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A PRESIDENTS MESSAGE
by Lisa Devereau
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The official quarterly newsletter of 
Washington State Funeral Directors Association.
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Fall is in the air and our last days of
summer speed by and I have

completed my first year as your
President. 

Together we have enjoyed Fall and
Spring District meetings and a

wonderful Summer convention. Plans
are already underway on the Summer
2020 Convention which will be held

again in Leavenworth, why change a
good thing.

Fall District meetings are scheduled, I
hope all of you plan to attend, we try

and have interesting speakers on new
and relevant topics as well as covering
the yearly required OSHA training and
of course a fun get together.  Please
see our website for dates and times. 

 



A Presidents  Message cont.

 

Our Board has been busy this year, we are working with our State

DOH on EDRS changes, short form Death Certificates and of course

the new disposition methods that will be law in May of 2020. We are

active with new legislation both on the State and National level and

work hard to make changes that will advance our industry and

better serve our families. We work with your District Boards to plan

and attend Fall and Spring meetings as well as the yearly

convention which committees work on year around. Being part of the

WSFDA Board is a commitment that we all enjoy. 

Tonight, September 19th, I will attend Vashon’s Conversation for

Living and Dying; they are hosting Katrina Spade to speak on

Recomposition, I look forward to hearing the communities questions

and feelings on this new issue and I encourage you to attend

meetings in your communities about issues surrounding death and

dying, if there aren’t any start one. You could hold a death café, A

Talk of a Lifetime meeting or invite a speaker on the new disposition

methods, your communities look to you for information and

instruction. WSFDA can help you with these ideas and more. 

October 25th Jon Gordon NFDA Rep., Rob Goff Executive Director,

my Husband and myself leave for the National Convention in

Chicago, we hope to learn many new things and bring them back to

all of you. 

Please reach out to your Board with suggestions, questions and

constructive criticism our contact information is available on the

website. 

See you all at the Fall district Meetings and Happy Fall! 



New Board
Members

 

Mike Scharbach

Theresa Sullivan Randy King

Travis Locke



North Central District 

Monday, Oct. 7, 2019

Bob’s  Burgers & Brews  (East Wenatchee)

 

Central Valley District

Tuesday, Oct. 8, 2019

Oxford Suites (Yakima)

Blue Mountain District

Wednesday, Oct. 9, 2019

Courtyard by Mariott (Walla Walla)

Inland Empire District

Thursday, Oct 10, 2019

The Centenial Hotel (Spokane)

Eastside
WSFDA Districts



Westside
WSFDA Districts

Peninsula District

Monday, Oct. 14, 2019

The Grey House (Pt. Orchard)

Northwest District

Tuesday, Oct. 15, 2019

Skagit Valley Inn (Mt. Vernon)

Puget Sound District

Wednesday, Oct. 16, 2019

Emerald Queen Casino (Fife)

Southwest District

Thursday, Oct. 17, 2019

Funeral Alternatives (Tumwater)



NFDA POLICY
BOARD UPDATE
By, Jon Gordon

 

The National Funeral Director Association Policy Board meeting was held July 11-12
in conjunction with Leadership Conference in San Diego, CA.  Highlights and

summary of the meeting as follows:
Jon Gordon, Washington Policy Board member along with other new members were

installed by President Chuck Bowman:
President-elect Bryant Hightower teed up the discussion about the role of the Policy

Board in advancing national/state relations.  He introduced facilitator Mary Byers
who discussed with the Policy Board the current status of association governance

models.  The Policy Board then went into eight breakout groups to discuss steps for
improving the Policy Board and barriers and challenges to implement those changes
When the eight breakout tables reported the results of their discussions, there were

the following primary observations:
•    The name of the Policy Board needs to change to reflect its new role.

•    The new role of the Policy Board needs to be more clearly defined.
•    Members of the Policy Board need to be accountable for participation and

preparation.
•    Communications could be improved using video or Skype meetings.

•    States need to send the correct persons to participate in the Policy Board.
•    State reports should be mandatory for each Policy Board member.

•    The agenda for the Policy Board meetings needs to be beefed up
•    The Policy Board is the forum to discuss industry wide changes.

 



President-elect Bryant Hightower thanked the Policy Board for
their input and indicated that the observations and suggestions

proposed by the Policy Board will be very helpful to the
National-State Workgroup, which was meeting the next day.

State Continuing Education Requirements. The Policy Board
went into its four breakout sections to discuss the requirements

of continuing education in states, barriers preventing states
from having CE programs, the impact of online CE programs,

and ways that NFDA can assist with continuing education
programs.

Some of the major findings and themes regarding barriers to
continuing education and steps that NFDA can take to assist

state associations were:
• In some states, legislatures that are averse to additional

government regulation oppose continuing education legislation.
• Some funeral directors will oppose continuing education

feeling it is unnecessary and a waste of time.
•    State agencies that may be tasked with the additional

responsibilities of approving CE
courses and tracking CE hours may oppose CE laws because

they want to avoid additional workloads.
• Reciprocity issues may arise among states requiring

continuing education in their state, but not recognizing the CE
approved by another state.

•    NFDA can assist with the development of model continuing
education laws for states.

• NFDA can partner with states in offering courses and
providing lists of available continuing education providers.

•    Online CE offers opportunities, but also can compete with
person-to-person

presentations offered by state associations.  Some percentage
of CE’s should be person- to-person as opposed to online.



Legal Report. General Counsel Scott Gilligan reported on the following
developments:

• The recent Supreme Court case which upheld Indiana’s law requiring
aborted and miscarried fetuses to be buried or cremated.

• The FTC has scheduled the start of the Funeral Rule review for the latter
half of 2019, but nothing can be guaranteed.

•    A wage and hour claim against a funeral home in Texas that was
dropped by the

Department of Labor and updated the Policy Board on Washington’s new
human composting law.

•    Updates on the problems caused by Heritage Cremation
Providers/Legacy Funeral

Services.  Credit card surcharges are now legal for funeral homes in
California, Florida, New York and Texas because legal challenges

overturned state laws prohibiting a merchant from imposing a credit card
surcharge.

NFDA Code of Professional Conduct. The Policy Board approved a
proposed change to the NFDA Code of Professional Conduct, which amends

Section III-2 to prohibit defamation as well as false and misleading
advertisingNFDA Reports. CEO Christine Pepper provided information and

updates on the following NFDA initiatives and services:
 

• The availability of new public service announcements promoting the value
of funerals and funeral directors.

• The NFDA Cremation and Burial Report is now available showing the
increasing rate of cremation throughout the states.

•    Highlighted Lifestyle Health Insurance coverage and the Employee
Assistance Program.

• Talked about the upcoming Chicago convention and showed a video
narrated by actor Sam Elliott showcasing the U.S. Army’s Old Guard which

protects the Tomb of the Unknown Soldier.  The keynote speaker on the
Wednesday of convention will be Ethan Morse, a former tomb guard

sentinel.
•    Updated Youth & Funeral materials

Please don’t forget to attend NFDA International Convention & Expo,
October October 27 throught the 30th in Chicago, Illinois



New Member
 

 



FUNERAL BUSINESS SUCCESS 

DON'T BE BASHFUL
WHEN ASKING FOR
REVIEWS

 

B Y  W E L T O N  H O N G
 

 

I want to tell you about one marketing initiative that independent funeral
home owners really need to do if they want to ramp up both their at-need
calls and their preneed business.
It's also the one thing many owners (and funeral directors in general)
don't especially want to do—which probably isn't a coincidence. If more
of them felt comfortable doing it, it wouldn't be such a challenge.
Which is too bad, because once they get the hang of it, it's really not
hard at all.
So, I hope you're asking, what do you need to do?
You need to get used to asking the families you serve for reviews.
I know. For some of you, I might as well be encouraging you to spend a
day at the Department of Motor Vehicles.



I work with a lot of funeral home owners, and this is the one area where I find
a lot of resistance.
 It's not like I don't understand: Funeral professionals never want to be
viewed as being callous in any way. They don't want to look like they're as
concerned with their own businesses as they are with the families they
serve.
 Regardless, in this digital age, the online reputation of local businesses has
overtaken offline reputation—and by that, I mean community word of mouth
—in importance.  
 I recently searched for Google reviews of funeral homes in 10 American
cities with metro area populations over 200,000. You would expect the larger
funeral homes in these well-known cities to have close to 100 reviews by
now. But that's not the case.
 In one, the most-reviewed firm had 26 reviews. The runner-up had only 13.
No other funeral home in this relatively large metro area had Google reviews
in the double digits.
 The same was true in many other similarly sized regions. There was the
occasional outlier: One area had a funeral home with 44 reviews—a fraction
of what it should have, but comparatively spectacular in the industry.
 This is understandable to a certain degree. Many funeral homes still don't
prioritize aggressive marketing in general. They're less inclined to promote
themselves online. And many funeral directors remain uncomfortable with
pursuing online reviews from families after providing services.
 Granted, people in general are less inclined to take it upon themselves to
review a funeral home that helped their family than they would be to review a
hotel or restaurant. It's just not something that quickly comes to mind.
 But that also goes to the very point I'm making: If you ran a hotel or
restaurant, you wouldn't have to be aggressive about soliciting reviews. You
would get them whether you want them or not.
 At a funeral home, you must take the initiative. If you don't set goals for
positive review generation and stick to them, you'll never hit the quality and
quantity "tipping points" that will make your firm dominate local competitors
in search results.
 



Even worse, if you're sitting back and being entirely passive about
online reviews, about 80 percent of time you'll either be receiving
no reviews or negative ones.
 Families don't necessarily think to submit a review of a funeral
home, especially when the passing of their loved one is still fresh in
their minds. You could provide the most amazing service in the
history of the profession, but it won't necessarily occur to the family
to review you.
 That's why you must get comfortable with the notion of reaching
out. Do so thoughtfully, of course; it's also obviously a good idea to
only inquire among families who clearly felt that you did an
excellent job. (If you're not entirely sure, you should wait for the
next one. A severely negative review can do more harm than 10 or
15 positive ones.)
 This is also a good place to note that Yelp, despite being one of
the biggest names in consumer reviews, prohibits business owners
from directly soliciting reviews. You could try, of course, but if you
got caught, Yelp can hit you with some serious penalties.
 So I suggest you focus on Google reviews and Facebook reviews,
which are really just as powerful as Yelp for deathcare online
reputation anyway. If you give it a shot, I think you will be very
pleased with the result

Welton Hong is the founder of 

Ring Ring Marketing®

funeralhomeprofits.com

and the author of Making Your Phone

Ring with Internet Marketing for Funeral

Homes, 2010 Edition.

http://funeralhomeprofits.com/


   

#DEATHCON 2K 19

COMMENTS  FROM

ATTENDEES
"We loved the family

style location."  
"So many things to do and

see."  
"A great Venue." 

"We need to come back to
this location"

NETWORKING

We had one of the best
attended conventions

that we have had in years!

BROOKSIDE

FUNERAL  HOME

Recipients of the first annual
 "Funeral Home of the Year "

award

Leavenworth ,  Washington



 

Thank You!
CLAIR FERRIS

FOR THE WONDERFUL PHOTOS
www.https://www.fawphotoshare.org/WS

FDA-WCCFA/2019-Convention

SUPPLIER PARTY

https://www.fawphotoshare.org/WSFDA-WCCFA/2019-Convention


SPEAKERS

Lake Washington
Technical College  

Legislative updates

Eli Strommer
Alkaline Hydrolysis

Cameron Axelson
Life Net Health

Emily Albrecht
Funeral Litigation

Doug Flyn
CPRA

Department of L & I Undertaking the Podcast



YOU

WE  WANT  TO  HEAR  FROM

 

 

Help us plan #DeathCon2020

What topics do you want to hear about?

 

What speakers do you want to hear from?

What events would you  participate in ?

 

Are you interested in being on the 

planning committee?



We have been in business

for 100 years. Our Funeral

Professionals across the

nation help people plan

and fund their special

memorials.

Supplier Spotlight
 



"Fun"eral
 

Be the first to find the Bigfoot and win a

silicone wine glass from the WSFDA


