultation service is a huge value add to the many 

decision makers who know (or are told) they need to make 

some operational and facility changes, but don’t know how 

and where to start.  
Does consultation include site visits?
A site visit by DST is not typically required for a successful 

project. With all of today’s technologies we can be successful 

communicating and assessing a situation remotely.  That said, 

since I took over and in response to customer requests, DST 

began to offer site visits. We tour a site and evaluate OSHA 

compliance, equipment condition and availability. We also 

perform flow studies and take photos and measurements 

as part of the visit. 
We then digest our visit findings and help the customers 

quantify and analyze their current and future state operational 

and equipment needs. After that it is pretty easy for DST to 

provide budgetary numbers and feedbacks to help customers 

decide if a project is the right answer for them from a scope, 

timing, and resource standpoint. We can then flow right into 

a full design and equipment project with them. 
DST used to be a lot more reactive in this area, expecting a 

client to  already know what they wanted and to know their 

budgets before engaging DST for design.  We consider this 

an evolution to meet our customer’s needs.  What are some of the ways you are evolving beyond your 

amped up consulting services? 
Cremation as a trend is a great example.  Some people ask 

if we are worried about cremation taking over the industry. 

We don’t worry because DST has leaned in over the last few 
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The story of Chandler Funeral Home can be drawn with 

circles; a collection of full circles to be exact.  Founder 

and owner Bryan Chandler was raised in Caldwell, Ohio and 

returned from Pittsburgh Institute of Mortuary Science to 

open his hometown funeral home in 2004.  The funeral home 

is a renovated and repurposed grocery store where his family 

shopped and where his grandmother worked in the meat 

department.  In Chandler’s youth, his father cared for several 

township cemeteries and later went to work with his son when 

they added a monument business.  From graduating from PIMS 

to today celebrating 15 years as an adjunct professor with the 

school, Chandler sees a new generation of funeral directors 

on the horizon, including his niece who has recently graduated 

from the Institute and is looking forward to her apprenticeship.
We sat down with this hardworking funeral home owner to 

discuss what it took to build the largest funeral provider in his 

county and what strategies he deploys to properly serve his 

hometown community in Southeastern Ohio.  Tell me about yourself and how you became involved in the 

funeral industry? My name is Bryan E. Chandler, I was raised in Caldwell, Ohio my 

entire life and only left for a few years to attend the Pittsburgh 

Institute of Mortuary Science and complete my apprenticeship 

in Zanesville, Ohio at the Bolin-Dierkes Funeral Home. I am 

married to Kimberly Chandler and we have three children 

Preston (16) Ella (14) and Pyper (5). We have two dogs Tucker 

and Max. I grew up in a lower middle class family so my father 

worked several jobs to support us and one was to care for a 

couple township cemeteries. Early before school we would 

run up to the cemetery to make sure the graves didn't have 

water in them and make sure they hadn't caved in. After school 

following the funeral we would fill the graves in by hand. So 

ever since a very young age I found myself in cemeteries. I 

attended high school and college at the same time and planned 

to attend college for engineering. Due to a snafu I was deleted 

from their system and told I couldn't start until the next term. 

In the meantime I had attended college with a friend that was 

attending CCMS. After some thought I decided to change 

career paths and since PIMS was closer I applied there. So I 

moved from Caldwell to Pittsburgh. That's the beginning of 

my Funeral Service Career. 
How did you become a funeral home owner?
Following my apprenticeship I took a job for a small 

corporate funeral company based out of San Diego, California -  

The Hamilton Group. I became the youngest location manager 

that the corporation had ever had. Following managing for a 

year or so and gaining some very important knowledge and 

experience, I decided it was time to try it on my own. There was 

a former IGA grocery store that had closed in my hometown 

that had sat empty for a year or so. Following an agreement 

with a contractor and securing bank financing, it was time 

to take the dive. Following many months of construction we 

were able to have an open house and open our doors February 

14, 2004 Valentine's Day weekend. It took a while to build a 

business from scratch but we are headed in the right direction. 
What makes your funeral home unique?
I'm not one to brag about myself so I would answer this by 

speaking about the physical building. We were blessed to 

convert a one level building that was free spanned and able 

funeral home success story
to place walls wherever we would like. There are no steps, 

ramps, or elevators. We have a large visitation room and even 

larger chapel. We have the only funeral home with a children's 

playroom in the area. We have a modern kitchen/refreshment 

room with many conveniences. We have a comfortable 

arrangement room with the only casket selection room in our 

town and a very large parking lot, which is something that is 

hard to come by in our village. We’ve made a big investment 

in technology, with large wall mounted video screens in every 

room to display memorial tribute videos or to use as a live feed 

from the chapel for seating overflow, so you are not staring 

at a wall. We have a fully colored digital screen outside to 

announce services to the public. What does excellent customer service mean to you?

It has been such a blessing to be entrusted by my community 

to care for their families. I strive to meet every possible need 

my families have, especially the ones they can't verbalize. 

Having to call upon a funeral home is one of the most difficult 

tasks one must do. I try to make this process as seamless 

as possible so that no added stress is placed upon the 

families I serve. I want to blend into the background while 

always being there the instant they have a question or need 

I can rectify. From the very first phone call to the delivery 

of flowers and aftercare, I want families to know they are 

my top priority and will always have my attention anytime 

they need it. 

What do you feel has been the biggest factor in your 

success? I'm always afraid to call myself successful because I am 

always working to assist more families in a better way than I 

did yesterday, so I see success as something on the horizon 

to strive towards. I feel people just want to know you care 

and you will treat their lost family member as if they were 

your own. I grew up and we didn't have much in terms of 

materialistic things, but I was taught how important it was 
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to respect everyone no matter what their status in life was. I 

feel it's important to be able to relate to people. We all have 

something in common and sometimes it is that little thing that 

can connect us on a level that allows trust. I am very detail 

oriented and want everything just perfect for every family from 

the appearance of their loved one to that one special song 

the family requested be played prior to the funeral service.

 
Do you have any advice for other funeral homes? 

I'm not one to give advice as if I'm one of those Funeral 

Directors that claim to have the secret to Funeral Service. 

My only advice would be to have compassion for everyone, 

including your employees. You never know what a family is 

going through. Everyone's relationship is different. In my 

early days and I believe still to this day, I work hard. If I'm 

not working on a funeral related task, I am working for the 

monument company that we operate. I still love serving families 

in a suit and getting dirty setting a headstone for a family to 

visit for years to come.  
How are you involved in your community? 
I love the community I serve and it's my privilege to get to 

be involved in any way I can. I served on the local Board of 

Developmental Disabilities until I maxed out following 12 years 

of service. I had served as President and loved serving these 

very special people in our community. I am a member and have 

served as secretary for our local Masonic Lodge. I've served on 

advisory boards for the local school and colleges. I'm happy to 

assist with my children's extracurricular programs. I've served 

on the Ohio Board of Embalmers and Funeral Directors as 

Secretary as well. I'm very active in the Noble County Chamber 

of Commerce, serving on the executive board, where I often 

emcee events such as the State of the County and Meet the 

Candidates. 

What excites you for the future? 
What excites me most for the future is in two words: "motorcycle 

riding." Yeah, yeah I know what you are asking but let me 

explain. There is a warehouse next to me and every day the 

sun shines, a gentleman that stores his motorcycle there 

can be found with his car parked and out for a ride. I hope 

to be able to one day stop in and ask if the staff needs my 

assistance in any way. If they say no I too hope to be out in the 

sunshine riding my motorcycle, golfing, or whatever people 

are doing in those days. Funeral service has changed so very 

much in the last year and honestly I'm excited to see what the 

future will bring in our great industry. I also get excited when 

someone calls the funeral home for another of my associates 

which makes me feel like just maybe I have helped to create 

a culture of people helping people and what else can you ask 

for in your career and life. 
Anything else you would like to include or say to our readers? 

Funeral service has offered great satisfaction as a career for 

me and put food on my family's table. I can't say the industry 

or career is perfect by any means. The thing about making a 

decision is that you will never know how the alternative choice 

would have turned out so why even give it any thought. If there 

is anything I've learned is that this life is so very short and our 

time is limited. Enjoy your family, your friends and your career 

as they are truly all blessings. 
I also like to refer to myself first as an embalmer; I think it is 

because for as many years as I've owned a business I have 

also served colleagues as a trade embalmer. We should be 

making great embalming a priority.  For too long we have let the 

appearance of loved ones not be where I feel it should be. Let's 

do the small things to give a great lasting memory for families. 
I have always been involved in the monument industry since 

I've been in funeral service. We have been blessed to start our 

own headstone business, Chandler Monuments. Over several 

years, we have become the largest monument provider in 

the county and we also serve many of the surrounding areas. 

I believe nothing is as important as a permanent cemetery 

memorial. I enjoy assisting families in designing, ordering, and 

installing these monuments. It can be very difficult for some 

families as the last item they have to take care of following 

a death. I am always enamored to think of the years to come 

these monuments will stand up to the test of time in these 

cemeteries. There are few things you can accomplish today 

that will last for hundreds of years like setting a monument.
Bryan can be reached at www.ChandlerFuneralHome.net.
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How did you get started with your company?

As an artist, I founded RK Productions in 1994 as a 

manufacturer of hand made natural stone products. My 

background in the Vancouver film industry as a sculptor, 

props specialist and set decorator as well as his history 

of making award winning clay animated films, is what the 

company evolved from. Items such as mirrors, bowls and 

wall plaques were both designed and produced by the 

company and sold all over North America. Everything RK 

Productions makes is manufactured in Canada using real 

stone. 

How did the company become involved in this industry?

In 2007, I decided to add cremation urns to its offerings. I 

wanted to provide families with a high quality, well designed 

urn that did not look like a traditional urn. In fact, so I set out to 

do the exact opposite. I wanted to create designs that would 

stand out from the crowd and allow a family to display them 

in their home as pieces of art, rather than urns. Over the next 

several years these Funeral Products began to become a more 

significant part of RK Productions designs and eventually 

have taken over the entire direction of the company. We now 

design and produce well over 50 urns, keepsakes and candle 

holder urns for Funeral Homes worldwide. They can be found 

proudly on display in peoples homes and cemetery niches 

and funeral homes. 

What is your favorite thing about what you do?

There is really two things: one is the ability to design new 

products from the ground up. Starting with simple sketches 

and 3D models and turning these into products that can be 

manufactured one piece at a time. This is a very exciting process 

that can last for several months and even years. 

The second thing is our incredible staff. We have put together 

a very creative team of talented artisans, that take incredible 

pride in what we produce. Each one of our urns and keepsakes 

is hand made and hand painted one at a time.They care deeply 

about the products we make and they are very connected to 

how these items can impact other families lives. This is a very 

rewarding thing for an owner to experience.  

What do you wish you knew when you first started?

Understanding which marketing paths and in particular which 

conventions are worth participating in. I’m still learning every 

day, and have always believed people around me have lots 

to offer, but you have to be willing to listen. And ask the right 

questions.  

What is the most challenging aspect of your career?

Most people would probably say finding good people. But that’s 

something we have been very good at. The real challenges 

are encouraging funerals directors to try something different 

and to trust us when we explain how families truly appreciate 

our designs.  

How do you set personal goals for yourself? 

In the shower! This may sound absurd, but some of my best 

ideas, solutions to problems and goals to achieve, happen 

when I’m in the shower.  My goals tend to manifest themselves 

from smaller ideas that can seem insignificant at the time, but 

become increasingly apparent in months to follow.  I’ve always 

been driven by creating things or building things with my hands. 

In many cases the hands on approach to all things in my life, 

including goals, is how I start the process of achieving them. I 

also tend to surround myself in a quiet and natural environment 

such as a forest or a river. The clarity that can happen there has 

been very rewarding. 

Why have you stayed in this industry for so many years?

This is a very small industry. One which I thought may not be 

large enough for us to sustain our designs into. But I have 

learned that due to how small it is, and because our designs 

are so unique, we have been able to stand out among other 

products in a more significant way.  

What has been the most important factor in your success?

Creating meaningful designs that families will choose because 

they connect with the art and the design, that memorializes 

their loved ones. And focusing much of our efforts on the best 

quality and best customer service we can provide.   This industry 

has changed dramatically in the past few years. 

How has that affected RK Productions and your career?

In Canada the cremation rate is one of highest in North America 

and we were very comfortable introducing new products into 

these markets. In the US market, cremation has dramatically 

increased as a percentage of overall deaths from well below 

50% to well over 50% in the past 15+ years. The most successful 

funeral homes in Canada have been doing what the US funeral 

homes are now experiencing for many years already, as the 

cremation rate in Canada is above 80% across the country. 

The key to success in a changing industry is to embrace the 

change and more specifically in the funeral industry, to make 

sure all families know (not just burial families)what kinds of 

options there are for them to choose from. There is a sense 

of “oh, it’s just a cremation family” here is our basic cremation 

package. What I hear many successful funeral directors tell 

me, is they offer all of the same things to a cremation family as 

they do a burial family. And what I hear families tell me is they 

had no idea they could do all these things. We tend to forget 

a family may be in the funeral home for the first time in their 

life and they have no idea what to expect. It’s very important 

for the future of any funeral home, to make sure they give 

every family, not just the burial family, every opportunity that 

is available to memorialize there loved one. The results may 

be very surprising…  

What are you most proud of so far in your career?

I am very proud of being able to say we manufacture all our 

products in North America. Way too much manufacturing has 

INDUSTRY SPOTLIGHT: 

Randy Koufalis of RK Productions

left the country and there is a significant price we are all paying 

for this. Keeping our manufacturing here, allows us the ability 

to keep our quality at the highest level possible and control 

our inventory. In fact, during Covid while many suppliers were 

running out of products, we were producing more of our urns 

and keepsakes than we ever had! Because we could…

The other thing I am particularly proud of, is setting an example 

to my children, how anything is achievable if you are willing 

to work hard and believe in yourself and what you are trying 

to achieve. I want them to be able to see this, and we share 

a considerable amount with them how this works. One of my 

favourite things I repeat oftenis “I don’t want to hear why we 

can’t do this, I want to hear how we can!”

Looking forward to the future, what are you most excited 

about? What are you most concerned about?

It is exciting to be in an industry that is changing and from my 

perspective growing. This creates opportunities if your willing 

to see them. In my opinion, personalized memorialization is 

going to continue to become one of the most demanded things 

families will be wanting. But, I’m probably most concerned 

we, as an industry, are not providing families with enough 

information about how we can do this. We need to provide 

clearer guidance. Families do not know what, they don’t know.

 
Do you have any advice for other business owners in this 

industry that might be struggling?

As I’ve said, this is a very small industry. Not every idea is going 

to make it into this market, you need to recognize when that is. 

Many companies think they will make heaps of money selling 

or providing services to the funeral industry. But I’m surprised 

how many don’t realize there is only approximately 2 million 

deaths each year in the United States. This is in relative terms 

a very small number. In the years when RK Productions sold 

products into gift shops, gallery’s and home decor stores 

we could sell to over 300 million Americans. 2 million is a 

substantially smaller number.  Recognize when your product 

or service is not going to work and listen, listen, listen.  FBS

 
You can learn more at www.RKUrns.com
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Can you start out by sharing a brief history of your company?

Since 1999 when I was first introduced to the funeral profession, 

I always enjoyed working with Funeral Directors. Funeral 

service truly is a one-of-a-kind profession. I really enjoy the art 

of business models; they honestly fascinate me.  I read business 

books like a Grisham novel.  My gift is thinking differently and 

creatively. After the sale of my previous company (CJ Boots 

Casket Company), I was eager to serve funeral directors and 

the profession as a whole. In 2021 I met the President of AMJ 

Insurance (Michael George) a brokerage that writes insurance 

in 48 states. It was at this point that Funeral Professionals 

Insurance came to life. As a business owner I had purchased 

business insurance for more than 25 years. After receiving 

the national distinction of CLCS (Commercial Lines Coverage 

Specialist) I knew that I could help funeral directors. 

What is your favorite thing about what you do?

I love being an advocate for funeral directors. Most property 

and casualty insurance companies really don’t understand 

the funeral business. The best part of my job is helping my 

clients save money on insurance premiums. It really involves 

a lot of education. Educating the client as to what they need 

and don’t need when it comes to coverages. And educating the 

insurance carrier underwriters on what it exactly is that funeral 

homes do and how they conduct their business. There are 2 

kinds of insurance agents/companies. One is “captive” which 

means the business is controlled by one insurance carrier. 

The “captive” carrier controls the price of the premium and 

everything to do with the policy. The other is a “broker” which 

has much more leverage with carriers. For instance, when I 

am working for my clients on new and renewal policies, I like 

to make the underwriters fight for my client’s business. They 

do this by reduced premium and providing the best coverage 

options. Rates are determined by many different factors such 

as by state, risks, insurance score, revenues, dwelling age and 

condition, history and much more. However, a broker has more 

leverage to work the deal for the client than a captive agent 

because a broker represents many carriers. 

What is something that you know now that you wish you 

knew when you first started?

I had no idea there are so many funeral homes who don’t have 

Professional Liability or aka Errors & Omissions Insurance. Nearly 

every business has General Liability coverage which covers 

things like bodily injury, property damage, reputational harm and 

advertising errors. A slip and fall in your funeral home would be 

covered by general liability if you are at fault. Professional liability 

is a completely different animal. Professional Liability helps 

protect your business if your client claims financial damages 

from the professional services that you provide. I worked with 

a funeral home who was sued by a family who didn’t like the 

cosmetology of their loved one. The funeral home ended up 

settling out of court for $25,000. Had the previous insurance 

company presented Professional Liability, the insurance carrier 

would have paid defense costs and whatever settlement was 

agreed upon. 

What is the most challenging aspect of your career?

On occasion I talk with a prospective client who says to me 

“I’ve been with the same company for 20 plus years, I can’t 

change.” As soon as I hear that statement, I’m nearly certain 

they are paying too much money for insurance. I recently wrote 

a business policy for a new client in New York who had been 

with the same agent for 18 years. They were paying $249,000 

annually for their insurance premiums. After reviewing their 

existing policies, I worked with the underwriters to offer 

higher limits on their coverages, added cyber and professional 

liability coverages. They now pay just $43,000 for much 

better insurance that suits their business more accurately. 

You may ask how does this happen? It’s quite simple really. 

Part of writing insurance is properly classifying the client 

with insurance carriers. The previous agent had classified 

the business under the wrong business class. Over time the 

premium just snowballed out of control. 

How do you set personal goals for yourself? 

I do set both professional and personal goals. I’m definitely 

guilty of allowing the personal goals to be a little lower on 

the totem poll but I’m getting better. When I started CJ Boots 

Casket Company I bought into the Sandler Sales & Professional 

Development program. This system was really a game changer 

for me. Every quarter I take half a day to write down my goals, 

then evaluate on the last quarters progress. Sandler calls them 

SMART goals (Specific, Measurable, Achievable, Realistic 

& Time-Bound). I’ve learned that goals must be specific. 

Zig Ziglar always asked “Are you a meaningful specific or a 

wondering generality?” If they aren’t specific then they are 

vague and we know that “what happens in vagueness stays 

in vagueness.”

What keeps you in this industry?

I’ve been associated with this industry for 25 years. I must 

say I’ve met some amazing people in the funeral profession. 

I had a funeral director I used to sell caskets to in Fort Worth, 

Texas. His name was Mr. Guy Thompson. He has since passed 

away but Mr. Thompson was a true southern gentleman and 

incredible story teller. He had a passion for his profession 

that was infectiously contagious. It’s serving people like Mr. 

Thompson that draws me to this industry/profession. More 

than anything…I love helping people!

What has been the most important factor in your success?

When I read this question, my mind immediately went to one 

of my favorite authors Napoleon Hill. Napoleon was a firm 

believer in a “Burning Desire and Definiteness of Purpose.” 

I strive daily to keep those two things top of mind in all that 

I do. I believe that success in business happens when you 

“think” differently. I know that may sound cliché but I have 

seen it in the success of others and I’d like to think any 

success I’ve achieved comes from “thinking” differently 

as well.

Chris J. Boots of  

Funeral Professionals Insurance

This industry has changed dramatically in the past few years. 

How has that affected you?

When it comes to insurance, the number 1 threat to small 

business is cyber attacks and data breach for the 3rd year in 

a row. Cyber attacks on small businesses are up 424% over 

last year. Statistics show that if a business experiences a cyber 

attack and does not have Cyber Insurance, they will be out of 

business in 6 months. Definitely add a Cyber policy to your 

insurance portfolio as it could mean the difference between 

staying in business or closing the doors. 

What are you most proud of so far in your career?

I have much to be thankful for in my career. One of those 

being elected by my peers to serve as president of the Casket 

& Funeral Supply Association of America. This was quite 

humbling. I’m grateful for the success of CJ Boots Casket 

Company, we received the Growth 100 Award for 3 consecutive 

years from Indiana University’s Kelley School of Business. 

This award recognizes the top 100 fastest growing companies 

in Indiana. We built caskets for the King of Tonga, a United 

States Senator and his wife, General William Westmorland who 

commanded American military operations in the Vietnam War. 

However, it was the everyday families that chose our caskets 

that we are most thankful for. I still have all the letters and 

cards that people took the time to write and send to me over 

the years. Today I’m blessed to still work in such an amazing 

industry and care for funeral directors like they care for their 

families!

Looking forward to the future, what are you most excited about? 

I’m most excited about the opportunities that are ahead for 

our Funeral Professionals Insurance program. There really 

hasn’t been an advocate out there working diligently for 

funeral service when it comes to business insurance. When 

I first started in insurance, I met with a very large nationally 

known insurance carrier. Their company policy wouldn’t offer 

professional liability on both burial and cremation services, you 

had to choose one or the other which didn’t make much sense 

to me. After educating them on the current trends in funeral 

care they went back and adjusted their policy. Unfortunately, 

this is just one example where this could have been devastating 

to a funeral home if there was a claim and they thought they 

were insured but they really were not. The forms that insurance 

policies are written on are extremely antiquated and written 

by lawyers who really don’t want you to understand what you 

are buying. It’s important that you lean on your agent to know 

exactly what coverages you have enforce. 

Do you have any advice for others who might be struggling?

Yes! Seek out a mentor and talk or meet with them regularly. I 

used to meet with a retired minister once a month for breakfast.  

We met the first Thursday of every month for 11 years. He 

really had no experience in the funeral industry but he was a 

man of God and he possessed the gift of “wisdom.” When we 

concluded our breakfast each month, he would always pray that 

God would give me wisdom not things. I always appreciated 

our time together and the influence he had on my life. 

I’ll close with my favorite quote from Joshua Lawrence 

Chamberlain. He was a brigadier general during the American 

Civil War. He was best known for his efforts at the Battle of 

Gettysburg. He once said, “Failure is the only possible option 

of a life that accepts the status quo!” This is further evidence 

that thinking differently leads to your success.  FBS

Call Chris at 317-735-4077 or email cboots@amj-ins.com.
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I N D U S T R Y  S P OT L I G H T
Boots' first company made 

wood caskets, like the 

beautiful one he designed 

for his grandmother.

Today, Boots serves the 

industry as a Commercial Lines 

Coverage Specialist with Funeral 

Professionals Insurance.

NOMINATE YOUR INDUSTRY PEERS

WHILE WE ACCEPT NOMINATIONS FROM ANYONE, SPECIAL CONSIDERATION GIVEN TO ADVERTISERS

In each of our 6 issues per year, we publish a FUNERAL HOME SUCCESS STORY about a firm somewhere in the United States.  
Most of these are recommended to us by our advertisers.  

There is no cost to recommend a firm to be recognized.  The program is a great way for you to reward your best clients with 
nationwide recognition of their hard work and accomplishments.

We value our advertisers’ opinions when it comes to who deserves to be recognized for their contributions to the industry.  
We would love to hear your nominations for those in the industry who should be featured in our Industry Spotlight each issue.  
There is no cost associated with this nomination.  We simply ask that you do not nominate yourself and that the person you 
nominate has experience in the industry to share their ideas and knowledge with our readers.  Nomination does not guarantee 
that the individual will be chosen.

Tell me about yourself and how you became involved in 

the funeral industry?  

 I grew up in the industry.  I can remember being at Shuford-

Hatcher Funeral Home as a child and watching television, 

waiting on my dad to finish a visitation.  My first job was 

working with dad at Shuford-Hatcher the week after I 

graduated high school in June 2000.  

While I was away at college studying mathematics, my 

father was able to go back to work at Gordon Mortuary, 

which was corporate owned at the time.  I would work 

at the funeral home with him when I was on break from 

school.  

Eventually, he bought the place, so when I graduated - even 

though I had a degree in another field - it made sense that 

I’d join him.

Please share the history of your funeral home. 

William Martin "Bill" Gordon opened Gordon Mortuary in 

May of 1948 at 305 West Cherokee Street. In 1996, under 

the ownership of The Alderwoods Corporation, the former 

Duke Energy building was purchased and renovated, in 

order to become the current location of Gordon Mortuary. 

In November 2007, Bill's nephew (my dad), Scott Gordon, 

purchased Gordon Mortuary in Blacksburg, South Carolina 

from Port Elsewhere II, Inc.

I became a third generation Gordon funeral director/

embalmer when I became licensed in August of 2006. I 

became manager of Gordon Mortuary in 2007.

We expanded into Gaffney, South Carolina in May of 2017 

when we bought Shuford-Hatcher Funeral home.  Open 

since 1925, the funeral home had been corporately owned 

for 20 years and we converted it into Gordon Mortuary of 

Gaffney.  

  
 What makes your funeral home unique?  

We are unique in our area because our staff is multi-ethnic.  

We are able to serve different cultures and have their service 

look like their particular culture expects services to look.  

We’ve cross-trained our staff to be able to perform services 

of the various cultures in our community.  

We are also opening a human crematory and a pet crematory 

in the coming months.  When construction is complete, we 

will be the only pet crematory in the county.

What does excellent customer service mean to you?  

Beyond offering services that clients want, I believe that 

excellent customer service means letting the service be 

about the family.  Our staff has worked hard to learn that 

families don’t call us because of the funeral we want to 

create, but because we recognize who they are and how 

to create a service that fits them.  

We also work hard to understand that we are humans first.  

And humans makes mistakes.  Excellent customer service 

means we own those mistakes and take the right steps to 

correct them and learn from them.  

funeral home success story

Your dad passed away recently.  What did you learn 

from him?

He’s the reason I got into the industry.  I got to work beside 

my dad for my entire career of nearly 23 years.  My dad was 

smart enough to know his strengths and weakness.  He 

knew that when it came to book smart, it wouldn’t be long 

before I was more qualified than him to run the business.  

My way of thinking made me successful in the daily business 

decisions.  But he also knew when it came to the community 

and relating to people, he was one of the best.  When he 

took over Gordon Mortuary, they only did 22 services that 

year.  Within the first five years he went from 20 calls to 70 

calls in a very small town.  But now we’re doing over 200, 

a lot of it down to his people skills.  

He had a way about him that everyone he talked to felt 

special.  Everyone was his friend.  I learned from him to be 

the same person everywhere you go.  When you’re making 

an arrangement with a family, when you’re at church, when 

you’re having dinner with friends another night of the week.  

Then people always know who they’re going to get and you 

don’t have to remember who to be in different situations.  He 

was an old country boy, and that’s who he was.  He helped 

so many people.  When he bought the funeral home, he 

made the promise to God that any family that called us first 

would be served.  He held to that until the day he died.  We 

never missed a meal, even if it was ramen noodles, but he 

took care of his families and he took care of us.

How involved are you in the community?

My wife and I are foster parents and involved in the foster 

parent association.  My staff have church involvements and 

a few are volunteer firefighters, several members of the 

Rotary Club, and we have a Freemason.  We also provide 

events like ice cream socials and magic shows at the local 

nursing home.  We don’t use these as marketing events, 

but we want to be involved in the community. 

19

www.FBSMagazine.com | September/October Issue 2023

18 www.FBSMagazine.com | September/October Issue 2023

Left to Right: Licensed Funeral Directors  

Adam Gordon, Scott Gordon, and Kendall Kirby

20 www.FBSMagazine.com | September/October Issue 2023

What do you feel has been the biggest factor in your 

success?  

We’ve never stopped learning.  I know that everyone on my 

team has something to offer, and so we listen.  Sometimes 

their ideas are used and sometimes they’re not.  But they 

know they can approach with a new idea or something 

they’ve noticed or something they’ve seen.  And we can take 

that and make changes or adjust quickly to changing public 

ideas.  It’s the reason I bought out a print shop.  Today, we 

produce all our own memorial programs in house and we 

can even do memorial t-shirts in house. We’re also able to 

do our own custom head panels for caskets.  

I also bought an AP Lazer a few years ago and we use 

it to customize items for our funerals.  In fact the open 

architecture of the laser means we can tackle big projects.  

A young woman in our community had a bench made from 

an old pecan tree from her parent’s home and the design of 

our laser meant we were able to engrave a personal note 

in her deceased father’s handwriting into the bench so it 

could be used as part of her wedding.

What would you tell someone just starting a funeral home 

or who has just bought one?

I’ve never lived in a large city, but in smalltown USA people 

are going to call the ones that they know and trust.  My dad 

helped build his business and we continue building it by 

doing something as small as regularly eating breakfast 

at the small diner down from the funeral home.  We make 

friends with people in the community by doing that.  When 

you make it about the families, you won’t have to talk down 

about your competition or tell people that you’re better, 

you can show people that you’re better without saying it.

You’re probably going to start slow, but as it builds, you’ll 

become the funeral home people call because you’re good 

about it.  It’s a marathon not a sprint.  In the meantime, 

watch your expenses.  You don’t need a $150,000 brand 

new hearse to impress families.  

What excites you for the future?  

I love when you get a bunch of smart people in a room 

together, what they can come up with.  Who would have 

thought five years ago that you could send off ashes and 

get them turned into rocks.  Even ten years ago, would 

ashes have become glass?  Who would have expected 

cremation with water?  I’m excited to see what the big guys, 

with their big research budgets can come up with, and what 

the smaller entrepreneurs will champion.  I really like that 

where we are in South Carolina, we’re seeing a resurgence 

in the importance of having a service.  For a while we were 

more of a throwaway society, but I’ve seen that changing.  

We’re doing fewer direct cremation and direct burials, and 

whether they use us for it or not, we’re seeing an increase 

in families having services.  I truly believe that the funeral 

service has a very important place in society.  We’ve already 

done more casketed cremation services this year than any 

time in our past.  

Do you have any advice for other funeral homes?  

Every funeral home, at the end of the day, can bury 

someone or cremate someone.  Whether you’re the best 

or the worst funeral home.  We’re all doing the exact 

same thing: disposition.  So you have to find what will 

set you apart from the rest of them.  What are the little 

things you can do that make your funeral home stand 

out?  It can be something as small as “we always clean 

our cars before the service” or “we vacuum the floors 

before every visitation.”  Quite often, the little details 

will set you apart.   

Anything else you would like to say to our readers?  

How many funeral homes do you know where the crematory 

is not in the garage?  Our crematory is its own building and 

we will eventually be able to have services in the same 

building.  Cremation is not something to run from and 

families want to use funeral homes that embrace cremation.  

I’m not running from cremation, I’m giving it a big old hug 

and making it my best friend because that is what families 

want and it's what’s going to feed my family in the future.  FBS

You can reach Adam at adam@gordonmortuary.com.
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