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Aaron-Ruben-Nelson Mortuary has a new Location 
Under Construction

Lesko & Polke enjoying Stately New Facility

Aaron-Ruben-Nelson Staff

INDIANAPOLIS,IN— Max Nelson and Jennifer Nelson 
Williams are pleased to announce that construction of 
their new funeral home will be completed and an early 
November opening is planned.

Aaron-Ruben-Nelson Mortuary and A.R.N. Crema-
tion Services, located at 1328 West 86th Street in In-
dianapolis, IN for more than 40 years, will be moving 
into a beautiful and spacious 14,000 square foot colonial 
building at 11411 North Michigan Road in Zionsville, 
IN. Walgreens will take over the current location.
 “Th e opportunity is here. Walgreens wanted our site 
very badly, and the size of our current facility is a little 
inadequate. So, we decided to move ahead, and we found 
this glorious, wonderful site, situated just north of In-
dianapolis,” Max Nelson, CEO, said.
 Th e new location, situated on three wooded acres, will 
house the largest funeral home chapel in Indiana, with 
seating for over 200 guests. Parking will increase, more 

The New Lesko & Polke Funeral Home 

CONTINUED ON PAGE A4

CONTINUED ON PAGE A21

FAIRFIELD,CT— Lesko & Polke Funeral Home
moved to its new Fairfield Center location eighteen 
months ago, but the owners are still just as excited 
about it as they were the first day they moved in. They 
have reason to be. Their 11,000- square-foot-facility is 
just beautiful. Looking more like a grandiose bed and 
breakfast, the two-story colonial is a perfect fit to the 
upscale commercial neighborhood.

 Owners Kevin M. Lesko and Frank M. Polke moved 
their location from a front parcel to a back one in an un-
usual property trade with developers Brick Walk Associates. 
Both parties are more than satisfi ed with the agreement, 
as Brick Walk leveled the former funeral home to build 
offi  ces and retail space, while Lesko and Polke were able 
to construct a new, larger business tucked away from the 

NOW IN NOW IN 
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 Denise Pfahler is a 23-year-
old Staff  Sergeant in the Air 
National Guard based in Co-
lumbus, OH, and a student 
at the Cincinnati College of 
Mortuary Science. Her stud-
ies were interrupted recently 
when she was deployed to the 
Middle East. At the time, she 
didn’t realize that she would 
carry the knowledge from her 
CCMS labs and coursework 
halfway around the world and 
use her mortuary skills for the 
good of the country. 

CCMS Student offers First Hand 
Account of a Soldier’s Life

Breaking Ground...
MCKEOWN-DUNN FUNERAL HOME

OSWEGO, IL

THE ELMS FUNERAL HOME

ELMWOOD PARK, IL

For the first of this three 
part series, see Page A24

See Page A9

See Page A25
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HAVE YOU SEEN THESE CHILDREN?HAVE YOU SEEN THESE CHILDREN?
The photographs below have been provided by the National Center for Missing and Exploited Children. 

Please help locate these children by posting in your lobby, offi ce, on your bulletin board, etc.

Anyone with information should immediately contact the National Center for 
Missing and Exploited Children at 1-800-843-5678 or (703)235-3900

Endangered Runaway

Circumstances:  Adrianna’s photo is shown 
age-progressed to 19 years. She may still be 
in the local area. Adrianna’s ears are pierced 
multiple times and she has copper streaks in 
her hair. She has a scar between her eyebrows 
and a birthmark on the right side of her waist. 
Adrianna may go by the nickname Dreena.

Date of Birth:  7/24/1989
Date Missing:  12/29/2004

Missing From: Tulsa, Oklahoma
Age at Disappearance:  15 Yrs

Age Now:  20 Yrs
Sex:  Female

Race:  White/Hisp
Height:  5’2”

Weight:  120 lbs
Hair:  Black
Eyes:  Brown

ADRIANNA HOPE GARCIA

Endangered Runaway

Circumstances:  Rachel was last 
seen on June 29, 2009. She has 
a tattoo on her left ankle.

Date of Birth: 12/16/1992

Date Missing:  6/29/2009

Missing From: 
Lithia, Florida

Age at Disappearance: 16 Yrs

Age Now:  16 Yrs

Sex:  Female

Race:  White

Height:  5’2”

Weight:  110 lbs

Hair:  Red

Eyes:  Brown

RACHEL LYNN KEITH   

Endangered Runaway

Circumstances:  Arkadiy’s photo is shown 
age-progressed to 21 years. He was last 
seen at home on January 26, 2005. He has 
a pierced left ear and scars on both arms. 
His nickname is Ark.

Date of Birth:  10/12/1987
Date Missing:  1/26/2005

Missing From: Staten Island, New York
Age at Disappearance:  17 Yrs

Age Now:  22 Yrs
Sex:  Male

Race:  White
Height:  6’2”

Weight:  170 lbs
Hair:  Lt. Brown

Eyes:  Gray

ARKADIY TASHMAN

Age Progressed to 21 Years

Age Progressed to 19 Years

Support America by
Buying American
 Look around at the situation in this country. More and more people are 
losing their jobs due to people buying elsewhere. Over the past 25 years, the 
amount of foreign products sold by funeral homes to the consumer has grown 
more and more each day. Th e urns that we buy from distributors, in most cases 
made in China or some other non-American country, have dominated your 
showroom display case. It is not only urns. Other sundries such as jewelry, 
clothing, and instruments used in the prep room are amongst the items that 
are also imported.
 Over the past few years, caskets made in China are the new imports. Th e 
marketing of these caskets has surpassed the marketing of the largest casket 
providers. It is said that some of the American casket suppliers are importing 
and selling them to unsuspecting funeral homes.
 As we see the number of foreclosures increasing, remember you could be re-
sponsible for someone losing their job by buying “made in China,” etc.
 If you agree with me, make it a point to tell the distributors that you only 
want merchandise made by Americans. I know what their answer will be, “We 
are saving you money by buying from a foreign country.” Remember the peo-
ple who represent these suppliers have jobs and are not concerned with the 
economy until it aff ects them directly.
 You should do your part to off set the crisis in this country by telling your suppli-
ers that your funeral home will only sell items made in America by Americans.

John E. Gallaher
Ft. Myers, Florida

Retired Licensed Funeral Director with over 45 years experience

Correction
 In the October 2009 article, “Stephanie 
Kann, CFSP, President of Worsham College 
of Mortuary Science, is selected as 2009-2010 
Educator of the Year by the 100 BWFS” a pho-
to was incorrectly captioned “Professor Albert 
Worsham”. Th ough he was frequently called 
“Mr. Worsham” he is in fact Professor Bruno 
B. Bak, father of Stephanie Kann, CFSP.

Professor Bruno B. Bak
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Contact Us

Tel.    (800) 240-1016   (North America)
Tel.    (870) 932-0081   (Outside U. S.)

E-mail:  sales@continentalcomputers.com
FAX:  (870) 931-1273 

www.continentalcomputers.com

 The Crematory Manager

2008 Continental Computer Corp. All trademarks, trade names, service marks, and logos referenced herein belong to their respective companies.

The Director’s Assistant
The Cemetery Manager
The Leads Manager

Hardware
Accounting Software

Keepsake Publisher

Products:

 Memorial Designer

* Spanish Versions Available

By: Continental Computer

The Director's Assistant
The Crematory Manager
The Leads Manager

The Cemetery Manager

Introducing U Design and User Defined by Continental Computer. These 
exciting new tools  will allow the user to truly customize their own data 
input screens, and store fields that are not available in other areas. Using our 
software the only limit you have is your imagination

The Aftercare Manager

*

*
 The Aftercare Manager
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By Sherry L. Williams 

 Sherry L. Williams, RN, BA, GMS, GRS, is the president and 
founder of New Leaf Resources a division of Sherry Williams En-
terprises, Inc. She was the co-founder of Accord Inc. and has been 
involved in grief and bereavement training and services for the 
past twenty-two years. She has an Associate Degree in Nursing 
from the University of Kentucky Extension Program and a Bachelor 
of Arts degree in Psychology from Bellarmine College in Louisville, 
KY. Sherry is a nationally certifi ed Grief Management Specialist 
and has advanced certifi cation as a Bereavement Facilitator from 
the American Academy of Bereavement and is certifi ed by the 
Grief Recovery Institute as a Grief Recovery Specialist.
 She has been a featured speaker for numerous organizations in-
cluding the National Funeral Directors Association and the Asso-
ciation for Death Education. 
  She can be reached by email at  sherry@newleaf-resources.com. 
Visit New Leaf Resources and Sherry Williams Enterprises, Inc. at 
www.newleaf-resources.com

Th e Gift ofTh e Gift of
 Aftercare Aftercare

 Are you getting the most out of your Aftercare/Family 
Care services? 
 When you are planning to create a family outreach 
program, make sure to consider the other ways you 
can make use of the particular item or service. In oth-
er words, how can you maximize the potential of this 
product or service?
 For instance, if you are planning a program for the 
holidays; Christmas, Chanukah, Kwanza, Valentine’s 
Day, Veterans or Memorial Day, etc., have you really 
considered how to get the most out of it? Have you re-
ally looked at the list of people you are intending to 
invite? Have you made it open to the public? How are 
you promoting it? Have you considered that the pro-
motion of this program is also a good way to let people 
in your community know how much you are willing to 
invest in the community? Advertising for this program 
can also be a good way to help promote the image you 
are trying to convey to the public. Promotion for this 
program is a good way to let people know that your 
fi rm is not just a place people go for a funeral but that 
it is a place where people fi nd hope to move forward 
with their life after the death of a loved one. 

Mayor and a host of others as that fl ag pole was dedicated 
to the veterans of Vietnam, the Gulf War and Afghanistan. 
Th e Senator for her state obtained a fl ag that had fl own 
over the Nation’s Capitol Building and the dedication cel-
ebration was an event that made all three local television 
stations and her local newspaper. All because she looked 
at the project and was willing to think outside of the box 
about how it might be helpful for the community and pro-
mote her business at the same time. A friend of mine, Zig 
Ziglar has always said, “You’ve got to make your plan and 
you have to work your plan.” So, work your plan and get 
the most out of the services you provide.

 Could a program for your community provide you with 
a way to network with other social service agencies? Have 
you ever considered asking other agencies to participate in 
your programs by co-sponsoring the program? You could 
also allow these agencies to have display booths at the pro-
gram as a way of letting people in your community know 
what services are available for grieving individuals. Co-
sponsoring a program with other social service agencies is 
a good way to share costs and workload for your project 
and create goodwill while you are saving money and en-
ergy.
 If you have an on-line magazine as a part of your web-
site, have you considered how to maximize its use? For 
instance, have you given the user name and password out 
to the clergy in your area so they can use the website with 
their congregation? Have you thought about doing an ad 
in the newspaper letting people in your community know 
about the information they can get to help them through 
their grief by accessing your website? Have you consid-
ered sending the website information to support groups, 
hospices, schools, and counselors in your area as a way for 
them to work with those who are bereaved?
 In other words, when you are deciding on a service, plan 
for additional ways to make that service work for you. Be cre-
ative in your thinking. When I say this, I am reminded of a 
funeral director client of mine who was going to put up a fl ag 
pole on the funeral home property. As we began to talk, we 
brainstormed about that fl ag pole and the installation of that 
fl agpole became a large community event that involved the 
Scouts, the VFW, the local High School Marching Band, the 

Contact CK directly at 888-304-3457
www.ckmemories.com

or contact your Messengerline
or Hilton Funeral  Supply

representative

Low Cost, 
High Impact: 

You’ll love 
the response 

from 
your families.

 

Artist’s Rendering of the New Aaron-Ruben-Nelson Mortuary

Aaron-Ruben-Nelson Mortuary has a new 
Location Under Construction

than doubling the number of spots of the current loca-
tion. Also, a crematory will now be on site. 
 Mr. Nelson joined Aaron-Ruben Funeral Home, then lo-
cated on North Meridian Street, Indianapolis, in 1955. He 
became a funeral director in 1958, and in 1963, bought the 
funeral home from Irving Ruben, co-founder. In 1966, 
Nelson relocated Aaron-Ruben-Nelson Mortuary to its 

current location. He and his daughter, Jennifer Nelson 
Williams, own and operate the mortuary.
 “We are very pleased to be able to continue to serve our 
beloved community and the residents of Central Indiana 
through Aaron-Ruben-Nelson Mortuary and A.R.N. Cre-
mation Services,” Jennifer Nelson Williams, President, said.

Continued fr om Front Page 

Miller-Roscka Funeral 
Home takes delivery of 
New Eagle Ultimate 

MONTICELLO,IN— Butler Coach would like to thank the 
Miller-Roscka Funeral Home of Monticello for the pur-
chase of this new Eagle Ultimate Funeral Coach. Pictured 
with their new coach are John Roscka and Tony Deibel, 
both of Miller-Roscka Funeral Home.
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   He’s too big, he has bad 
   breath and he snores...

...he’s also his best friend.

E M B R A C E  T H E
CREMATION DIVISION

CREMATION CASKETS

O P P O R T U N I T Y

So what’s it worth to your business to offer his owner a little peace of mind once he’s gone?

1 . 8 6 6 . 4 0 0 P E T S  
f a i t h f u l f o r e v e r p e t s . c o m

For over 50 years, Matthews Cremation has been the leading manufacturer of crematory 

equipment, supplies and service. Today, we are witnessing one of the fastest, untapped 

service trends within the death care industry – pet loss memorial care. Discover the amazing 

extension of services for your community through our comprehensive offer of state-of-the-art  

equipment, merchandise and marketing solutions. We provide a “turnkey” approach to 

successfully assist anyone in embracing this growing market opportunity.  

Call us toll free at 800-327-2831 or visit www.matthewscremation.com to learn more about  

the full resources of cremation solutions available only at Matthews Cremation Division. 
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By Christopher Kuhnen

 Christopher Kuhnen is Vice President of Marketing for The Out-
look Group, Inc., Franklin, Ohio. Mr. Kuhnen has considerable expe-
rience in the fi eld of funeral prearrangement planning sales, train-
ing and marketing. He provides comprehensive consultation and 
support to funeral directors nationwide to help them coordinate 
and develop their funeral prearrangement advertising, marketing, 
image, sales and public relations strategies. 
 He is a Kentucky Licensed Funeral Director, Life Insurance Agent 
and member in good standing Funeral Directors Association of 
Kentucky. Additionally, Chris is a recognized Certifi ed Preplanning 
Consultant (CPC) as bestowed by the Funeral Service Foundation 
and a recognized Certifi ed Marketing Specialist as bestowed by the 
National Marketing Academy. 
 He has presented numerous continuing education, advertising, 
marketing and pre-need seminars to a variety of national, state and 
regional funeral associations. Chris can be reached at (800)331-
6270 or ckuhnen@theoutlookgroup.com. 

A ProactiveA Proactive
ApproachApproach

to Advanceto Advance
Funeral Funeral 

PlanningPlanning

How to Make a Good 
Professional Appearance (Part 1)

 In September I had the good fortune to be invited to pres-
ent a special continuing education program to Funeral Di-
rectors in Enid, OK. Th e program was presented on behalf 
of Th omas and Associates in conjunction with the Oklahoma 
Funeral Directors Association. My program was entitled Dress 
for Success. Th e standing room only crowd thoroughly enjoyed 
the program and asked a multitude of follow-up questions at 
the end. An originally scheduled one hour program, includ-
ing a Q & A session, ran an hour and a half which is most 
unusual for any continuing education program that I’ve ever 
attended. On most programs the audience wants the program 
to let out early and asks very few (if any) questions. 
 Given the fact that professional appearance, grooming and 
manners is of such intense interest to funeral home owners 
and all members of their staff  (full and part time) I felt that 
I should reprise my column of several years ago, discussing the 
subject in greater detail. Th ere is so much good to share on the 
matter, that I must make this a three part series to get it all 
in. No one wants to head in to 2010 not looking their very 
best. Th is special three part series can help. Good reading!

 It goes without saying that in funeral service, relationships 
are everything. First impressions, those fi rst ten to fi fteen sec-
onds between funeral professional and consumer, are critical 
to starting to build a successful, long term relationship.
 It’s a cliché but true: You never get a second chance to make 
a good fi rst impression. First impressions are also lasting 
impressions. Studies have shown that critical judgments 
are made about us within the fi rst three and a half min-
utes after we say “Hello.” Th e consumers will size up your 
image, credibility and trust factor. You must obtain their 
trust and respect from the start. Do you know what kind 
of fi rst impression you make in work situations? Like it 
or not, the moment we meet someone we judge them and 
more importantly, we are being judged. Someone we meet 
makes profound assumptions about us based on the way 
we look, and it only takes two to ten seconds to make these 
profound judgments. Th ey evaluate us on our attractive-
ness, our social and intellectual status in relation to them, 
our value to their time and our abilities and skills. Is this 
fair? Probably not, but it is reality.

 How do you capitalize on those fi rst few seconds? One of 
the very best ways is by portraying a positive professional 
image. Image is the sum total of all the little things you do, 
say and wear that when put together give people a picture 
of who you are and what your values are likely to be. People 
like to do business with people “of like mind” and they will 
more often than not purchase from those who mirror their 
characteristics. Perception is reality, so make it count.

Th ere are many elements involved in building a positive 
image. Because such profound judgments are made on such 
superfi cial information, it is important, especially in the cor-
porate world to choose your attire carefully. Looking good is 
important for your success. Looking good gives you self con-
fi dence and when you’re confi dent, you’re better prepared to 
handle a variety of situations. Dress does make a diff erence. 
When you are dressed professionally, people treat you with 
respect. 
 People are very visual and they take in everything before you 
say a single word. Research clearly shows that over 85 per-
cent of the decisions we make every day are fi rst made with 
our eyes. Sixty-fi ve percent of what a person recalls is con-
veyed visually, not orally. Th erefore, to present an image that 
is professional and credible, you must dress accordingly. We 
quickly scan a person and decide if we want to do business 
with them of not or even if we will like or trust them. 
 In a recent Yahoo! Hot Jobs survey, 82% of consumers sur-
veyed said that how a professional dresses greatly infl uences 
whether they will do business with that person or not. As a 
result, the importance of your appearance is critical. Th e re-
lationship between business success and personal appearance 
is well documented. How many of you have ever lost a job or 
been passed over for a promotion because someone else had 
“the right look?” First impressions help build relationships. 
 Th e following are some tips on how men and ladies can 
make an impressive and lasting fi rst impression through the 
way they dress. Th is advice is off ered courtesy of ETICON, 
Inc., Etiquette Consultants for Business, Columbia, SC and 
Jill Haney, CEO and President of JH Image Consulting, Cin-
cinnati, OH. 
 How you look is a refl ection of not only how you feel and 
act but also how you will serve the consumer. Ask yourself 
these questions. Do your clothes fi t? Do they fi t you physi-
cally? Do they fi t the occasion and setting?
 What are the most important articles of clothing a profes-
sional man should own? According to Jill Haney, always start 
with the suit and sport coat, because it is the foundation of 
any man’s business wardrobe. Th e well-dressed man under-
stands that his wardrobe, and the messages that the wardrobe 
send, can be used as a powerful marketing tool.

Without a doubt the fi rst suit every man should buy is 
navy blue. Th e navy blue suit is classic, elegant and appro-
priate for all business situations. Th e navy suit is the most 
versatile and a universally fl attering color on men. Color can 
be a strong visual communicator and can make a powerful 
statement. A classic navy suit conveys trust, reliability, loy-
alty and dependability.
 Th e second suit every man should own is a gray suit—not 
just any gray suit, but a mid-gray, also known as banker’s 
gray, not too light and not too dark. It is important that 

this suit be mid-weight or light-weight worsted wool in-
stead of a heavy winter fl annel. Th is suit should be worn 
year round. A gray suit sends the message that the man is 
professional, conservative and intelligent.
 Rounding out the successful wardrobe for any man 
is the pin stripe suit. Th e pinstripe can be in a gray or a 
blue. Th e pinstripe is the most popular and conservative 
of patterned suits and is a great way to introduce a pat-
tern into the wardrobe. For the man who would like to be 
taller and thinner, the vertical stripes are very fl attering. 
Pinstripes are set one-sixth of an inch apart and tradition-
ally come in soft white, blue or burgundy. What about 
the black suit? Th e black suit should be worn only in the 
evening. Resist the urge to purchase a black suit unless 
you are the company CEO or Chairman of the Board.
 Men should allow no more than two patterns in the 
visual fi eld during sales presentations. Th is means that 
if you have a solid suit, you can have a patterned tie and 
shirt. If you have a patterned suit, you should have ei-
ther a solid shirt or a solid tie. If both your suit and shirt 
are patterned or pin-striped, you should wear a solid tie. 
Th ink twice before breaking out a brown suit—studies 
have shown that they inspire distrust.
 Suits usually show professionalism without individual-
ity, or individuality without professionalism. To strike a 
distinguished balance, add individual fl air through your 
accessories, but maintaining a suit that connotes respect-
ability and stability. Men can wear vibrant ties with red, 
cobalt blue, and burgundy. Regimentally striped ties con-
vey the most powerful image, followed by “neat” ties with 
small repeating designs. Avoid ties that have a lot of green, 
yellow or orange; they’re too lively. 
 Speaking of suits, consider the suit you’re wearing. Is it 
the same one you’re worn the past fi ve years? Is it worn out 
or simply out of style? Invest in yourself by annually pur-
chasing several new suits, in the latest fashion style from 
a reputable clothier or specialized tailor. Your investment 
in your wardrobe will pay you back handsomely in the 
months ahead. 
 Th at’s all for this month. Be sure and read part two of 
my special three part series next month.

903-641-0383
e-mail: cosmetics@nctv.com
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800-252-7277
www.EleganteBrass.com

. 

.
, 
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AFFORDABLE ELEGANCE
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Funeral Homes Slow to Adopt 
Change, Even Profi table Change

By Timothy Miles

 Despite the fact that over the past decade, funeral homes have 
watched a growing number of internet based sales companies 
challenge their margins with discounted caskets and other end-
of-life related products and services, funeral homes have been 
remarkably slow to embrace the internet as a legitimate profi t 
center for their business. As a result, many funeral homes have 
turned their backs on hundreds of millions of dollars in addi-
tional profi ts every year. Th is despite the fact that these addi-
tional profi ts can be attained with little or no investment and 
virtually no additional ongoing eff ort by in-house staff . 
 While the number of US annual deaths are projected to 
steadily increase over the next 40 years, cultural changes com-
bined with advances in the internet and e-commerce have cre-
ated a shift in the buying habits of American consumers when 
it comes to dealing with the death of a loved one. Th ese changes 
have directly and negatively impacted the traditional economic 
model of an end-of-life transaction for many funeral homes. 

CONTINUED ON PAGE A23
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 With certifi cations as a Laughter Leader, Funeral Celebrant, Grief 
Services Provider and Grief Management Specialist, Nancy Weil is 
uniquely qualifi ed to bring new perspectives and new ways to help 
clients heal from the pain of grief as well as reduce stress for pro-
fessionals in the industry. As Director of Aftercare at Mount Calvary 
Cemetery in Buffalo, NY, Nancy has developed one of the most 
comprehensive aftercare programs of any cemetery in the country 
in order to support families following the death of a loved one. 
 A professional public speaker, Nancy brings her passionate in-
terest in the healing qualities and therapeutic benefi ts of laugh-
ter to groups across the country through her company The Laugh 
Academy. Nancy’s latest project is a collaborative scientifi c inquiry 
into the relationship between the use of humor and laughter 
while coping with the death of a loved one. She has also devel-
oped a DVD, Bandages for Your Heart, with techniques that can 
help ease the pain of grief immediately. 
 You can contact Nancy at nancyw@mountcalvarycemetery.com 
or visit her website at www.thelaughacademy.com.

By Nancy Weil

Learning from Other’s 
Mistakes – Ten Sales Don’ts

 Recently I had the dreaded experience of shopping for a car. 
It seems that most people view shopping for a car with the 
same enthusiasm as pre-planning their funeral and purchas-
ing a grave; a necessary task, but not a pleasurable one. Un-
like at work, where I am the information provider, I was on 
the opposite side of the table where I was able to observe the 
sales process from the consumer’s point of view. Most of what I 
learned came from not being treated as I expected. I witnessed 
such poor salesmanship that I was shocked and outraged. I 
was left feeling as if getting my business was unimportant. 
Since experience is a great teacher, here are the lessons we can 
all learn: 

Keep the appointment1.  – When your customer calls 
ahead to make an appointment, be available when they 
arrive. If something unexpected delays you, have a back-
up plan. Ask a co-worker to begin the sales presentation 
or answer their questions. Respect your customer enough 
to understand that they are busy too, so never leave your 
customer waiting. 
Know your product2.  – Part of your job is to educate 
the consumer. You must know the variances and new 
product lines within funeral related products. Since I 
was looking at the same make and model of the car I 
already drove, the salesperson assumed that I was inter-
ested in buying the same car so they kept emphasizing 
the new features, including the dashboard light that was 
now blue, not green. My buying decision was going 
to be based upon functional components of a vehicle, 
not the hue of the light. It was obvious to me that she 
had not done her homework since she failed to men-
tion that the transmission had changed… and not for 
the better nor did she ever ask if I might be interested 
in another model. 

Be there for your customer3.  – Your entire focus needs to be 
on the people who are in front of you. If you are in the mid-
dle of something when they arrive, quickly jot down some 
notes on what you were doing and still needs to be done. 
Th en go in with a clear head and be fully engaged. Appall-
ingly I returned from a test drive only to fi nd the salesperson 
with her coat on, cell phone and keys in hand, ready to walk 
out the door. Th e sale ended at that moment. It was obvious 
that she was not interested in my business.
Don’t change your story4.  – A sales relationship, like any re-
lationship, is based upon trust. When people come to your 
offi  ce, they are often in an emotionally vulnerable state. Th ey 
need to feel safe and cared about. If they catch you in a lie or 
are given misinformation, the connection of trust is severed. 
Have a clear, consistent and truthful message. 
Be prepared5.  – Time is a valuable commodity, both to you 
and the families you serve. Due diligence requires that you 
have as much information ready as possible before the cli-
ent arrives. If you have served this family before, pull out the 
fi les and refresh your memory. Your family will be impressed 
and feel important. It is diffi  cult enough to be at a cemetery 
or funeral home and, while the gathering of information is 
part of what we do, streamlining the process will keep the 
family at ease.
Listen, Advise and Follow Th rough6.  – Your clients will tell 
you what they want, all you have to do is ask the right ques-
tions. Pay attention. Don’t try to change their mind, but al-
ways provide them with all of their options. Th eir decisions 
are important ones and it is your duty to give them infor-
mation/options and then sit back and listen. Always follow 
through with any commitments you have made. 
Th e price is the price 7. - Giving a discount is a valid sales tool 
and at times the family you are serving may have some fi nan-
cial constraints that require some movement. Always oper-
ate under the guidance of your state and federal mandated 
pricing formats. Use the required price sheets as a positive 
sales tool and when providing a discount show the family 
the savings they are receiving. We need to keep the price/
value relationship in balance so discount only when neces-
sary. Th e mark up to mark down pricing format does not 
work in funeral service. 
Don’t assume8. – Th e fi rst salesperson I encountered sent me 
on a test drive of a stripped down version of the car I al-
ready had. Gone were the luxuries I had grown accustomed 
to. When I questioned the choice of vehicles, the reply was 
that it was what they thought I could aff ord. People will fi nd 
the money to buy what they really want. Never assume the 
buyer’s target price/cost. Ask questions, fi nd out what is im-
portant to them and show them what is available. Always 
provide full disclosure on available products and services. 

What you might think is expensive, your family might 
think is reasonable. 
Follow up9.  – Create a system for staying in touch with 
prospective clients as well as those families you have 
served before. If someone leaves a message, call them 
back. Incredibly few salespeople follow this simple sales 
principle. Phone calls returned days later demonstrate 
an “I don’t care attitude.” Opportunity lost!
Don’t lose future sales and referrals10.  – By paying atten-
tion to your client’s needs, treating them with respect 
and off ering a fair price, you may earn the sale. By ex-
ceeding their expectations, giving superior customer ser-
vice and taking the time to form a relationship, you may 
not only earn the sale, you will secure future revenue 
from all of those they tell. No longer are your families 
your families, in today’s consumer based world people 
are shopping and, with the fl exibility that cremation al-
lows, if you have not established a relationship with that 
family you may lose them. 

 Final thought: I have off ered nothing more to you than a 
reminder of what you already know. I would have thought 
that my original salesperson knew the same rules based upon 
my fi rst experience with her two years prior. She gained four 
additional car sales through my referrals. Th is time she lost 
my business and all future business from everyone I know. 
And what did I fi nally buy? An upgraded, newer version of 
the car I had. Did I spend more than I intended? You bet. 
Am I satisfi ed with the sales person and the fi nal outcome? 
Defi nitely. Would I tell others about my experience? I just 
did. 

Changing Changing 
Lives Lives 
Th rough Th rough 
LaughterLaughter

Time may be only a 
moment so  keep a 
memory
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 Th e publication has already garnered the support of at 
least one funeral service icon. “For as long as I’ve known 
him, Ed Defort has provided excellent, unbiased cover-
age of funeral service,” said Adrian F. Boylston, whose 
family published funeral service journals for 80 years. 
“His new publication will continue that legacy of in-
tegrity.” Th ere will be many unique features about the 
journal as well. Defort emphasizes the word “progres-
sive” when he describes the publication.
 As such, this journal will be available electronically only. 
“News and information moves pretty fast these days so it 
makes no sense to rely upon ground mail,” Defort said. 
Th e electronic production and distribution also allows 
fl exibility in the content. Th ere is nothing that locks the 
Memorial Business Journal into a template. “If a breaking 
news story happens while we’re on deadline, we’ll just 
have a bigger issue, with no worries about fi tting all the 
news in a set page count,” Defort said.
 Th e Memorial Business Journal will off er an interactive 
component with subscribers. “I plan to be fully engaged 
with subscribers to fi nd out the topics that are important 
to them,” he added. Th e publication is developing a com-
panion web site that will allow direct interaction among 
subscribers. “Th is will help me guide the direction of the 
content,” Defort said. “Th e goal is to present a publica-
tion containing what the subscribers think is news, not 
solely what I think is news.” Th is journal will be about 
reporting, analysis, sharing best business practices and 
sharing stories and experiences that the readers can use. 
Also, there will be no paid advertising in the publication. 
“Th is is a newsletter, period,” Defort noted.
 Prior to its weekly launch in January 2010, Memorial 
Business Journal is producing three “pre-launch” editions, 
once a month in October, November and December. 
Th ese will be used as sample issues to give all of death 
care a taste of what to expect every week. Th ese issues 
will be emailed to anyone interested in subscribing and 
will be downloadable off  the company’s web site.
 For further information, contact edefort@memorialbusi-
nessjournal.com or call 609-815-8145.

Memorial Business Journal to debut in January
TRENTON,NJ— A new weekly subscription-based publi-
cation dedicated to complete coverage of the death care 
profession will debut in January 2010; and its editor is a 
familiar voice in funeral service journalism.
 Th e Memorial Business Journal, billed as the weekly 
resource for progressive funeral directors, cemeterians 
and cremationists, is the creation of Edward J. Defort, 
an award-winning journalist who has reported on the 
funeral service profession since 1996. Th e publication 
will be comprehensive in its coverage of funeral service, 
off ering news and analysis, trends, business develop-
ment tips, commentary, announcements of new prod-
ucts and services, reviews and more. Th e journal will 
be published 52 times a year and will focus on issues 
covering the full death care spectrum, as well as related 
fi elds, such as small business operations.
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McKeown-Dunn Funeral Home Breaks Ground 

OSWEGO,IL— McKe-
ow n - D u n n  Fu n e r a l 
Home has broken ground 
on their newest location. 
The new funeral home 
will compliment their 
current location, which 
has been at 210 Madison 
Street since before World 
War II. Owners are Wil-
liam F. and Patricia A. 
Dunn.
 The 9,690 square-foot 
funeral home is designed 
in “Prairie” style architec-
ture using natural stone 
and brick to blend in with 
the style of banks and oth-
er buildings in the area. It 
was designed to serve the 
growth of the communi-
ty. Located on 2.4 acres of 
land the new facility will 
include a 200 seat chapel 
that is dividable, a large 
lounge with kitchenette 
and children’s area, cas-
ket merchandising room, 
flower delivery room, 
employee lounge, prep 
room with separate dress-
ing/cosmetology room, a 
drive-under canopy and 
ample off-street parking.
  “The present facility has 
space for only one chapel, 
so the new one would bet-
ter serve the community,” 
Dunn said.
 Miller Architects & 
Builders has teamed with 
McKeown-Dunn Funer-
al Home on this exciting 
project from architectural 
services through construc-
tion.
 Established in 1874, 
Miller Architects & Build-
ers is one of the Midwest’s 
premier design/build com-
mercial construction firms 
specializing in funeral 
homes. Miller Architects 
& Builders constructs all 
its facilities using local la-
bor. Miller Architects & 
Builders (www.millerab.
com) is headquartered in 
St. Cloud, MN.

Artist’s Rendering of the new McKeown-Dunn Funeral Home

McKeown-Dunn Groundbreaking Ceremony

TRAPPIST CASKETS

888-433-6934
New Melleray Abbey  l  Est. 1849  l  Peosta, Iowa

• Earth-Friendly Caskets & Urns

• Genuine, Old-World Craftsmanship

Accepting a limited number of
wholesale partnerships with select,
family-owned funeral homes.

www.trappistcaskets.com
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PRINT-A-PLATE L.L.C.
AMERICAN PATENT PENDING

TIRED OF THE OLD WAYS?
READY FOR SOMETHING NEW?
Let Print-A-Plate modernize your method of making plates 

for urns, caskets, grave markers, and vaults.

1-888-663-6050

You can create a beautiful marker for the next family that needs your professional service. 
Give them that personal touch. They will remember and thank you for it!

www.printaplate.com

CALL TODAY! 1-888-663-6050USA PATENT PENDING
12/176,609

• Uses Your Computer And Laser Printer
              • Attractive And Durable
                      • Easy And Economical

Our system is completely FREE 
with your fi rst order of plate materials

The Power of a Personal Touch 

NOW 
INTRODUCING

OUR NEW
BRONZE CASKET PLATE

All plates available 
in your choice of 

GOLD OR SILVER

Angels at Rest LLC

A Children’s Casket  Company

Wellington Style
Available in 4 Sizes

12” – 18” – 24” – 31”

574-286-6962
www.angelsatrest.org

By Atty. Harvey I. Lapin

 Harvey I. Lapin, P.C., is a member of the Illinois Bar and Florida Bar. He 
is a member of the faculty at the John Marshall Law School in Chicago 
and is presently teaching the subject of Tax Exempt Organizations.
 He has written numerous articles on the subject of taxation, funeral 
and cemetery law.
 The subject discussed in this article and future articles resulted from 
the questions from readers. If you have any questions about the topics 
covered in this column or in obtaining professional assistance, please 
contact the author  c/o Harvey I. Lapin, P.C., PO Box 1327, Northbrook, 
IL  60065-1327. Phone (847)509-0501 or fax to (847)509-1027.
 The author writes articles for CB Legal Publishing Corporation. CB 
Legal Publishing Corporation also publishes the Release Form Kit, 
which was prepared by the author. This Kit contains Release and Hold 
Harmless forms for Funeral Homes to use in situations where it has 
resolved a complaint with a customer, such as a problem occurring 
in a ship in, and wants to be sure that there will be no further action 
by the customer or their relatives. Other situations that are covered 
are obtaining Releases and Hold Harmless Agreements in advance 
from family members who insist on viewing an unembalmed or dis-
fi gured body or who may be identifying the body. The Funeral Home 
Kit contains 9 Special Releases for specifi c funeral home situations 
and a General Release form to be used for other situations not specifi -
cally covered. There also are Release Kits for Crematories, Cemeteries 
and Combination Funeral Home Cemetery Operations. The author 
is in the process of updating and revising all of the Release Kits. It 
is expected that the new Release Kits will be available on or about 
September 1, 2009. Call Cheryl Lapin at the number below and she 
will send you an order form. 
 The author also writes more extensive articles on subjects of inter-
est to the industry in the newsletter Cemetery & Funeral Business 
and Legal Guide published by CB Legal Publishing Corporation. 
Subscriptions to the combined Guide cost $110 per year for ten is-
sues on different topics, new subscribers are usually eligible for intro-
ductory rates. Anyone interested in subscribing can contact Cheryl 
Lapin, at the address of CB Legal Publishing Corporation, P.O. Box 
1327, Northbrook, Illinois 60065-1327, and fax to (847) 509-1027 or 
call (847) 509-0501. Please ask about new subscriber rates.

LegalLegal
 Speak Speak

State Board 
Enforces FTC 
Funeral Rule 

 An Oregon funeral director lost his license and was sub-
jected to a $44,000 fi ne for violations of state law by the 
Oregon State Mortuary and Cemetery Board that included 
provisions of the FTC Funeral Rule. Th e funeral director 
challenged the Board’s decision in court and the Court of 
Appeals of Oregon upheld the decision of the Board. Th e 
case is titled Olson v. State Mortuary and Cemetery Board
and it can reviewed at 2009 WL 2515776 (Or. App.). Ol-
son’s employer, a funeral home corporation that Olson also 
owned was also disciplined.
 According to the Court, the regulation of funeral direc-
tors used to be solely by the states. However, the Court 
noted that in 1982 the US Congress enacted the Feder-
al Trade Commission Act of 1982 that prohibits “unfair 
or deceptive acts or practices” and it directed the FTC to 
make rules and regulations to prohibit such practices. Th e 
FTC responded by issuing a Rule in 1984 that became 
known as the “Funeral Rule.” Th is statement of the FTC’s 
authority is not exactly accurate because the FTC began its 
investigation of the funeral industry in 1975 and the fi rst 
proposed Funeral Rule was promulgated before 1982. In 
any event, the Court then stated that the Oregon Legisla-
ture in 1985 incorporated the FTC Funeral Rule into the 
Oregon law as an additional cause for disciplinary action 
by the State Board. 
 Th e Court reviewed the key provisions of the Funeral 
Rule and noted that the Board had determined that the 
funeral director and his employer had committed 88 vio-

cause it was an attempt to adopt rules that would change 
from time to time as the federal government changes its 
rules. Th e Court also rejected this claim on the basis that 
the legislature had only adopted the Funeral Rule as it 
was promulgated in 1985.
 Th is decision is pertinent to many members of the In-
dustry, since most state legislatures have enacted laws 
similar to Oregon incorporating the FTC Funeral Rule 
as a basis for a violation of State law. Accordingly, every 
industry member should be even more careful to com-
ply with the Funeral Rule because a violation could be 
the basis for signifi cant penalties under state law and the 
possible loss of a license in addition to penalties under 
the Funeral Rule imposed by the FTC.

lations of the state and federal requirements. Th e Board im-
posed a $500 fi ne for each violation and revoked the funeral 
director’s license and funeral home’s establishment license.
 According to the Board’s fi ndings, which the Court indi-
cated were not disputed by the funeral director or the funeral 
home, the following violations occurred:

Olson and the funeral home often had customers sign 1. 
Statements of Funeral Goods and Services Selected be-
fore the prices were inserted;
In one case, Olson listed a charge for a direct cremation, 2. 
but when he submitted the copy to the Veteran’s Admin-
istration for payment of benefi ts, he added additional 
charges for the cremation and transportation that were 
already included in the basic charge for the direct cre-
mation and when the customer received the copy from 
the VA with the extra charges they fi led a complaint to 
the State Board;
Th e auditor from the Board found additional docu-3. 
ments that were submitted to the VA in connection 
with other services that were higher than the bills given 
to the customers;
Th e auditor found four incidents where customers were 4. 
billed twice for the cremation services and a cremation 
tray when those charges were already included in the di-
rect cremation charge;
On another bill the customer was billed for a crema-5. 
tion tray with the indication that the tray was required 
by state law; 
Th e auditor found that Olson sent dunning letters to cus-6. 
tomers claiming more money than was owed, and
Upon completion of the investigation a hearing was held 7. 
and the Board concluded on the basis of the evidence 
that Olson had committed 88 violations.

 Olson claimed the Board committed eight errors in the 
appeal of the Decision. Many of these claims related to the 
specifi c allegations and while of interest are not pertinent to 
the basis for this article. Th e pertinent error claimed was the 
challenge that the Board did not have the authority to en-
force the FTC Funeral Rule to determine violations of Or-
egon State Law. Th e Court rejected this claim and indicted 
that the Oregon State Legislature had specifi cally amended 
the state funeral law to provide that every licensee is required 
to comply with the Funeral Rule and that a violation may be 
cause for Board action. Olson claimed that this action by the 
State Legislature was unconstitutional under Oregon Law be-

Keystone Group 
designates Eagle’s Wings 
Air as Exclusive Supplier 
FORT WAYNE,IN— Eagle’s 
Wings Air has announced 
that it has been selected as the 
exclusive supplier of air trans-
portation management servic-
es by death care industry leader, 
Keystone Group Holdings.
  “Th e Keystone Group has 
demonstrated a keen aware-
ness as to the potential impact 
of both the recent and pend-
ing aviation security changes 
facing the death care commu-
nity. Th eir partnership with 
EWA is a proactive approach 
which will avoid service dis-
ruptions for their client fam-
ilies,” comments Frank Kai-
ser, President and co-owner 
of Eagle’s Wings Air.
 “EWA has proven its air 
transportation expertise to 
our organization, and we ap-
preciate the service and sup-
port being off ered by these 
former airline employees. 
We view EWA as the leading 
advocate for aviation-related 
issues, not only for Keystone, 
but for our entire industry,” 

comments Jim Price, Chief 
Operating Offi  cer of Key-
stone Group Holdings.
 Keystone North America, 
Inc., through its subsidiaries, 
is a leading funeral service 
provider in North America, 
operating 199 funeral homes 
and 15 cemeteries across the 
United States and the prov-
ince of Ontario, making it, 
in management’s estimate, 
the fi fth largest funeral home 
operator in North America.
 Eagle’s Wings Air is the lead-
ing single-source supplier of air 
transportation management 
services to North American fu-
neral homes and shipping ser-
vices. From its headquarters in 
Fort Wayne, IN, they provide 
a nationwide concierge ser-
vice for the air transportation 
of human remains while also 
off ering personalized travel as-
sistance for the bereaved.
 For additional information 
on Eagle’s Wings Air, contact 
Frank Kaiser or visit www.ea-
gleswingsair.com.
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THE FAN MAN, INC.

Fans   Calendars   Urns
Register   Books   Dresses

Advertising Specialties

John Mannion

“WHATEVER YOU NEED”

1-800-671-8280   Cell: 803-417-2940
Thefanman@comporium.net

www.iccfasupplylink.com 

$12500 EACH

2 BUTTON JACKET – DOUBLE VENTS2 BUTTON JACKET – DOUBLE VENTS

100% WOOL CASHMERE – BLACK OR NAVY100% WOOL CASHMERE – BLACK OR NAVY

SmartChoice Distribution, Inc.
(917) 862-0548  CELLULAR 

  MEN’S SUITSMEN’S SUITS

 QUANTITY DISCOUNTS AVAILABLE QUANTITY DISCOUNTS AVAILABLE
SERIOUS INQUIRIES ONLYSERIOUS INQUIRIES ONLY

DISTRIBUTORS WANTEDDISTRIBUTORS WANTED

100% WOOL SUPER -140’S100% WOOL SUPER -140’S
BLACK • BROWN • GREY • NAVY • TAN • OLIVEBLACK • BROWN • GREY • NAVY • TAN • OLIVE

SOLIDS, PINSTRIPES, & HERRINGBONESSOLIDS, PINSTRIPES, & HERRINGBONES
AVAILABLEAVAILABLE

$10000 EACH

GRAND RAPIDS,MI— Bandmates David Crowder and 
Mike Hogan team up to share their experiences with 
grieving, suff ering and hope in Everybody Wants to Go 
to Heaven but Nobody Wants to Die. Part philosophy, 
part music history, part snarky commentary, Everybody 
Wants to Go to Heaven gives readers a glimpse into the in-
terworking of Crowder and Hogan’s mind. Scary, yes but 
also extremely heartfelt and even enlightening. 
 “Th is book is a meditation on grief and the soul,” says 
Crowder. “It is a book about the pain of absence. It is 
about the sharpness of memory that eventually dulls into 
something we both fear and pray for. It is a book about 
dying. Th e kind of dying that involves the physical body 
that everyone of us will one day experience, but also the 
kind of dying that is necessary, before that moment of 
mortal death, for true living to begin.” 

Everybody Wants to Go to Heaven was inspired by the death 
of close friend and pastor Kyle Lake who was electrocuted 
while baptizing a member of their church. His death left 
Crowder, Hogan and their entire church heartbroken and 
struggling to grieve. 
 Th is book is an homage to the hope they found while 
grieving – the same bittersweet hope that exists in blue-
grass. According to Crowder, “things inside us began to 
spill over, and we started collecting them in this book.” 
 By looking at the history of bluegrass Crowder and Ho-
gan take the reader on a philosophical journey to the center 
of the soul, but unlike a similar discussion in a philosophy 
class, their commentary sparks hope and an understand-
ing that pain and grief are essential parts of truly living. 
“Bluegrass music holds both suff ering and hope. Both are 
inherent and necessary.”

Musicians David Crowder and Mike Hogan 
refl ect on Suffering and Hope 

“Everybody Wants to Go to Heaven” combines 
philosophy and the history of bluegrass 

 The unique formatting 
in Everybody Wants to Go to 
Heaven encourages readers 
to interact with Crowder and 
Hogan. Th e book includes 
instant message (IM) con-
versations between Crowder 
and Hogan and three paral-
lel stories are told in columns 
throughout the book. 

Everybody Wants To Go to 
Heaven released during the 
David Crowder*Band’s 32-
city national tour promoting 
their new CD, Church Mu-
sic. Th e CD was released in 
September from sixstepsre-
cords and EMI CMG Label 
Group.

Everybody Wants to Go to 
Heaven But Nobody Wants to 
Die is revised and updated 
and was previously titled Ev-
erybody Wants to Go to Heaven 
But Nobody Wants to Die or the 
Eschatology of Bluegrass (Rele-
vant Books 2006). Th is revised 
edition is available in hardcov-
er through Zondervan.
 Zondervan is the world’s 
leading Christian publish-
er of books whose authors 
are noted for their excellence 
in the craft of writing as well 
as their worthy contribution 
to the ongoing global evan-
gelical conversation. The 
works published by Zonder-
van not only confi rm read-
ers’ faith and understand-
ing, they also challenge and 
stretch readers’ thinking. For 
more than 75 years, Zonder-
van has delivered transforma-
tional Christian experiences 
through general, ministry, 
and academic resources by 
infl uential leaders and emerg-
ing voices,and been honored 
with more Christian Book 
Awards than any other pub-
lisher. Zondervan resources 
are sold worldwide through 
retail stores, online, and by 
Zondervan ChurchSource, 
and are translated into nearly 
200 languages in more than 
60 countries. Visit Zonder-
van Books on the Internet at 
www.zondervan.com/books.
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By Steven Palmer

  Steven Palmer entered funeral service in 1971. He is an honors gradu-
ate of the New England Institute of Applied Arts & Sciences. Licensed 
on both coasts, he owns the Westcott Funeral Homes of Cottonwood 
and Camp Verde, AZ. Steve offers his observations on current funeral 
service issues. He may be reached by mail at PO Box 352, Cottonwood, 
AZ 86326, by phone at (928)634-9566, by fax at (928)634-5156, by 
e-mail at westcott@commspeed.net or through his website at www.
westcottfuneralhome.com.

ObservationsObservations

Th e Underworld 
& Undertakers

 “I wouldn’t be in legitimate business for all the money in 
the world” –Gennaro “Gerry” Anguilo

 I read the other day that Gerry Angiulo died.
 For most people, that name has no recognition. But to people 
who lived in Boston in the 1960s-1980s and who followed 
the crime news, the Angiulo name brought fear to the timid, 
respect to those wishing to avoid fear and interest to the curi-
ous who were outside of their sphere of danger.
 Gennaro “Gerry” Angiulo was the son of an Italian immi-
grant who ran a North End grocery store. His skill at making 
money impressed and earned him promotions in the New 
England Mafi a family under Raymond S. Patriarca, boss of 
New England organized crime. Arrested at Francesco’s Res-
taurant in 1983, accused of murders and beatings, amongst 
other felonious activities, after the FBI had bugged his North 
End headquarters for several years, he was quoted as saying, 
“I’ll be back before my pork chops get cold.” He served time 
in a federal penitentiary until paroled in 2007.
 Angiulo was buried from the Boston Harborside Home of 
J.S. Waterman & Son-Waring-Langone Funeral Home. 
Th e name Langone brings back memories of this political-
ly powerful provider who rendered funeral services to some 
members of organized crime.
 My apprenticeship in the Commonwealth of Massachusetts 
was served with the Charles B Watson Funeral Home/Wat-
son Trade Service which provided fi rst call and embalming 
services for many funeral homes in the Boston area. 
 I never met the Angiulos but late one night our supervisor 

 Joseph A. Langone, a former state representative and member 
of the Governor’s Council for twelve years (an eight member 
board that advises the Governor on judicial appointments, 
pardons and commutations) operated the funeral home for 
40 years. One of the most infamous incidents of his life and 
career happened there.
 A federal narcotics agent parked in front of the Joseph A. Lan-
gone Funeral Home to go across the street to one of the taverns 
to meet with an informer. JoJo came from the funeral home to 
tell them to leave. Th e agent showed his badge and told him 
he would not be long. JoJo told him to move the car. Th e dis-
cussion became physical on JoJo’s part. Th e scuffl  e was heard, 
the informer fl ed and Langone spent six months in the slam-
mer for assault charges, presumably forever endearing himself 
to those saved by the meeting not taking place. 
 He was remembered as the “Italian James Michael Curley” 
who took constituents needs seriously.
 So much has changed since those days. Raymond Patriarca 
is dead. Gerry Angiulo is dead. JoJo Langone is dead. Wat-
son Funeral Home and Watson Trade Service are gone. Lan-
gone Funeral Home was purchased by Service Corporation 
International and was merged with several other fi rms and 
the Merrimac Street location was closed.
 It was an interesting time for a callow youth to be learning 
about life and funeral service in the big city of Boston.

 “Th ey say we gotta get rid of the Governor’s Council. Well, 
it’s ironic – I like that word ironic. I learnt it yesterday – the 
governor wants to abolish the council. Well, the people in my 
ward must like the council, because they keep reelecting the 
councilor in my district, and they don’t keep reelecting gov-
ernors.” –Joseph A. Langone III 

and I went to Buzzy’s Roast Beef for late night eats and he 
pointed out the Angiulo Brothers sitting in their cars, re-
portedly waiting for the delivery of the next day newspa-
pers.
 One trade service client was the original Langone Fu-
neral Home on 383 Hanover St. in the North End of 
Boston. Th e famous Italian North End has many claims to 
history. Langone Funeral Home, directed by Willie Lan-
gone for many years to the end was provider of services to 
Nicola Sacco and Bartolomeo Vanzetti, two North Enders 
and avowed anarchists, were accused, tried, convicted and 
executed for the crime of robbing and killing a shoe com-
pany paymaster and a guard. Th eir innocence is still pro-
claimed in the North End. Th eir funeral attracted 100,000 
mourners. Willie, a genial, physically small man with snow 
white hair, always kind to us presumptuous apprentices, 
would show us pictures on his offi  ce wall of their most fa-
mous funeral. Th e funeral home is gone now but lives on 
in many memories in the North End.
 Th e other related but separately owned Joseph A. Lan-
gone Funeral Home existed for many years on Merrimac 
Street adjacent to the former Boston Garden, the venue 
of the Boston Bruins, the Boston Celtics, any worthwhile 
concert, circus or special event. Boston Garden’s street level 
housed many small restaurants and bars. 

Joseph A. Langone III, “JoJo” as he was more commonly 
known, was not unknown to the members of organized 
crime. His friendship and any relationship to them are not 
known as fact to this author and therefore are speculation. 
But his colorful career and personality make him an inter-
esting face of funeral service.
 When we would deliver a decedent to “Langones,” many 
times JoJo would be sitting in a folding chair in the park-
ing lot or sweeping or hosing it down. When we would 
back in our vehicle he would tell us which room to go to 
and who would be there to help. Before he left he would 
almost always make an appearance to be sure all was ac-
ceptable. Mr. Langone, as I would address him, would be 
gruff  but not unpleasant. Once you learned his personal-
ity he was enjoyable to be around. 

Jarvis Incinerator  Co., Inc.

PO Box 1146
Lowell, MA 01853

Quality service since 1876

Specializing in refactory brickwork.
Based in Northeast = less travel 

and cost to you.

Phone: 617-957-6092
Fax: 978-458-5816

www.jarvisincinerator.vpweb.com

LOWER COST CREMATORY REPAIRS

SALES         SERVICE         REPAIR         SPARE PARTS
We repair all crematory makes and models

Where have all the Bodies Gone? 
War

By Richard A. Santore

 Well to begin with people are living longer. Today the average 
American can expect to live to anywhere between 77.5 and 80 
years. But, don’t think you can take these numbers to the bank. 
Th is statistic includes all deaths; accidents, wars, whatever you 
like. Th e statistic doesn’t lie; it just doesn’t exclude risk factors. 
And, you can’t say “natural causes” because all that means is 
death was caused by a natural disease process. Th is same sta-
tistic also doesn’t take into account “preventable death,” More 
and more of us have given up smoking, so presumably this will 
increase how long we live, but we are eating more and obesity 
is going to shorten our life expectancy. So let’s hold the con-
cept that the statistics are right on the money and the average 
American is going to die between 77.5 and 80 years old.
 Here’s where all the statistics really get fuzzy. Fuzzy be-
cause the statistics for 1930 show the average American 
would live between 59.7 and 61.6 years. What’s so great 
about 1930? Well if you were born in 1930 or there about 
you should be dying today and you’re not. So now we just 
threw that statistic out the window and we need to ask 
why; why aren’t you dying? Simply put, you were never 
born, that’s right you were never born. 
 You see, what happened is this: Th ere was the “Big One,” the 
war to end all wars between 1917 and 1919 for us here in the 
U.S. It was a little longer in Europe. Th en from 1941 through 
1945 we were back at it with the second war to end all wars. 
It’s a funny thing about wars, they never want “old men” to 
fi ght, I guess they fi gure we’re smart enough not to want to be 
brave and die a hero’s death so they only take our young men 
who see themselves as invincible. Th e total number of U.S. 
Military deaths during WWII was 504,956.

CONTINUED ON PAGE A26
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burial garments

800-442-3060 • 718-641-5350 
Fax: 800-531-7272 • 718-641-5743

api@abigal.com • www.abigal.com 

u
]
®

One Convenient Source 
for 

Quality Funeral Products

men’s 
undergarments

ladies 
undergarments

Hard Sole – Black
Size 9 with Elastic Back

Men’s Fit-All Slippers
360C

One size fits all

Ladies’ Fit-All Slippers
510C

One size fits all
Flesh, Powder Blue, White, Sherry, Blue #1

Men’s Shoes

Men’s suits

ladies 
dresses

Ladies’ Shoes

Hard Sole Pumps
Blue or Pink
Size 6 with elastic back

• Burial Suits
• Poly Suits
• Wool Suits

featuring 

Prices Good Through December 20, 2009
For Promo Pricing - Reference YB1109

Call for a catalog or visit us online at

www.southlandmed.com
Ph. 800.959.9160  or  714.456.9160 
Fx. 714.456.9094 • info@southlandmed.com

November Specials

800-959-9160

We offer a full line of:
• Protective Gloves • Protective Apparel • Other Apparel • Facial Protection • Prep Room Supplies • Funeral Service 

• Soaps & Disinfectants • Instruments • First Call • Coroner & Donor Service • Ferno® Mortuary Products • Church & Chapel
• Funeral Stationery • Mortuary Equipment • Crematory Products • NEW~Hair & Beauty ... and a whole lot more!

• classic style silk tie will not 
water stain, fade, or wear out 

• hand bar tacking
• more Ties of Honor® styles 

available on our website

TIES OF HONOR®

59” x 3-1/2” $32.95 ea

$59.95 ea

AMERICAN FLAGS

3’ x 5’, nylon with cotton stars $38.00 ea
4’ x 6’, nylon with cotton stars $50.00 ea
5’ x 9’, 100% cotton $85.00 ea

WOOD FLAG CASES
• 100% wood
• includes glass top inset
• available in:

cherry, oak, or walnut

• World’s first DRY-ON-CONTACT Sanitizer & Deodorizer
• EPA registered and patented
• kills 99.99% of over 50 bacteria, fungus, and viruses in secs
• safe to use on virtually any surface including electronics 

and food contact surfaces (requires no potable water rinse)

• fogger coverage: 3 oz., up to 155 sq. ft.; 8 oz. up to 625 sq. ft.

SANIGUARD® DRY-ON-CONTACT SANITIZER

fogger, 3 oz. $12.00 ea 12/cs $113.00 cs
fogger, 8 oz. $15.00 ea 12/cs $146.00 cs
spray, .75 oz. $7.00 ea 12/cs $55.00 cs
spray, 10 oz. $14.00 ea 12/cs $137.00 cs

• easy to clean, strong, rectangular, aluminum tube with a protective, anodized finish
• six-inch, rubber wheels roll easily over carpet, sills and other obstacles quietly finishes available:

bronze, gold, blue-gray, silver, and black

Model 87 $833.00 ea fully extended 61-1/4” L x 21-1/2”W; max load - 1000 lbs; locks in 4 positions
Model 88 $793.00 ea fully extended 47” L x 22”W; max load - 1000 lbs; locks in 3 positions
Model 401 $96.00 ea truck cover for use on model 87 
Model 402 $107.00 ea truck cover for use on model 88

FERNO® MODEL 87 & 88 CHURCH TRUCKS & ACCESSORIES
CHURCH TRUCKS & COVERS

SAFEGRIP GLOVES & GLOVE BOX HOLDER

$28.00 ea

POWDER-FREE LATEX HIGH RISK GLOVES

• 16 mil • high tensile strength • non-sterile • comfortable fit for reduced hand fatigue
• ambidxtrous • single-use • extended 12” cuffs • textured • packaged 25 pr/bx in sizes XS - XL

STAINLESS STEEL GLOVE BOX HOLDER ~NEW~
• designed specifically for Safe Grip gloves • hardware included

10 bxs/cs $95.00 cs

• rich velvet drapes: available in burgundy, blue, evergreen, silver-grey, gold and black
• lattice frame attachment: required to mount drapes to truck

VELVET DRAPE & FRAME ATTACHMENT

$500.00 ea
$300.00 ea

adult 12 mil envelope zip - 48” x 100” 6/cs $477.00 cs
adult 12 mil envelope zip - 72” x 108” 2/cs $165.00 cs

• covers and encases the body forming a sealed case for transport • closes to 8” x 58”
• lightweight, durable, portable, easy to maneuver
• made of 18 oz. vinyl coated polyester, easy to decontaminate 

REEVES FLEXIBLE STRETCHER WITH SEALED BODY COVER

• non-vinyl, chlorine free cremation bags • 10 ultra strong, wide web handles • sealed inner zipper
• inner liner prevents fluid leakage while sealed inner zipper allows autopsy w/out body removal
• includes BBID-KIT for field identification without carrying separate I.D. tags and supplies

“BIG GIRTHA” OVERSIZED BARIATRIC - UP TO 1000 LB CAPACITY

$312.00 ea

 

“Hearse Across America” 
to begin in February 2010

David Jeckovich’s 1955 Cadillac Hearse

ORLANDO,FL— David 
Jeckovich has announced 
that in February 2010, he 
will launch his “Hearse Across 
America” program. His plan 
is to travel from Florida 
to California offering the 
use of his 1955 Cadillac 
hearse to funeral homes and 
churches along the way free 
of charge.
 Jeckovich is the manager 
of Credit Union Services, 
which buys vehicles from 
funeral homes and resells 
them worldwide. He says 
he was moved to purchase 
the Cadillac and dedicate 
its service in memory of 
his late wife Joanne. “I was 
married to Joanne since 
high school, and she died 
in her forties after a seven-
year battle with cancer,” 
he states. “She was always 
spreading happiness and joy 
to complete strangers, and I 
want to continue this tradi-
tion in her honor.”
 The hearse was built by 

Miller Meteor and only had 
25,000 miles on it when he 
bought it. It is said to be the 
one used in the Tommy Lee 
Jones movie, Ty Cobb. Jeck-
ovich has worked hard to 
get the car in tiptop shape 
including extensive engine 
work, paint, and interior res-
toration, and he is commit-
ted to providing excellent 
and respectful service to all. 
He looks forward to mak-
ing many families happy 
with this unique way to pay 
tribute to their loved ones. 
He hopes it will be used by 
people from all walks of life 
from veterans to the home-
less - anyone who so desires. 
Jeckovich strives to accom-
modate as many funeral 
homes and churches as pos-
sible who would like to be 
a part this eff ort. For more 
information about Hearse 
Across America, please con-
tact him at (407)366-0000 
or hearseacrossamerica@ya-
hoo.com.
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 Gary Finch is a licensed funeral director and embalmer in Texas. 
He founded Compliance Plus in 1992. Today, they represent over 
700 funeral homes and cemeteries in 37 states. Compliance Plus 
also serves as an advisory consultant for the International Order of 
the Golden Rule. For more information on Compliance Plus visit 
www.kisscompliance.net. Contact Gary by phone  at (800) 950-
1101 or by e-mail at gfi nch@kisscompliance.net. 

By Gary Finch

OSHA OSHA 
 Compliance Compliance

Penalties and average fines went down. And most 
important of all, accident rates dropped to a new all 
time low.
 Now there is a great deal of chatter coming out 
of OSHA. There is talk of a return to the glory 
days of 40,000 inspections. Voluntary Protection 
Programs have already been de-emphasized. Like 
AT&T, “Reach out and touch someone” seems to 
be the new credo.
 In the world I live in, these are seismic shifts. In 
the world most of you live in, it is scarcely noticed. 
My feeling is that some of you who have not no-
ticed it will know it all too well in a few years. You 
will know it when you have been the one that was 
touched. And you may say, “Why didn’t you warn 
us?” And I will answer, “Oh, but I did.” 
 “What’s Up With Th is” is the name of our new email 
report. It is free to anyone that wants to receive it. To 
register, go to www.kisscompliance.net and click on 
“What’s Up With Th is”. Th e focus is on OSHA and the 
death care industry.

Consider 
Yourself 

Forewarned

 Using new web resources, it is now possible to get a 
real inside view of OSHA. I suspect there are power 
struggles at every government agency. The one go-
ing on at OSHA might be unique.
 This is a tiny agency, yet it tied with the IRS as 
the most hated government bureaucracy in a poll. 
Why? Why not the EPA? It is much larger. Or why 
not the CDC? The hatred and lack of respect from 
the public has stung many at OSHA. Others see it 
as proof that they are doing their job. You have a 
resulting turf war between these two camps. Both 
sides have true believers.
 The proponents on one side identify with Charles 
Jeffress. He was the OSHA Chief under President 
Clinton. Under Jeffress, OSHA achieved a record 
40,000 inspections in one year. There were record 
penalties and fines. And most important of all, ac-
cident rates dropped to an all time low. However, this 
was the period when OSHA tied the IRS in voting 
for the most hated agency.
 The other camp likes the OSHA that President 
Bush built. The Chief was John L. Henshaw, but 
here the credit is given directly to Bush. Inspec-
tion levels dropped to just over 30,000. The focus 
was narrowed to industries with the highest acci-
dent rates. OSHA established Voluntary Protec-
tion Programs with many industries that promised 
to do their own enforcement if OSHA backed off. 

Keeping Your Name Out Front...365 Days A Year
With Calendars and Fans from PPCo.

Select Calendar styles priced 
as low as .79 each

Fans – 1,000 @  .39 each
Wood Stick – Stapled

 PHILLIP’S PRINTING COMPANY
 404 Main Street
 Tarboro, NC 27886
 Phone 252-823-8410
 www.ppcoprint.com

African American Heritage • Almanac • Inspirational Calendars • Catholic 
Recipes • Stick Ups • Legacy Desk Calendars • Magnetic Calendars

MarkThomas

To order call: 800-437-2635
www.markthomasco.com

The Mark Thomas and Chapel Craft 
Autumn 2009 catalog is available now. 

Chapel Craftand

Call it tear drop, or 
flame, or stone, this cast 
aluminum urn is an eye-
catching, evocative shape 
that is dramatic and 
distinctive. Full-size (10” 
x 10” x 6”) and keepsake 
versions.

Introducing our 
newest urn ....

Jackson Funeral Home 
purchases new Coach and 
Limousines

Refl ections pays tribute during
“A Salute to Mr. Lincoln” Weekend

ROCKFORD,IL— Scholars credit Abraham Lincoln’s fu-
neral, in 1865, with triggering the beginning of the mod-
ern funeral service. President Lincoln was the fi rst public 
fi gure to be embalmed and put on view for nearly three 
weeks. Refl ections: Th e American Funeral, a 53’ mo-
bile museum, features a reproduction of Lincoln’s elabo-
rate casket and a scale model replica of the funeral train 
that carried his remains as well as explores the history of 
funeral customs and commemorates veterans and others 
who serve our country.

Refl ections: The American Funeral Mobile Museum

Mobile Museum Honors 
Presidents, Veterans, 

Public Safety Offi cers, 
Historical Figures 

 Refl ections was on display 
in front of Veterans Memo-
rial Hall during “A Salute to 
Mr. Lincoln” Weekend held 
September 24-26, 2009. A 
private reception for funeral service professionals, hosted by 
Frigid Fluid Co., was held inside the exhibit on Saturday.
 From the cross-country funeral procession for Abraham 
Lincoln to the national outpouring of grief for Elvis Pres-
ley, America has a rich history of mourning the dead. Re-
fl ections explores these traditions, beginning with Native 
American burial mounds and ending with the diverse ritu-
als practiced across the country today. Recent display ad-
ditions include Senator Edward M. Kennedy and Michael 
Jackson. Produced by Michigan-based MRA, it’s earning 
high praise from everyone who experiences it. 
 Refl ections has been touring across the United States 
since Summer 2008, stopping at state capitols, universi-
ties, veteran events, and mortuary schools, funeral homes 
and industry conventions. 
 Refl ections receives support from the National Funeral Di-
rectors Association (NFDA); the American Board of Funeral 
Service Education (ABFSE); the Academy of Professional 
Funeral Service Practice (APFSP); Federated Funeral Direc-
tors of America (FFDA); Get-Etched, a manufacturer of dis-
tinctive, custom memorial products; and Kates-Boylston 
Publications, the parent company of American Funeral Di-
rector magazine, a leading independent trade magazine for 
funeral directors and other funeral service professionals.
 Sponsorship and appearance inquires are welcome and 
can be submitted to Frank Lorbach at FrankL@goMRA.
com or 586-596-7937.

LAURINBURG,NC— Lawrence Jackson, Jr., along with 
his wife, Eloise Jackson, of Jackson Funeral Home, 
Laurinburg, take delivery of their set of new model S&S 
Presidential Six Door Limousines as well as a new model 
companion Cadillac Funeral Coach. Delivery was made 
on September 24, 2009 by Bill McKeithan representing 
Crain Sales of Mt. Gilead, NC.
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Permits an above the ground seal 
Metal or Concrete Vaults 
Available in Painted or Stainless Steel 
Quality Materials & Construction 
Throughout            
Self-lock style Lid Clamp Available 
One Man Set-up 
Preferred by Funeral Directors 
Made with Pride in the USA 

P.O. Box 1166     Maquoketa, IA 52060 
Ph: 563-652-2510 

Email: tjmfg@qwestoffice.net 
Website: www.tandjmfg.com 

 

 

Death Care Marketing in the New 
Economy presented by MKJ
LARGO,FL— MKJ Marketing, the death 
care industry’s leader in marketing servic-
es, will present a new seminar in 2010, 
“Death Care Marketing in The New 
Economy.” Th e annual MKJ Ski Semi-
nar will be held at the Westin Riverfront 
Resort in Beaver Creek, CO, February 
8 – 11, 2010, and at the Ritz-Carlton 
Beach Resort in Naples, FL March 8 
-11, 2010. 
 American consumers’ priorities, particu-
larly baby boomers, have changed as a re-
sult of the 2009 recession. Th e diffi  culty 
of selling homes and lost retirement funds 
will result in fewer seniors retiring to Sun 
Belt states, thus increasing the number of 
deaths in the mid-west and northeastern 
states. In fact, the recession is creating 
an opportunity for funeral businesses in 
these regions, but only if these fi rms can 
make the necessary adjustments to meet 
the consumers’ needs. 
 Even with drastic price cuts at retailers, 
hotels, airlines and restaurants, the con-
sumer is holding tight to their money 
with an emphasis on saving. For the fi rst 
time since before WWII, Americans are 
placing a higher priority on saving than 
spending. Th is new reality is impacting 
every major industry. Buyers are seeking 
smaller instead of larger homes, purchas-
ing fuel effi  cient vehicles, 
paying closer attention to 
their investment portfo-
lios and the cost of medi-
cal care. In simple terms, 
the consumer is demand-
ing less; they can’t pay for 
more and they don’t want 
more. For many markets, 
discounting will be a reali-
ty; discount funeral service 
will become available in 
nearly every fair size com-

munity as lower priced fi rms will realize 
an increase in volume. As the volume in-
creases, it is likely they will become more 
aggressive in their advertising. 
 How will death care adjust to this new 
reality? Will the arrangement techniques 
of the past still work? MKJ Marketing, 
the death care industry’s leader in mar-
keting services, will present a new semi-
nar in 2010, “Death Care Marketing in 
Th e New Economy.” Th e annual MKJ Ski 
Seminar will be held at the Westin River-
front Resort in Beaver Creek, CO, Feb-
ruary 8 – 11, 2010, and at the Ritz-Car-
lton Beach Resort in Naples, FL March 
8 -11, 2010. Both of these luxury hotels 
have dramatically reduced their rates to 
accommodate the MKJ seminars. 
 MKJ’s 2010 seminars are sponsored 
by Th e Whitmore Group which off ers 
very competitive funeral service-related 
business insurance rates through their 
agents, and local insurance agents; as well 
as Th umbies®’ and Buddies®’ producer, 
Meadow Hill Company. MKJ seminar 
sponsors enable the opportunity to add 
to the program without greatly increas-
ing registration costs.
 For more information about these semi-
nars, visit www.mkjmarketing.com or tele-
phone MKJ at 888-655-1566.
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Funeral Directors  Research, Inc.
AMRA INSTRUMENT, LLC

623 N. Tower (P.O. Box 359)
Centralia, WA 98531

“the shorter the supply line the better off you are”

WEB DIRECT GIFT & PRICING

TM
®

www.amrainstruments.com
www.preproomdirect.com

“Finest in Funeral  Fashions”
• Independently Owned • Same Day Service Available

• Over 75 Years Service to Funeral Homes

BURIAL DRESSES AND MEN’S SUITS

www.ethelmaid.com • E-mail: ethelmaid@aol.com

1-800-228-8552    Fax: 1-800-255-5411

Box 211, Schuylkill Haven, PA 17972 
A Divison of Gardinier Assoc., Inc.

See us on-line at www.meadowhillco.com 
and call to become an associate. 

A Grand 
way to 
remember

Your Home
When a woman buys a Thumbie®,
the first thing she does is show it

to every friend and family member.

She touches it and tells a story.

The friends and family ask 
“where did you get it?”

Make sure the answer is
your home.

Suggest a Thumbie
to every family

Print 
Everyone.

Because your
service shouldn’t

end with the burial.
Receive your free start-up kit today! 

MHC_FH&CNNov09ad.eps   10/12/09   2:56:11 PM

 

Brushed Nickel colored Brass 
Urns with adorable paw-print 
design, available in (4) sizes.  

This design, like all 
of our products, remain 
the creative property of 
Forever Pets and its 
authorized re-sellers only.

1-888-450-7727

Call now to receive our
* FREE Wholesale Catalog * Copyright ® 2007 FPI. All Rights Reserved 

 

NASHVILLE,TN— A virtual wave of light will circle the 
globe the second Sunday in December this year. December 
13th—Worldwide Candle Lighting Day—will unite hun-
dreds of thousands of family and friends around the world 
in lighting candles to celebrate and remember the lives of 
children who have died at any age, and from any cause. 
 What started in 1997 in the United States as a small in-
ternet observance by the grief support organization, Com-

“Light A Candle” – Paul Alexander’s Song brings 
light and comfort on a Worldwide Level 

Paul Alexander

national theme for Worldwide Candle Lighting Day.
 Alexander’s gifting is a rare combination. An expert on 
the clinical aspects of grief, he is a deeply spiritual man--
one musically gifted with a passionate mission through his 
music to “turn on the lights” in the too often dark work of 
grief and loss. Alexander’s most widely recognized signa-
ture song to date “Light A Candle,” is used worldwide as 
a centerpiece for memorial celebrations and candle light-
ing ceremonies by major organizations such as Th e Com-
passionate Friends and Bereaved Parents USA. 
 He has performed Light A Candle at major national gath-
erings for organizations including Compassionate Friends, 
Th e World Gathering For Bereavement I & II, National 
Gathering of Chaplains, National Hospice Organizations, 
Mothers Against Drunk Drivers, National Catholic Min-
istry to the Bereaved, among many others.
 Alexander believes that the expression of candle lighting is 
an important one. “Th e simple and beautiful action of light-
ing a candle is an emotional act which not only expresses our 
grief, but more importantly honors the life, the love, and 
the connection the person had and still has with us. Often 
people fi nd it hard to say words that express their grief and 
longing—and this is an outward symbolic act that can by-
pass one’s critical mind and go right to the heart of the mat-
ter. Since it is often done in group memorials and events, 
the brilliance and the beauty of all the candles burning gives 
strength in knowing we are not alone in our grief.”
 Alexander also believes that ‘celebrity grief ’ is a sign of 
our 21st century culture of sped- up lifestyles, often at the 
expense of emotional health.
 “We live in a society that typically allows people three days 
off  from work after a signifi cant loss. Loss on a large level of 
icons such as Michael Jackson, Elvis, President Kennedy, or 
Princess Diana, gives people an opportunity to mourn per-
haps on a deeper level the losses of a personal nature that 
they were never given the opportunity to express. It gives 
a place, and a structure of a community of support which 
when facing our own losses, we are often denied. Th e cul-
tural role models icons have in some way given us hope 
through their lives , musical status or message. Th ey also 
are part of a time line that we measure our own lives and 
thus our own mortality against. We all mark our lives with 
songs, or the wedding of Princess Diana, or the Inaugura-
tion of President Kennedy. We need places, and ceremony 
and music and visible expressions of our grief. We also need 
places and people and rituals to express it openly.”
 On his own creating of Light A Candle, Paul Alexander 
believes the song has a mission. “People need words and 
music that give them the opportunity of expression of loss, 
as well as to honor the love and life that has been lived. In 
some ways, Light A Candle provides that musical place. I 
love to sing the song. It connects me to my own soul and 
spirit. I hope that is what people feel and experience in 
hearing it as they let their hearts rest in the beauty of the 
candles as they burn around them.” 
 For more information on the music and books of Paul 
Alexander visit www.griefsong.com.

passionate Friends, has since 
swelled into what is now be-
lieved to be the largest an-
nual mass candle lighting 
on the globe—a ceremony 
that transcends all ethnic, 

cultural, religious and po-
litical boundaries—a vir-
tual 24 hour wave of light 
as it moves from time zone 
to time zone with a succes-
sive lighting observance at 
7:00 P.M. in each time zone 
around the world. 
 What will remain constant 
is that Paul Alexander’s
beautiful voice will have a 
great part once again this 
year in the observance. His 
song, Light A Candle, has 
virtually become an inter-

Booklet helps Grievers 
prepare for Holidays
EDINA,MN— Th e premise 
of “Holiday Grief – Prepar-
ing for Holidays and Other 
Special Days” is that a spe-
cial day, particularly a holi-
day or the anniversary of a 
loved-one’s death, or birth-
day is often the source of 
much distress among griev-
ing people.  Managing stress 
while planning and experi-
encing these days is the key 
topic. Th is is a booklet that 
can provide direction and 
comfort to those who are 
dreading the approach of 
“the day.”  Grieving peo-
ple have indicated that the 
booklet has given them di-
rection, but that it is also an 
important guide for family 
members.  Th is is an excel-
lent booklet for distribu-
tion to grief support group 
members.
 The authors, Barbara 
Moore and Dennis Wil-

liams, recognized the need 
for a quick-read, inexpen-
sive little booklet that could 
help a grieving person deal 
with special days. Th e book-
let (3¼” x 3¼”) will fi t in a 
pocket or purse and it can 
be mailed effi  ciently.  Vol-
ume discounts are avail-
able.
 For additional informa-
tion about these publica-
tions or a free, printed cat-
alog or to order materials, 
contact Grief Resources 
Catalog on the Internet 
at www.griefresourcescata-
log.com.  Grief Resources 
Catalog carries more than 
50 different grief book-
lets, books, DVD’s and 
tapes.  Grief Resources Cat-
alog, 5021 Vernon Avenue, 
#209, Edina, MN 55436.  
Call (952) 922-3469. E-
mail: williams@griefre-
sourcescatalog.com.
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TSA Compliant
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WMA collects Industry Data from 480 
Funeral Home Professionals 

Crocker Funeral Home 
purchases Coach and 
Limousines 

titudes regarding both con-
sumer product interests and 
burial vault companies. In 
addition to gathering inter-
nal intelligence specific to 
Wilbert Burial Vault prod-
ucts and services, respon-
dents were also polled about 
their families’ “green” or en-
vironmentally-friendly burial 
interests. 
 When asked, “Do you think 
the families you serve would 
have interest in a green/envi-
ronmentally-friendly burial 
vault,” funeral home profes-
sionals answered as follows:

16% selected yes
21% selected no
24% selected unsure
39% selected maybe

 Findings from this online 
survey indicate varied re-
sponses regarding green/en-
vironmentally-friendly burial 
vaults, with more than 60% 
of the audience being inde-
cisive. With a benchmark in 
place, WMA plans to periodi-
cally measure response to this 
subject to determine if inter-
est in “green” burials increases, 
decreases, or stays as is.
 “The purpose of the re-
search was twofold,” stated 
Steve Turner, WMA presi-
dent. “First, we wanted our 
customers and prospects to 
provide us with a “report 
card” on our eff orts to serve 
them and the families with 
quality burial vaults and cre-
mation products. Second, 
we wanted to gauge our cus-
tomers on consumer interest 
for environmentally-friendly 
burial vaults.” 
 Th e online survey, conduct-
ed over the summer months, 
yielded responses from 480 
funeral professionals from 
across the United States and 
Canada – both customers and 
non-customers of Wilbert. 
Funeral directors were asked 
to rate Wilbert on several 
performance metrics such as 
product quality, customer ser-
vice, and breadth of product 
line as well as industry issues 
such as the potential impact 
of the green movement.
 “The customer rating for 
our performance in most ar-
eas has been very gratifying,” 
continued Turner. “Overall, 
Wilbert and the local licens-
ees scored very well. With 
this said, both our customers 
and prospects identifi ed one 
or two components of our 
relationship where improve-
ment is possible.” He contin-
ued, “We are pleased with the 
results of the survey and the 
feedback we received and are 
now taking additional steps 
to meet and exceed customer 
expectations.”
 “Like many cutting-edge 
companies, the entire Wil-
bert network realizes the 
importance of listening to 
the customer,” said Tony 
Colson, president of Wil-
bert Funeral Services, Inc. 
“Th e feedback we have re-
ceived in this survey in the 

SUFFOLK,VA— Jesse Trent, corporate president, and 
James Arrington, manager, along with other associates 
of Crocker Funeral Home, Suff olk, take delivery of their 
2009 Cadillac Federal Renaissance Funeral Coach and two 
Cadillac Raised Roof Six Door Limousines. Delivery was 
made to the funeral home on September 10, 2009 by Bill 
McKeithan, representing Crain Sales, Mt. Gilead, NC.

area of customer service and cremation 
products is essential, and we look forward 
to announcing new initiatives and product 
strategies in the months to come.” 

BROADVIEW,IL— Wilbert Manufacturers 
Association (WMA), the voice of the Wil-
bert licensee network, has announced results 
of a landmark survey on funeral director at-
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SALES • SERVICE • REPAIRS • SUPPLIES

“We Repair 
All 

Makes & Models”

“SERVICE IS EVERYTHING”

P.O. Box 4087 • 9828 Arlee Ave. • Santa Fe Springs, CA 90670

Offi ce: (562) 222-BURN
(800) 396-2254 • Fax  (562) 222-2880

www.americancrematory.com

STOP PAYING FULL FREIGHT RATES  ON...

CALL TOLL FREE

1-800-752-5251

The Leader in Protective Care Since 1973.
Our high standards always include performance tested,

bug stamped quality containers.

At Air-Flite we discount freight rates and
PASS THE SAVINGS ON TO YOU.

• AIR TRAYS

• COMBINATIONS

• CREMATION CONTAINERS

• CREMATION SUPPLIES

www.VeteransFuneralHomes.com

Increase Revenue
Grow Market Share
Stimulate Community 
Awareness
Drive Visitors to your Website

Is your firm the 
“Veterans Funeral Home” 

in your community?

The most inexpensive, 
cost-effective way to: 

Become a VFMC “Exclusive” 
Certified Provider Today!

Are you making your banker rich and your business poor?

Shirley Brothers 
Mortuaries purchase 
three new Eagle Lincolns

NEW BRITAIN,PA— It is a sad but true fact that many 
funeral home owners have existing loans that are costing 
them thousands of dollars every month more than they 
should be paying. Th ousands of dollars every month over 
a period of 15 to 25 years are being stolen from working 
capital and ultimately their retirement security and yet 
they fail to take appropriate action.
 Th is unfortunate situation exists due to a number of factors. 
First, funeral homes are considered “special use” properties 
that require more eff ort than usual to ferret out the banks and 
bank programs off ering the best loan options. Many owners 
took the fi rst fi nancing off er they received from their friendly 

neighborhood banker and are paying rates above 7% while 
facing balloon payments in the next few years. 
 Second, rates have dropped signifi cantly over the past 
18 months but owners have not looked into refi nancing 
because they hear about the “credit crisis” and are so busy 
running the daily operations that they don’t make the time 
to shop for improved fi nancing. Th e truth is that it is in-
deed a tough time to secure fi nancing but there are defi -
nitely banks and loan programs still eager to work with 
qualifi ed funeral home borrowers.
 While there are many reasons to own and operate a funeral 
home business, the most important objective is to turn a 
profi t and create a better future for ourselves and business 
stakeholders including partners, employees and family mem-
bers. Without profi tability, your business can not truly serve 
its community and clients in their time of need.
 Unlike many consumer driven businesses, funeral home 
owners have no way to stimulate “at need” sales, so cash 
fl ow management tools are critically important. Perhaps 
securing the best possible fi nancing package is the single 
most important component of improving cash fl ow and 
short term profi tability. Why suff er with a bad loan? Th is is 
a costly mistake and one that can be quickly remedied.
 You owe it to yourself and your family to stop making 
your banker rich and your business poor. Speak with a 

funeral home fi nancing specialist.  A fi nancial check-up 
routinely fi nds potential savings of tens of thousands of 
dollars per year for owners just like you. 

K2 Commercial Finance has just launched the “Financial 
Check-up for Funeral Homes Program” which quickly de-
termines if your business could benefi t from and qualify for 
one or more of the government backed fi nancing programs. 
When potential savings are identifi ed, we will work with 
you to position your business to move effi  ciently through 
the complicated SBA and / or UDSA lending process.
 Th e Financial Check-up is the initial step in preparing 
for a successful refi nancing or acquisition funding. Th ere 
is no other item that can have a larger impact on cash 
fl ow and business value in the short term. To learn more 
call Ken Kaplan at 215-230-1885 or visit www.Funeral-
HomeLoan.com  for more information.

INDIANAPOLIS,IN— Butler Coach would like to thank 
the Shirley Brothers Mortuaries of Indianapolis for the 
purchase of three new Eagle Ultimate Elite Lincolns. Pic-
tured in front of their new vehicles are Ron King of Butler 
Coach (Left), along with Fred Shirley and Jim Shirley, 
both of Shirley Brothers Mortuaries.
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PREMIUM MORTUARY 
PRODUCTS, INC.

PLAINFIELD, CONNECTICUT

800-624-9461 • 800-537-8338

FAX 860-564-1272 

WHITE SOFT COVER REGISTER BOOKSWHITE SOFT COVER REGISTER BOOKS
GOLD PRAYING HANDSGOLD PRAYING HANDS ..... .....2525 @ $3.56 ea / 50$3.56 ea / 50 @ $3.05 ea / 100$3.05 ea / 100 @ 2.74 ea2.74 ea

FUNERAL FUNERAL  FLAGS “HOPKINS BRAND”FLAGS “HOPKINS BRAND”....................................................................$129.50 dozen$129.50 dozen

PAPER/BLUE PLASTIC DISPOSABLE SHEETSPAPER/BLUE PLASTIC DISPOSABLE SHEETS .......................... ..........................cs 50 $49.95cs 50 $49.95

REDNECK 3 WAY G.E. MOGUL BASE BULBSREDNECK 3 WAY G.E. MOGUL BASE BULBS ................................ ................................$13.95 ea$13.95 ea

OVERHEAD COSMETIC BULBS OVERHEAD COSMETIC BULBS 
PINK OR BLUEPINK OR BLUE ............................ ............................150 watts $19.95 ea / 65 watts $17.95 ea150 watts $19.95 ea / 65 watts $17.95 ea

CRUCIFIXES #LO510 10” BRONZE CORPUS/BRASS CROSSCRUCIFIXES #LO510 10” BRONZE CORPUS/BRASS CROSS .... ....$69.95 dozen$69.95 dozen

SCALPEL BLADES #22SCALPEL BLADES #22 ................................................. .................................................box 100 @ $49.95box 100 @ $49.95

LADIES LACE GLOVES PINK, BLUE OR WHITELADIES LACE GLOVES PINK, BLUE OR WHITE ....................... .......................$35.00 dozen$35.00 dozen

WHITE COTTON RIBBED PALLBEARER GLOVES WITH SNAPSWHITE COTTON RIBBED PALLBEARER GLOVES WITH SNAPS......$29.95 dozen$29.95 dozen

WHITE LIGHT WEIGHT COTTON PALLBEARER GLOVESWHITE LIGHT WEIGHT COTTON PALLBEARER GLOVES ........ ........$12.95 dozen$12.95 dozen
 BUY 12 DOZEN GET A DOZEN FREEBUY 12 DOZEN GET A DOZEN FREE

WHITE DISPOSABLE POUCHES WITH CENTER ZIP 5MILWHITE DISPOSABLE POUCHES WITH CENTER ZIP 5MIL ............... ...............$8.95 ea$8.95 ea

INTRODUCTORY OFFER
Call 800-882-5907 NOW and take advantage of this unique opportunity to serve 
the Veterans in your community better than you’ve ever imagined!  Honor those 
who served our great country by adding one of our Affinity Caskets to your  
selection room. Thousands of firms have already taken advantage of this  
opportunity and have become the destination for Veterans in their community. 
Act now and call us for your selection room display. All of our products are sat-
isfaction guaranteed - if for any reason you are not satisfied with your Affinity  
casket, we will gladly make it right! We are a Veteran-owned and Veteran-managed  
company forever devoted to our brothers and sisters who served along our 
side. This passion to honor their sacrifices and memorialize the legacy of their 
time and service is reflected in the dignified and elegant style of our product.  
Each casket is designed as a complement to the dress uniform of the branch that 
it represents. Select one, display it with pride, and witness a truly memorable 
reaction from the family and loved ones.

$25000 
your initial casket purchase (limit 4)

OFF

Selection Room Display Voucher

God Bless Our Troops

Buyer agrees to display casket in a selection room or area of display in the funeral home.

 

Commitment

Homesteaders?
Why join

CommitmentCCoommmmimmmimiittmememeenntntCommitmentCComommmmimmitmiititmtmetmmenmeeentnt
At a time when many  
pre-need insurance funding 
companies are abandoning the 
programs and support funeral 
home owners and their families 
demand and deserve, Homesteaders 
continues to develop more ways  
to help funeral homes  
succeed.

Funeral service professionals like 
Amy Wappner-Bove believe in 
Homesteaders’ singular commitment 
to their success and to preserving 

the value of funeral service.® Amy and 
thousands of other funeral professionals 
count on this commitment to help them 

keep their promises to families when 
they need it most.  

To learn why more funeral home  
owners and pre-need managers are  

joining with Homesteaders, visit  
homesteaderslife.com today.

800-477-3633

 

Stewart Enterprises reports results for 
the Third Fiscal Quarter of 2009
NEW ORLEANS,LA— Stewart Enterprises, 
Inc. (Nasdaq:STEI) has reported its results 
for the fi scal quarter ended July 31, 2009. 
Th e Company reported net earnings for the 
quarter ended July 31, 2009 of $10.8 million, 
or $.12 per diluted share, compared to net 
earnings of $9.1 million, or $.10 per diluted 
share, for the quarter ended July 31, 2008.
 Th omas J. Crawford, President and Chief 
Executive Offi  cer, stated, “While we can’t 
control the economy or the number of deaths 
in our markets, we can control our costs, 

 Founded in 1910, Stewart Enterprises, Inc. 
is the second largest provider of products and 
services in the death care industry in the Unit-
ed States, currently owning and operating 219 
funeral homes and 140 cemeteries. Th rough 
its subsidiaries, the Company provides a com-
plete range of funeral merchandise and servic-
es, along with cemetery property, merchandise 
and services, both at the time of need and 
on a preneed basis. Th e complete release can 
be viewed on Stewart Enterprises’ website at 
http://www.stewartenterprises.com.

continue to prudently invest 
for the long-term and take 
strong actions to eff ectively 
manage our cash, liquidity 
and tax planning strategies. 
We have done that in the 
third quarter and increased 
both our earnings and cash 
fl ow over the prior year.” 
 It was also reported that 
its Board of Directors in-
creased its annual cash div-
idend by 20% to $0.12 
per share compared to the 
previous $0.10 per share. 
In addition, the Board de-
clared a quarterly cash div-
idend of $0.03 per share. 
Th e dividend is payable on 
October 29, 2009 to hold-
ers of record of Class A and 
Class B Common Stock as 
of the close of business on 
October 14, 2009. Craw-
ford said, “Th e Board’s de-
cision to increase the cash 
dividend refl ects confi dence 
in our solid balance sheet 
and the ability of the Com-
pany to continue to gener-
ate strong cash fl ow.”
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By Kristan Dean 

 In 2000 Kristan Dean began working with her family to bring 
Merry Christmas From Heaven® to all who need the gifts’ mes-
sage of Comfort, Love, and Faith. Today she is the Vice President 
of Marketing and one of the primary members of her family’s 
Bereavement Ministry.  
  Thanks, in great part, to the thousands of funeral directors and 
retailers nationwide who make Merry Christmas From Heaven® a 
part of their communities, countless numbers of families reach out 
to their family every year. Their bereavement ministry helps families 
realize that those in Heaven live forever in our hearts. Their love is 
with us always.    
 Prior to Mooney TunCo, Inc. Kristan worked with companies nation-
wide helping them build revenues by creating greater sales opportuni-
ties through the use of sales intelligence and marketing alignment.

 One sad truth is that the Holidays can be one of the 
most diffi  cult times of year for those who are griev-
ing.  It is a time that often brings a heightened sense 
of loss and sadness to people who have lost someone 
they love. It is a time that brings us closer to our hap-
piest memories and at the same moment overwhelms 
our hearts as we further realize how much we miss the 
one we love.  Unfortunately these are just some of the 
reasons why you take such great care, throughout this 
season especially, to fi nd ways to reach out to the fami-
lies you serve and why the best in our industry go that 
extra step fi nding ways to reach out to all those in their 
communities who are grieving.  
 I can only imagine how many of you are in the throes 
of planning your upcoming holiday memorial servic-
es, open houses, and get-togethers for the families and 
communities you serve.  To each of you I say Th ank 
you!  You are the best in our industry.  Th e ones who 
know that their expertise is often needed most after the 
funeral.  You understand how important it is for people 
to come together to celebrate their love.  
 Still, I realize that this understanding may not be 
enough.  Th at some in our industry are saying: I do 
not have the time, budget, and/or enough help to put 
together an event.  What can I do?  How can I bring 
a bit of hope, peace, and yes joy to the families in my 
community who need to connect with the one they 
love who has passed on? 
 Th ankfully if you are like Shueneman & Tumbleson 
Funeral Home in Kewanee, IL you know that the an-

swer may be just outside your door. You fi nd a way to 
partner with your local churches.  You think beyond 
your funeral home’s walls to bring your entire commu-
nity together to hear an “uplifting message of joy and 
comfort…” led by leaders of three diff erent churches.  
 Better still, the First Methodist church does more than 
provide a location to gather.  After the service they open 
their fellowship hall giving people time to connect and 
enjoy some refreshments.  Best of all, by enlisting the 
help of three churches your funeral home’s memorial 
service immediately reaches beyond the families you 
serve to include the three congregations and ultimately 
everyone the families and church members know.  
 Most importantly, by inviting everyone to view the 
Tree of Memory—the evergreen tree, in front of your 
funeral home, whose lights represent loved ones lost—
you fi nd a way to bring comfort beyond the day of the 
Holiday Memorial Event.    
 Let Shueneman & Tumbleson Funeral Home inspire 
you to fi nd the best way you can help the families in 
your community include, those who now live in their 
hearts, in their holiday season.  I look forward to hear-
ing your thoughts.  Please give me a ring at 781-331-
5308 or, if you prefer, email me at kristan@mooney-
tunco.com. 

Let’sLet’s
 Chat Chat

VIVIAN FASHIONS
V & F BURIAL  GOWNS

Designer and Manufacturer of Burial Gowns
www.vmproduction.com

The look of Eternal Life & Beauty

114-31 Farmers Blvd., St. Albans, NY 11412
 Tel: 888-456-0266 Cell: 646-296-9657
 Fax: 718-465-7596 Offi ce: 718-479-3040

The Natural Choice®

www.earthurn.com 888-480-6400

Leaders in Environmentally-Friendly and Green Funeral Products

PASSAGES® COLLECTION
OF

ECO-FRIENDLY SCATTERING TUBES

For families that don't want an urn...

SCATTER TUBES™
 Pamela C. Rayner of A.A. Rayner 

Funeral Homes is a recipient 
of the 2009 M. Athalie Range 

Trailblazer Courage Award

Awards of ExcellenceAwards of Excellence
The 100 Black Women of Funeral Service 
honor our female funeral professionals 
who have impacted the profession in their 
respective communities, their state and 
on the national level. They have accept-
ed the challenges of being a female in 
a non-traditional profession in one of 
this nation’s most demanding indus-
tries. They have exhibited profession-

alism, leadership, longevity and class. 
Because they continue a strong legacy and 
make a commitment to the funeral service 

profession, women 
are at the forefront. Many of these 
women were honored as 100BWFS 
Women of Distinction, receiving 
the M. Athalie Range Trailblazer 
Award. For the next several months 
these fine women will be featured 
in this column. If you would like 
more information on the 100 Black 
Women of Funeral Service go to 
www.100Blackwomenoffuneralse
rvice.com or email Hundredbwfs@
aol.com.

By Elleanor Davis Starks, CFSP, 
Founder and Executive Director of the 100 BWFS, Inc.

Ducro Funeral Services 
takes delivery of new 
Federal Limousine

ASHTABULA,OH— Peter Ducro and his son J.P. Ducro, 
of Ducro Funeral Services, Ashtabula, are shown accept-
ing delivery of their new 90” Federal Coach Limousine, 
sold by Muster Coaches of Calhoun, KY. Ducro is a fam-
ily owned funeral home serving Ashtabula and northeast 
Ohio since 1853.

Pamela C. Rayner

Everyone should have a role model and hero in their life, 
someone who has been a visionary or diff erence maker and 
has shown you what it means to impact the lives of others. 
It is not easy stepping in the shoes of an icon—it’s like step-
ping on hallowed ground—you never think you can be that 
great or make that kind of impact. Just ask honoree, Pamela 
C. Rayner, a current third generation funeral director who 
wanted to take another path in college until her hero, the pa-
triarch of the Rayner Family, Ahmed A. Rayner, Sr. called a 
family gathering to get everyone on the same page. 

Rayner Funeral Home of Chicago was established in 1947, 
by her late grandfather A.A. Rayner, Sr. who was born in 1893 
in Calvert, TX. Coming from an educationally committed fam-
ily, he had graduated from Prairie View A&M University. He 
them migrated as an adult to Chicago with big dreams and a 
future that was to be fi lled with success as a member of the Chi-
cago community. He worked in various positions and eventually 
made his way to Worsham Training School of Anatomy, Sanitary 
Science and Embalming College, graduating in 1914. Knowing 
the importance of a good quality education, A. A. Rayner, Sr. at-
tended and graduated in 1934 
from the John Marshall Law 
School in Chicago. Th is ad-
ditional education gave him a 
solid background for any busi-
ness ventures he might ensue. 
In 1947, he established a place 
where grieving families could 
come and receive the personal 
care he could provide during 
a very diffi  cult time, regard-
less of stature in life, faith or 
ability to pay. He set a stan-
dard of service that is still the 
backbone of the success of the 
A. A. Rayner Funeral Home 
Family.
 He touched so many lives and in 1955, a distraught and griev-
ing mother by the name of Mamie Till contacted him to con-
duct funeral services for her young son who had been viciously 
attacked, tortured and murdered and then maliciously dumped 
into the Mississippi River during his summer vacation. Mamie 
Till wanted the whole world to witness man’s inhumanity to 
man, through the dramatic viewing of her beloved son, Em-
mett Till. Today, you can witness and still view the pictures of 
her tormented son through the internet to witness the agony 
this grieving mother suff ered with the loss of her son and the 
care given by the funeral director, A. A. Rayner, Sr. Her cou-
rageous actions were instrumental in catapulting the nation 
into the Civil Rights Movement. In the 1960s and the 1970s 
the Rayner Family’s peaceful involvement helped to galvanize 
the unrest in the Chicago inner city. Th ey worked very hard 
to inspire their own family to understand the struggles in the 
community and the sensitivity needed in dealing with other 
families during very tense and emotional times. 
 Our honoree, Pamela Rayner, a third generation owner and 
operator learned from the best in her childhood and youth, 
from both her beloved grandfather and her politically and 
community active father, a second generation funeral director. 
Th e kids were taken and picked up from school in a funeral 
hearse. Th ey resided and were raised over the 71st Street funeral 
home where the family developed “the quiet hour” between 7 

CONTINUED ON PAGE A26
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Continued fr om Front Page 
Lesko & Polke enjoying New Facility

Funeral held in the early 1900s by the Polke Family

The Bluestone Patio and Garden

main street. Th e endeavor 
created a shared main drive 
and large walkway with in-
creased parking capabili-
ties for more than 500 cars. 
Th ere is also a centrally lo-
cated 70-car underground 
lot used most often by area 
merchants, doctors, and 
lawyers.
 Lesko and Polke are very 
glad they chose to expand 
their company close to 
their former site. Th ey are 
enjoying the best of both 
worlds as they benefi t from 

Dave Taylor participates in ceremonies at Antietam to honor Unknown Soldier 

Dave Taylor arrives at the Antietam National Cemetery

The Unknown Soldier was transported from Antietam to 
Saratoga National Cemetery.

Taylor routed himself through Shanksville, PA on the way 
to Antietam. Shanksville is where Flight 93 went down on 
September 11, 2001. Passengers stormed the terrorists, and pas-
senger Todd Beamer was heard to say, “Let’s roll,” moments be-
fore the plane was brought down.

Dave Taylor also stopped at Tombstone Hearse in Bedford, PA on 
his way to Antietam.

By Sherry Greminger, Daily Journal Managing Editor

FARMINTON,MO— Dave 
Taylor, a man who has at-
tended literally thousands of 
funerals, returned last week 
from a 2,100-mile mission 
to escort the body of an un-
known Civil War soldier 
back to his home state of 
New York.
  Th e unknown was interred 
in Saratoga National Cem-
etery, Saratoga Springs, NY, 
on Sept. 17 — 147 years after 
his death on the battlefi eld of 
Antietam in Maryland. Th e 
remains were discovered early 
this year at the Civil War bat-
tlefi eld at Antietam.
 Taylor is a local funeral di-
rector and a member of the 
Patriot Guard Riders (PGR) 
whose mission is to attend 
the funeral services of fallen 
American heroes to show re-
spect for fallen heroes, their 
families, and their communi-
ties and to shield the mourn-
ing family and their friends 
from interruptions created 
by any protester or group of 
protesters.
 “When the mission for the 
Unknown Civil War Soldier 
was posted on the PGR site, I 
had a gut feeling that I knew 
I wanted to make this mis-
sion,” Taylor said. “It sounds 
corny, but I’ll use the analogy 
from one of my favorite mov-
ies ‘Field of Dreams’ — the ‘go 
the distance’ line echoed in my 
head to ‘Go To Antietam.’”

Each Patriot Guard mission I 
participate in gives me a good 
case of ‘Warm’n’Fuzzies,’ be-
fore, during and afterwards. 
Th is mission in particular is 
something I’ll never forget.
 “In a corny way, my daugh-
ter just presented us with 
our fi rst grandchild, a couple 
of months ago — a grand-
son named Jackson Th omas 
Boyd. In my mind I decided 
I would celebrate his arrival 
and dedicate this mission to 
him,” Taylor said.
 Taylor and his wife, Ann, 
purchased Miller Funeral 
Home in Farmington in 1977 
and renamed it Taylor Funer-
al Service, Inc., in 1988.
 Taylor began work in Farm-
ington as a mortician in 1973, 
upon graduation from mor-
tuary school. He worked in 
Saudi Arabia from 1975-78 
as the ARAMCO mortician 
and then returned to Farm-
ington in 1978.
 He said he fi rst became in-
terested in the Patriot Guard 
Riders in 2006 when his es-
tablishment was providing 
the services for U.S. Army 
Staff  Sergeant Michael Dea-
son who was killed by a road-
side bomb in Iraq.
 A liaison for the Patriot 
Guard contacted him and 
asked permission to contact 
the family so they could off er 
their services. He explained 
to Taylor that the PGR rid-
ers just wanted to “shield” the 
family’s view of any protesters 
as much as possible and lend 
support to the family of the 
fallen soldiers.
 “Th is was a very crucial time 

day he died in battle. He is the 
fi rst unknown to be buried in 
the cemetery.
 Taylor, who said he is not a 
Civil War buff , never has been 
and never will be, was a bit 
awe-struck when he arrived at 
Antietam. “I can only imag-
ine what Gettysburg, and oth-
er Civil War cemeteries must 
be like,” he said.
 As Taylor was walking into 
the visitors’ center for direc-
tions, he noticed the “head 
dawg” from Albany, NY. He 
too had recently arrived and 
was fi guring out where he was 
to stage.
 “We talked for a few min-
utes and he gave me lots of 
information about the “fi nd” 
of the veteran and what all 
had transpired for the previ-
ous nine months putting this 
“mission” together.
 “He said every time he 
opened up his e-mail ac-
count there was e-mail from 
PGR’ers everywhere wanting 
more information. He said 
what started out to be a very 
simple “transport” mission 
had blossomed into a tribute 
like he had never seen. I told 
him I couldn’t explain why I 
was there other than some-
thing inside my gut told me 
to ‘GO’.”
 Taylor was present for the 
transfer ceremony in Anti-
etam and then rode a cou-
ple hundred miles with the 
procession toward Saratoga 
when his cell phone went off . 
He was needed at home and 
broke off , pointed his bike to-
ward Farmington and rolled 
into his garage 1,057 non-
stop miles later. “Needless to 
say, I rode home all the way 
with a ‘warm and fuzzy’ sen-
sory overload,” he said.
 Taylor said he was sad, but 
not upset that he didn’t get 
to fi nish the mission. “I’ve 
been paged away too many 

 And so, early Sunday, Sept. 
13, Taylor pulled his bike out 
of Farmington with the goal 
of reaching eastern Pennsylva-
nia by evening. “I packed the 
MP3 player on my motorcy-
cle with several hundred songs 
from the 50s, 60s and 70s and 
I was ready to enjoy my bike, 
the scenery and some great 
music,” he said.
 Plans by the New York Na-
tional Guard, National Park 
Service and Veterans Admin-
istration were to retrieve the 
remains from Antietam Na-
tional Cemetery on Sept. 
15 and place them in a Civil 
War era replica coffi  n donated 
by Parker Brothers Funeral 
Home, of Watervliet. Th e re-
mains were transported to the 
New York National Guard’s 
Camp Smith Training Site 
outside Peekskill on Sept. 15 
and remained overnight.
 On Sept. 16, the remains 
were transported to the New 
York State Military Museum, 
escorted by the Patriot Guard 
Riders Association. A transfer 
of the remains was conducted 
by the New York Forces Mili-
tary Honor Guard and mem-
bers of a Civil War re-enactors 
group. The Unknown Sol-
dier lay in repose overnight, 
guarded by the Honor Guard 
and the re-enactors.
 A military funeral was con-
ducted at Saratoga National 
Cemetery, 147 years to the 

times, for too many years 
from too many events and 
come to accept it as an oc-
cupational-hazard.
 “I felt truly honored to have 
been able to participate as 
much as I did,” he said.
 “Th e respect, honor, pomp 
and ceremony I witnessed to 
this soldier, unknown but to 
God, were truly humbling. 

in our state as the funeral for 
SSG Deason was to be the 
fi rst military funeral after the 
State of Missouri had enacted 
new laws and regulations lim-
iting access by protesters at 
military funerals.
 “Th is made the Kansas folks 
even more empowered to 
wreak havoc at SSG Deason’s 
funeral. Th e spokesman for 
the Kansas group called a lo-
cal morning radio show and 
proudly proclaimed their in-
tent to come to Farmington 
and ‘do their thing.’ Th ey were 
not going to have their rights 
trampled by Missouri. The 
rally cry was posted on their 
Web site. We were braced for 
an onslaught,” he said.
 “I don’t have a good answer 
for why I do this. It just feels 
right to be able to do some-
thing like this and give back. I 
felt the same way when I gave 
more than 300 kids their fi rst 
fl ight in my plane and fl ew 
numerous volunteer mercy 
medical missions across the 
Midwest.
 “I was active with both EAA/
Young Eagles and AirLifeLine 
for years and am probably 
known better throughout the 
Midwest for my participation 
in those endeavors, than I am 
here at home.
 “Th e warm’n’fuzzy sensa-
tion is made better by know-
ing that I have a very capable 
right-hand at work (Ann) 
and very dedicated and capa-
ble staff  to take care of things 
at work while I’m away.” Tay-
lor said.

Reprinted with permission
Daily Journal, Park Hills, MO.

CONTINUED ON PAGE A22
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 Ron has been with the Matthews Cremation Division, consisting 
of Industrial Equipment & Engineering (IEE) and ALL Crematory 
(ALL) for 20 years. 
 He is a certifi ed crematory operator trainer and has trained thou-
sands of crematory personnel through both Matthews’ and CANA’s 
Crematory Operator Training and Certifi cation Program. Ron has 
published numerous cremation related articles and is a frequent 
speaker at industry trade shows and meetings. 
 With over 100 years of combined experience and nearly 3000 
installations, the Matthews Cremation Division is acknowledged 
world wide as the foremost experts in the cremation industry set-
ting standards in cremation equipment design, manufacture, ser-
vice and supplies. This column is dedicated to the further education 
of cremationists, funeral directors, cemeterians and other industry 
professionals.

Cremation Cremation 
 Issues and  Issues and 
 Answers Answers

By Ronald Salvatore

 Improvements in the design and operation of 
cremation equipment have greatly minimized the 
incidences of visible emission (smoke) so much so 
that some can be operated while conducting visi-
tation and other services. Yet, even with a prop-
erly designed and operated cremator, things can 
happen and it is left to the operator to correct the 
problem. While some operators know what to do 
to prevent or correct a smoking problem, some do 
not. Plus there are times when the operator is not 
present and is not aware of a problem until the fi re 
department arrives.
 Some cremators are equipped with pollution 
monitoring systems. Located in the stack, these sys-
tems continuously monitor the clarity of the fl ue 
or stack gases and when the opacity of the gases 
exceed the permitted level, they take corrective ac-
tion automatically without any operator involve-
ment. 
 Th ese opacity systems are usually adjusted to be-
tween 10% and 20% as an opacity alarm set point. 
Smoke from a cigarette is about 10% opacity with 
20% opacity being a little darker. If these opacity 
settings are exceeded, it sets off  an alarm sending 
the cremator control system into correction mode. 
In this mode, the system automatically reduces the 
fuel input to primary chamber burner while in-
creasing air to the secondary chamber (throat air). 

CREMATION DIVISION

If air to the primary chamber (hearth air) is on, 
it is shut off . Th is all happens without the oper-
ator doing anything and usually allows the sec-
ondary chamber to quickly restore a clean stack 
output. If the condition remains stable for 3 to 
5 minutes, it allows the cremator to return to its 
normal cremation cycle.
 A calibration plate for the transmitter is pro-
vided and the operators are trained how to clean 
and recalibrate the system as needed. Calibration 
is recommended each time the lenses of the trans-
mitter and receiver are cleaned. Th is would oc-
cur probably once a week depending on volume 
of cremations. If the transmitter or receiver lens-
es are not periodically wiped clean, which takes 
only a few minutes, the opacity system will “fail 
safe” assuming the dirt on the lenses is smoke in 
the stack and place the equipment into corrective 
mode. 
 Th ese opacity systems provide added assurance 
to operators and owners that they can install and 
operate their cremation equipment, even in the 
most sensitive locations.
 If you have cremation related questions you would like ad-
dressed in this column, please contact Ron Salvatore at Matthews 
Cremation Division, PO Box 547248, Orlando, FL 32854, (800)327-
2831 or via e-mail at Rsalvatore@matw.com.

Funeral Directors  Research, Inc.
AMRA INSTRUMENT, LLC

623 N. Tower (P.O. Box 359)
Centralia, WA 98531

“the shorter the supply line the better off you are”

WEB DIRECT GIFT & PRICING

TM
®

www.amrainstruments.com
www.preproomdirect.com

CALL KEN KAPLAN AT 215-230-1885
TO DISCUSS YOUR SCENARIO WITH NO COST OR OBLIGATION.
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Lesko & Polke Staff. (L to R) Andrew Mason, William Krzynowek, 
Kevin Lesko, and Erika Cueto.

The Funeral Home’s Library with Video Tribute Display

The Front Portico Entrance

curiosity about the build-
ing. Th ose unfamiliar with 
their fi rm wonder what it 
is, while lifelong Fairfield 
residents simply want to see 
the new facilities. All visi-
tors are greeted with a warm 
welcome and are invited to 
look around. He notes that 
the bluestone patio and re-
fl ection garden proved to be 
a favorite gathering place for 
guests this past summer.
 Th e funeral home features 
three visitation rooms that 
can be combined to create 
almost 3000 square feet of 
continuous chapel space. 
Contrasting the spacious 
rooms and ample hallways 
are intimate seating areas 
with cozy fi replaces and a 
library. Guests may view 
services and video mon-
tages on an eight-foot drop 
screen and fl at screen televi-
sions with surround sound 
throughout the funeral 
home. Th e lower level fea-
tures a family retreat with 
a cafe ambience and a chil-

dren’s playroom complete 
with videos, books, and a 
jungle gym. The funeral 
home is also being used for 
various community events. 
Most recently, thirty-fi ve lo-
cal funeral directors met at 
Lesko & Polke for a con-
tinuing education seminar 
by Batesville Caskets. 
 Lesko & Polke Funeral 
Home was established in 
2005 when fifth genera-
tion funeral directors Kev-
in Lesko and Frank Polke 
joined forces, seamlessly 
ending the century-old ri-
valry between the two fam-
ily businesses. Besides the 
partners, the fi rm employs 
two other funeral direc-
tors, Erika A. Cueto and 
William J. Krzynowek,
and an apprentice, Andrew 
Mason. With the help of 
twelve part time associates, 
Lesko & Polke looks for-
ward to serving the fami-
lies of Fairfi eld and the sur-
rounding towns for another 
hundred years, at least.

Continued fr om Page A21Lesko & Polke enjoying New Facility

the public’s familiarity with 
their location and the con-
tinuous exposure to new-
comers from the surround-
ing areas who come to the 

Post Road district to shop. 
It’s the kind of advertising 
that you can’t buy. 
 Lesko says that people stop 
all the time to satisfy their 
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Funeral Homes Slow to Adopt 
Change, Even Profi table Change

Continued fr om Page A6
 Decentralization has spread American families across the 
country reducing the practicality of traditional funeral servic-
es while simultaneously increasing the demand for cremation. 
At the same time, discounted retail and online casket sales are 
forcing many funeral homes to either cut prices or face losing 
sales. Even some shrewd marketing oriented funeral homes, 
with only a couple of facilities have gotten into the online 
casket business off ering to sell discounted caskets nationwide 
competing with local funeral homes for the business. 
 While this shift the market has created challenges to funeral 
directors, shifting market dynamics are the norm rather than 
the exception in American business and it’s the fl exibility of 
small businesses in America that has been one of the primary 
reasons for the dominance of the American economy through-
out our history. Each change that brings new challenges also 
creates new opportunities for the small or midsized businesses 
owner who understands that fl exibility and innovation are two 
of the cornerstones of success. 
 Yet, this kind of fl exibility doesn’t seem to be as common in 
the funeral industry as it is in most mainstream businesses. My 
research suggests that this infl exibility is largely due to the fact 
that many funeral homes have been in business for 50 to 100 
years and are multi-generational family businesses with fi rmly 
established ways of doing business. Regardless of the reason for 
it, the inability or unwillingness to adapt to changing market 
conditions only results in reduced a market share and declin-
ing margins. 
 Th e funeral industry’s relationship with the internet is a clear 
example of this condition. A 2008 survey by Citrin Cooper-
man, a “Top 35” full service accounting fi rm, found that ap-
proximately one third of all funeral homes still don’t have a 
web presence at all. Our re-
search concludes further that 
the majority of funeral home 
websites serve primarily as 
electronic billboards but have 
no online shopping compo-
nent at all. Even more sur-
prising is the fact that many 
funeral homes have opted to 
place shopping modules on 
their websites that produce 
commissions for their web 
site hosting company rather 
than themselves. Th is reality 
confi rms more than anything 
else, a serious disconnect be-
tween a signifi cant number of 
funeral homes and the con-
cept of using the internet as a 
valid profi t center. 
 For example, the fl oral in-
dustry alone generates $1 bil-
lion a year in grief and sym-
pathy sales. If only half that 
represents sales not related 
directly to the family plan-
ning the service, this repre-
sents around $100 million 
in potential commissions 
annually and funeral homes 
that recognize the potential 
off ered by the internet, are 
already capturing their share 
of not only this market but of 
other funeral related markets 
as well. Several national fl ower 
companies off er special shop-
ping cart technologies called 
“affi  liate programs” allowing 
a funeral home to sell fl owers 
online through their website 
and earn commissions simply 
by adding a few lines of code 
to their website. 
 Likewise, trade publications 
have discussed for years the 
trend in funerals away from 
grieving the loss of a loved 
one and towards celebrating, 
honoring and remember-
ing departed loved ones. Th is 
trend has displayed itself in the 
growing use of non-traditional 
funeral services and through a 
growing market for memorial 
products and remembranc-
es. Th e variety of memorial 
products continues to grow 
and some of these products 
can also be sold through on-

CONTINUED ON PAGE A25

Customize Your Direct Mail Program
Call 1-800-321-7479



Page A24 NOVEMBER 2009FUNERAL HOME & CEMETERY NEWS S ec ti on  A

 John A. Chew is a Funeral Service Education Specialist, Con-
sultant, Tutor, Thanatogeneticist, and a Licensed Funeral Direc-
tor and Embalmer. He is a retired former Associate Professor and 
Director of Funeral Service Education at Miami Dade Community 
College as well as the Institute for Funeral Service Education and 
Anatomy at Lynn University (1967-1997). He is presently Director 
of Education at Embalmers Supply Company, Recinto De Ciecias, 
Medicic, UPR, ESCO/OMEGA, and the Academy of Restoration 
and Embalming.

By John A. Chew

 In order to meet the challenges of the 21st century, 
the licensed practitioner must reach back into the 
past and re-evaluate the phenomenon of death and 
dying. Death occurs in the body when metabolic 
activities cease and there is a depletion of oxygen. 
This does not mean all activities due to microscopic 
intrinsic and extrinsic life forms do not continue at 
some level.
 Over the past few years, some strides to new ap-
proaches to temporary preservation have been made, 
some of which may be questionable as to specific 
practices. As mentioned in Part Fifty of “Prelude to 
the Science of Embalming,” the introduction of the 
Green Movement is not new but has been practiced 
in one form or another for centuries.
 The average body may hold as much as seven gal-
lons of a preservative solution prior to the establish-
ment of drainage. This is not to say that intermittent 
controlled drainage cannot or should not be used 
when situations indicate a need. The need may be to 
control discolorations, inactivate enzymatic activi-
ties or restore the body to natural form and color.
 With the green burial concept, it is necessary to 
begin the procedure of temporary preservation by 
cooling the body to a temperature between 35 and 
45 degrees F to retard enzymatic activities. Then 
inject a Multi-purpose formulated fluid to neutral-

Th e Basics of 
21st Century 
Embalming 
Technology 

(Part 1)

ize other post-mortem changes brought about by 
microbial enzymatic action in order to retain the 
naturalness in appearance.
 The action seems to be irreversibly binding, pen-
etrating and immobilizing bacteria, viruses and 
fungi so that they cannot replicate. Knowing that 
bacterial enzymes attack the proteins of the cell, 
hydrolyzing them into peptides and amino acids 
will create outward signs. The key is to slow down 
the degradation process.
 This does not prevent the conversion of nitrates 
to nitrites which react with the hemoglobin. This 
gives the skin a natural red complexion due to the 
release of the hematin the actual color matter of 
hemoglobin.
 A Multi-purpose formulation is used as a primary 
injection solution, special purpose, jaundice and an 
inactivator and/or biocidal enzyme modifier which 
has been developed to create an inter-protein tem-
porary cross linking that does not completely neu-
tralize the degradation process. 
 The methodology is still under development and 
can be applied to the green burial and to conven-
tional viewing during the funeralization process. 
The process inhibits body and microbial enzymes 
that cause autolysis. Part 2 will continue to assess 
the multi-purpose methodology as it relates to the 
past, present and future of body preparation. 

BETA CAPITAL  CORP.

Reduce 
Your 

Receivables!    

•

NO 
Chargebacks!

•

We Deal 
With 

Insurance 
Companies

 
- No Hassles!

Insurance Assignment Claims Paid 

WITHIN 24 HOURS OF VERIFICATION!

Take Advantage 
of Your 

Casket & Supplier 
Discounts!  

CALL TOLL-FREE: (800) 430-7935   
Fax: (757) 488-7315   

Visit: www.betacapitalcorp.com   

 John Hudson - Marketing Director

 Farnsworth Gowns
Pittsburgh, PA

412-881-4696

View our Catalog at
www.farnsworthgowns.com

After Hours 412-480-5777

Oversizes up to 4X

Custom Designs Available
in all Styles at all Times

Overnight Delivery

Denise Pfahler is a 23-year-old Staff  Sergeant in the Air Na-
tional Guard based in Columbus, OH, and a student at the 
Cincinnati College of Mortuary Science. Her studies were in-
terrupted recently when she was deployed to the Middle East. At 
the time, she didn’t realize that she would carry the knowledge 
from her CCMS labs and coursework halfway around the world 
and use her mortuary skills for the good of the country. 
 Following is part one in a series refl ecting her fi rsthand account 
of a soldier’s life in a war zone.

 Th e fi rst part of my military experience in the Middle East 
was the most frustrating – getting there. Our journey was 
marked by delays, fl ight cancellations, mechanical problems 
and roundabout routes, all causing our trip to be a fi ve-day 
“adventure.” In the end, we had to take military aircraft all 
the way, including a C-17 from Canada. 
 Th e good thing about these aircraft is that there’s room to 
spread out. But there are none of the creature comforts of 
passenger jets – like seats. With no heat in the cargo area and 
only a few thin blankets to share, our feet inside our steel-
toed boots turned ice cold. During the last few hours of the 
fl ight I really did think that I might lose my feet to frostbite. 
Th e bitter cold was quite a contrast to the off -the-chart tem-
peratures that were awaiting us at our destination. While the 
cold conditions of our long fl ight are clear in my mind, other 
details are lost to the Dramamine, which was practically man-

CCMS Student offers First Hand Account 
of a Soldier’s Life By Denise Pfahler

Denise Pfahler 

swim through the air faster than you could walk. Th e incred-
ible humidity meant that we were instantly wet as soon as we 
stepped outside. It was almost hard to breathe. And remember, 
this was at 0300. What would it be like when the sun came up? 
Th e temperatures and humidity here are as brutal as the sun. 
On a typical day the temperature rises to 116 degrees, but the 
“feels-like” temperature can be close to 190 degrees. 
 Th e next step was our briefi ng, which consisted of warning 
and threats about what we could and could not have in this 
country of strict moral standards. For example, no magazines 
with either women or men in bathing suits or underwear. No 

datory and which knocked 
me out for a few days.
 Th e next phase of our jour-
ney began when we piled off  
the plane in the desert at 0300. 
In the morning we in-pro-
cessed into Qatar, and had to 
stay there a few days until we 
could hitch a ride to our duty 
base. I remember that morn-
ing like it has been burnt into 
my memory. And I wouldn’t 
be surprised if it literally has. 
It was so hot. And since we 
were located next to the Per-
sian Gulf, it felt as if you could 

Th e Population at the Base
 In addition to the Air Na-
tional Guard (of which I am 
a member) we have on base 
Air Force Academy cadets, 
Army and Air Force mem-
bers as well as British and 
Australian forces. In addi-
tional to military person-
nel we also have people la-
beled Third Country Nation-
als (TCNs) from all over the 
world working as our cus-
todians. Most are from In-
dia, Tibet and Pakistan and 
live throughout the year 
in a camp outside of our 
base. Despite their slight 
stature they are the hard-
est-working men I’ve ever 
seen. You might fi nd them 
grilling meat – outside in 
the steaming temperatures 
– without even breaking 
a sweat. It’s incredible to 
see how hard they work 
for meager wages – all to 
support their families back 
home.

A Day in the Life
My typical shift is 13 • 
hours.
It is not unusual to work • 
14 days without a day 
off. Mission comes fi rst.
Mandatory Physical • 
Training is three times 
each week.
Many of the things we • 
take for granted at home 
are challenges here, like 
fi nding time to take a 
shower or do laundry.
I planned on studying my • 
National Boards practice 
book, but when I get off 
of work, I just don’t have 
the energy.

alcohol. No photos on our 
camera that might be inter-
preted as inappropriate. 
 We soon learned the clas-
sified nature of war. Our 
destination was shrouded in 
mystery. We were told that 
we would reside in a base, 
but that no one in the coun-
try knew it was there. Th at 
our passports would not be 
stamped. And that if we were 
captured outside our own 
walls and if we broke one of 
the country’s laws we could 
be arrested. And there was no 
contractual agreement that 
would save us. Scary stuff .
 By 0600 on the day of our 
arrival the sun was already up 
– and as bright and sunny as 
if it were 0900 back in the 
states. We were exhausted, so 
we headed to our tents and 
bunked up for a few hours. 
I woke up lying in a puddle 
of sweat. Although our tents 

were air conditioned, I checked the temperature and saw that 
it was 92 degrees inside our tent. Wow, that’s when I realized 
that this is going to be the experience of my lifetime. I looked 
at my watch. It was approximately 1400. My girlfriend SSgt. 
BriAnne Smith and I opened the door to our tent and were 
blinded. Th e rocks, the buildings and the sky – everything 
was all white. We shut the door and laughed to ourselves. We 
weren’t in Ohio any more, that’s for sure! 
 Each of us got our work assignments. I deployed into Off -
Base Travel Primary Coordinator which involved ensuring 
100 percent accountability for people incoming and leav-
ing the base. I was told that in addition to my job I would 
be on the base Search and Recovery team, should anything 
happen. Th e team assign-
ment was strictly a coinci-
dence as no one knew that 
I was a student at the Cin-
cinnati College of Mortuary 
Science. So I read up on all 
the protocol just to freshen 
up a bit. Our meeting at the 
morgue brought me to a fa-
miliar setting, even though 
I was half a world from 
CCMS and I went through 
all of the Mortuary Search 
and Recovery Management 
Training. 
 It became apparent rather 
quickly that I knew my way 
around this environment 
that was so foreign to oth-
ers on my team. When word got out that I was going to 
school to get a Bachelor of Mortuary Science degree, the 
“highers” asked if I would be interested in rebuilding the 
base mortuary and modifying and creating a mortuary 
continuity binder for use by future rotations. Th us began 
my job as the Mortuary Aff airs Non-Commissioned Of-
fi cer In Charge. 
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The Elms Funeral Home breaks ground in Illinois

line shopping carts utilizing affi  liate programs. 
Commissions for these online carts can range 
from a low 4% for books and 10% for some 
of the less generous fl ower services to 25% for 
some memorial products and up to 22% for 
the more generous fl ower companies. 
 With the internet expanding while printed 
yellow pages are shrinking in usage, a website 
has become a necessity to eff ectively compete 
for business and ignoring the opportunities for 
revenues through online sales not only ignores 
the opportunity for extra profi t, it also does a 
disservice to one’s customers by denying them 
the opportunity for convenient shopping for 
all their funeral and memorial needs in one 
location. As is always the case, those who em-

Funeral Homes Slow to Adopt Change, 
Even Profi table Change Continued fr om Page A23

brace change and adapt will be more likely to 
thrive while those who hang on to old cus-
toms will fi nd their market share dwindling 
and their profi ts receding. 
 Timothy Miles has been an entrepreneur for 35 of his 
43 year career. He has worked as a business and man-
agement consultant for a wide variety of industries spe-
cializing in turn-arounds and developing new marketing 
strategies. Based in St. Cloud, MN, Timothy has been 
actively involved with the relationship between business 
and the internet for the past 15 years and for the past 
two years has been developing Patchwork Memorials, 
a recently launched memorial products manufacturing 
company that brings the latest website technologies to 
traditional funeral homes allowing them to turn their 
website into a profi t center without increasing over-
head, inventory or effort on the part of funeral home 
staff. Contact Timothy at 320-310-0117 or visit http://
www.patchworkmemorials.com.

(L to R) Chris Lang, Shanoah Keep, Stephanie Brown, LFD, Karen 
Scimeca Christensen, LFD, Village President Peter Silvestri, Eugene 
Cha, LFD, Code Administrator John Litrenta, Jr., Pastor David Sagil, 
New Horizon Temple, Michael Rominski, LFD and Paula Sexton.

ELMWOOD PARK,IL— 
Th e Elms Funeral Home
groundbreaking was held 
on September 15, 2009. 
Contributing to the success 
of the day was the support 
of family and friends, vil-
lage offi  cials, business own-
ers and community organi-
zation leaders. 
 In addition to Th e Elms 
Funeral Home, funeral di-
rectors: Stephanie Brown, 
Eugene Cha, Karen Sci-
meca Christensen and 
Michael Rominski serve 
the Norwood and Jeffer-
son Park areas of Chicago 
from the Kolbus-John V. 
May Funeral Home, 6857 
W. Higgins Avenue and the 
Lawrence Funeral Home, 
4800 N. Austin Avenue. 

Home is a family owned 
and operated funeral and 
cremation provider.

Dave Tebrake and Randy 
Mezger of Miller Archi-
tects & Builders were also 
present at the groundbreak-
ing. Miller Architects & 
Builders is one of the Mid-
west’s premier design/build 
commercial construction 
fi rms specializing in funer-
al homes.  Miller Architects 
& Builders constructs all its 
facilities using local labor. 
Construction is expected to 
be complete in the spring of 
2010. Follow the progress at 
www.elmsfh.com.

Collectively, the directors 
bring over 50 years of ex-
perience caring for families 

from many ethnic back-
grounds and religious be-
liefs. The Elms Funeral 

W W W. N O M I S P U B L I C AT I O N S .C O M
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and 8 pm when the visitation was going on downstairs. Th ey 
learned early about the grieving process and how important 
it was to be quiet when that process was taking place. Pamela 
was ready to complete her primary education and college was 
beckoning—she yearned to be an educator. Her plan was to 
go to college and become a kindergarten teacher. She loved 
kids and she saw herself in the classroom teaching the ABCs, 
teaching them to read and write and how to tie their shoes. It 
didn’t bother her having to wipe runny noses and tears from 
their face. Th en in her third year, it happened.
 Her beloved hero, the man she loved more than life, called 
a family meeting and asked her and her siblings about enter-
ing the funeral service profession. A profession that she was 
somewhat acquainted with but had never considered as a ca-
reer. She, like many others, probably considered it something 
for men to do full time but it was time for her, a woman, to 
look at the pros and cons of this demanding career and she 
did. Well, the rest is history and before she knew it, she was 
graduating from the historic Worsham College in her hometown 
of Chicago in 1986. Pamela will tell you that she fell deeply 
in love with funeral service. I personally think that because of 
the values of service, compassion, respect for humankind, un-
derstanding and care of others instilled in her at an early age, 
given and provided by her grandfather and father, it was just 
a matter of time that she would get involved. Th e transition 
was very easy for her and every day, with every family, she sits 
there and tries to give the same service, her hero gave to be-
reaved families two generations ago. “My grandfather has given 
me the courage to be the best that I can be. Be the best person 
to all mankind in very diffi  cult situations. He set goals for me 
and my siblings and I try to utilize those tools of involvement 
through the funeral arrangement and service process. If my 
grandfather could give 150% back in earlier days, I should be 
able to do the same today and continue the deep rooted value 
system that he established in our family legacy when he estab-
lished our fi rst fi rm in 1947.”
 Pamela has taken her commitment a step further by giving 
her families the opportunity to memorialize their loved ones 
through many 21st century options available today. With the 
internet as a vehicle the sky is the limit as she takes on the 
modern services of today but with old fashioned values. Fu-
nerals are not about doom and gloom and it is her endeavor 
to produce the best service available to meet each family’s in-
dividual needs while showing respect and the utmost care for 
their dearly departed. Pamela believes it starts when they walk 
through the door. It begins with a friendly warm handshake, 
an extended arm or hug of love and concern or a special per-
sonal recognition or thank you for a returning family. A small 
compassionate word may lift their spirits for the task at hand 
of making fi nal arrangements. Th is “Rayner Spirit” is now ac-
tively passed on to a fourth generation of young entrepreneurs 
in the family who also proudly greet families in their time of 
need. Pamela serves as a role model for her immediate younger 
family members who have or are considering a career in fu-
neral service. She serves as a role model for students attend-
ing mortuary schools in the Chicago area and who are look-
ing for apprenticeships and jobs in funeral service where they 
can receive the best training for a very demanding career after 
mortuary school.
 Our 2009 honoree is dedicated and available to talk to chil-
dren and service agencies about death and the strategies to 
help them cope with loss through school programming, com-
munity and social service outlets or gatherings or seminars. In 
talking with Pam, her training as an early school educator has 
been an asset in children’s grief issues. She still holds her early 
training close to her heart and has taken it a step further to 
help as needed in grief counseling for them. You will fi nd she 
understands that funeral directors must be honest and clear 
with children and that we must avoid being vague. Grief af-
fects diff erent age groups and we must utilize adequate meth-
ods based on age and maturity level. 
 We are very proud of this brilliant and amazing funeral pro-
fession role model for women and students in the state of Il-
linois. She illuminates trust, confi dence, professionalism, and 
love for mankind. She is attached to this age old demanding 
profession and makes an impact on the lives of all who come 
in contact with her. She is involved in numerous community, 
civic and social causes and holds several positions of leader-
ship in her state association. She is a lady for all seasons and a 
great role model and mentor just as her grandfather was back 
when he started their fi rm in 1947. She keeps the dream alive 
everyday when she walks through the door of A. A. Rayner 
and Sons Funeral Home ready to provide the greatest modern 
service on this earth. I only wish that I had the opportunity to 
meet her hero and the person she thanks everyday for intro-
ducing her to funeral service. He serviced many of my Chicago 
family members in the past and they applaud all that they did 
then, and all that they are doing for them today. I am proud 
to call her Soror, Diva and Friend, a role model and mentor to 
many, Pamela C. Rayner, a legend in her own right, the 2009 
Recipient of the M. Athalie Range Trailblazer Courage Award 
of the 100 Black Women of Funeral Service.

Continued fr om Page A20

Pamela C. Rayner receives 
Trailblazer Courage Award

Continued fr om Page A12

Where have all the Bodies Gone? 
War

 Talk about population control! Had we not given away all 
those lives needlessly and each one of those who died fathered 
two children there would be an additional 1,000,000 Ameri-
cans. Th en factor in four generations, consider each of those 
generations doubling, so, without attempting to do the math 
let’s just accept the fact, there would be a lot more people.
 Th en to add insult to injury add the lives lost during the 
Korean Confl ict, because it was never classifi ed a war; (this 
I never understood; guns were shot, bombs were dropped, 
young men died, sounds like a war to me). Th en, Vietnam!
 Trust me when I say; a year has not gone by that US 
Military Personnel, our fathers, sons, and brothers, didn’t 
lose their lives on some God forsaken piece of land some-
where in this world.
 Where have all the bodies gone? We keep giving away Amer-
ican lives, and for what purpose, I don’t know. Do you?
 But, I’m not done. In 1918 there was an Infl uenza Pan-
demic that ravaged the world. It is estimated that 1/3 of 
our world population died. It is also estimated that be-
tween 500,000 and 675,000 Americans died. Th e funny 
thing about this Pandemic is it didn’t kill the very young or 
the old as is usually the case because both of these groups 
don’t have healthy, strong immune systems. It seemed to 
have only attacked young healthy adults.
 Let me go back to the war issue because this is important 
to understand. Between the Civil War and that fi rst “War To 
End All Wars” the military must have been on sabbatical be-
cause we had only 7,779 US Military deaths.
 Now let’s try to piece this all together so it makes some 
sense.
 Anyone born between 1865 and 1900 could expect to 
live 60 years. So, if you were born say, between 1880 and 

1900, you could be con-
sidered too old to fi ght and 
too old to die from infl uen-
za which means you would 
be dying in the 1940s. It is 
also important to remem-
ber that there was no man-
datory draft during WWI 
so your birth year could 
be pushed up to say 1910, 
meaning that you escaped 
WWI and the fl u and also 
WWII, and very likely you 
would live into the 1960s, 
70s and 80s. Bottom line 
is a lot of people were dy-
ing between 1940 and 1960 
and then it gradually began 
to slow down during the 
70s and 80s, all of which 
is well within the range of 
the life expectancy for that 
period in time.
 With the lost lives caused 
by the Influenza (over a 
half million) and the U.S. 
death toll during WWI a 
lot less people were born 
hence fewer people were 
dying by the 1980s. Th ese 
numbers are going to con-
tinue spiraling down. Now, 
if you’re attempting to do 
the math, be sure to fac-
tor in the four generations 
mentioned above. Also you 
need to bear in mind that 
none of this includes Mili-
tary deaths from WWII to 
the present, which is over 
one half million. 
 Where does this put the 
death rate? It’s going to con-
tinue its downward spiral 
well into the 21st Century.
 Where have all the bodies 
gone? We keep giving away 
the lives of those we hold so 
precious, our children.
 Richard A. Santore is the 
President and founder of 
Practicum Strategies .Practicum 
Strategies is an approved pro-
vider of Continuing Education in 
every State that accepts Online 
and home-study continuing ed-
ucation courses for funeral pro-
fessionals. Richard can be reach 
by email at Richard@pshome-
study.com or 800-731-4714. Visit 
Practicum Strategies website at 
www.pshomestudy.com. 
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How to Safeguard Your Mortuary’s Future through Perpetuation (Part 2) By Shun Newbern, CFSP

Shun Newbern, CFSP

 In the last edition we emphasized the need for high school and 
mortuary science students to learn from the best – you. No lon-
ger can we contribute to the problems with staffi  ng by hiring 
those who are only curious about the dead, but we need to hire 
individuals who are interested in mortuary science while demon-
strating a sincere desire to make funeral service a career. Th e staff  
of any size fi rm can be the best asset that the company has and 
that staff  should be of quality. And lastly, we covered the truth 
of the collegiate experience – the developer of focus and mini-
mal profi ciency. In the arena of the mortuary setting is when in-
dividuals obtain the work experience and begin the hurdles of 
adventure. 
 Th is article will emphasize the need to develop staff  members 
and implement changes wherever necessary in order to perpetu-

Change with a Purpose
 Th e patriarchs of old understood the principles of purpose and the 
seasons of change and transferred the baton of purpose from genera-
tion to generation. It is a diff erent day. Today’s funeral professionals 
have the same responsibility for this new generation of graduates. 
Our demands are based on the potential that has been given to us. 
Whatever your purpose, your potential is equal to the task. 
 If you recall from your youth bible studies, Pharaoh’s plan was 
that Moses was to die as an infant. However, God had a diff er-
ent plan. Out of an entire generation that had seen the miracles 
in Egypt and living in the wilderness, only Joshua and Caleb 
entered the promised land. It was their vision of success that en-
abled them to experience the goodness of the land of Canaan. 
 Th ese patriarchs had one common characteristic: a keen sense of 
purpose. People of purpose are people of vision. Purpose gives you the 

ability to see success even in the face of seemingly insurmountable ob-
stacles. Together we can build and be much prouder of our profession. 
Commit to change and use your best assets by releasing your potential 
to create and secure a prosperous future. It is never too late.
 Shun Newbern, CFSP is an embalmer, minister, a national speaker 
and consultant on relatable issues. Shun has revised and reprinted a 
practical training manual “Establishing a Standard of Excellence in the 
Removal Procedure” that has been implemented worldwide in funeral 
practices. Information on the manual can be obtained by visiting www.
shunnewbern.com or contact him at shunnewbern@aol.com. 

ate the funeral profession’s fu-
ture. Dr. Wayne W. Dyer said, 
“When you change the way 
you look at things, the things 
you look at change.” 
 Good goals result in higher 
performance when they are ac-
cepted by the employees. Goals 
for the mortuary could be as 
simple as answering the phone 
before the third ring to provid-
ing pastries to staff  every Fri-
day. Management should mo-
tivate employees for behaviors 
that promote the goals of the 
organization. A well motivated 

employee will result in satisfi ed families who are more willing to 
return or recommend your mortuary for future business. 
Th e Need for Developing Others 
 During the training process the novice will see the need and 
demand for character, dependability and passion. We must have 
the knowledge, willingness and patience to share technical points 
of our profession during the training. As well, our apprentices 
must be willing to learn and take in all the valuable information. 
How do I motivate my apprentice to improve their skills? How 
much do I expect my new hire to know about embalming, dress-
ing, arrangements, etc.? Consider the following for training and 
developing staff  members:

Th e beginning of all knowledge is silence – new staff  members • 
should listen and learn. Trainers detest being interrupted ev-
ery fi fteen minutes with fairy-tales of the past, “Well, at Tear 
Drops From Heaven Funeral Home, we always used Hard 
N Gray Embalming Chemical - now that is the best product 
out there.” Be curt and inform new employees what is con-
sidered inappropriate, unacceptable and possibly unethical as 
it relates to past funeral home employers, chiefl y competitors. 
Encourage learning by providing a notebook with handouts 
that retains focus and covers the relatable material. 
Provide a detail description of job duties and responsibili-• 
ties. Th e employee handbook (or the standard of operation 
procedure) should include issues on code of conduct, dress 
/ uniform and hygiene. Place in writing what is acceptable 
attire, jewelry, hair color and styles. (A business of any size 
should never assume that a new hire knows what is accept-
able in the work place). 
Clearly express your expectations, the company’s history, de-• 
tails about the founders and the mission of the fi rm. Vision 
is an aim for the future from the organization compared to 
the present. Share how this employee enhances the stated 
mission; in addition, articulate how the company’s vision is 
implemented through serving families. 
Establish a reasonable probation period. Personality times • 
Environment equals Behavior. Th e personality traits of a new 
employee should fi t well with the work environment of the 
organization. Ideally, this good mixture results with good be-
havior from the employee that should be observed during the 
established 30 to 120 day probation period. 
Inundate the employee on the FTC Funeral Rule, OSHA • 
Standards, State Regulations and Safety Standards. Knowl-
edgeable staff  members can conduct these sessions, the in-
formation can be given through the internet or in a class-
room setting. 
Shadowing for the early weeks is imperative. For example, the • 
apprentice embalmer can observe the company’s standard of 
care during each phase from the fi rst call to the funeral ser-
vice follow-up.
Establish a trainer / trainee follow-up and feedback frequently. • 
Feedback can be encouraged daily or weekly, but it is impor-
tant to evaluate the training to necessitate possible changes. 
Th is process validates if the trainee is a quick learner and it 
illustrates what areas require more emphasis. 

 Leadership is an innate characteristic in funeral service. Funeral 
directors and embalmers must make personal goals to be a part 
of career day and job fair programs hosted by their community 
schools, churches and other institutions. By availing the time to 
the programs as mentors and leaders, the students are given a 
channel to network and to understand the profession. Th is is a 
great way to impact your community by encouraging and mo-
tivating someone to reach their own goals. Simultaneously, you 
have the opportunity to observe that the student’s career goals 
are authentic and thus, make a quality hiring decision. I have 
tapped the potential of several students over the years and 95% 
of them today are licensed and several manage funeral homes. 
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NORWOOD,MA— FINE Mortuary College, LLC: A Pri-
vate Two Year College located in Norwood, MA granted 
the Associate in Applied Science in Funeral Service to its 
graduates on July 31, 2009 at the United Church in Nor-
wood, MA. Following the invocation by the Reverend Wil-
liam Christensen, M. Div., President Louis Misantone, 
Ph.D., LFD, gave welcoming remarks to the graduates 
and their families and friends. Misantone then introduced 
Susan E. Burke from the Class of 2009 who asked all to 
join her in a prayer she wrote for balance as the gradu-
ates move forward in their careers. Next Misantone in-
troduced the speaker for the graduating class, Linda E. 
Plonowski-Bollea from the Plonowski Funeral Home
in Lawrence, MA. Linda spoke fondly of growing up in 
the funeral home and stressed the importance of service 
to the bereaved during a time of loss. 
 Th e featured speaker was Adrianne Faggas-Sansevero, 
LFD, ’03, from the Faggas Funeral Home in Waltham, 
MA. Adrianne described the life of a funeral director from 
the prospective of a daughter and as a professional. She 
related how living in the funeral home can be both a fun 
and trying experience for the funeral director and his/
her family. She told of the death of her brother at a very 
young age and how devastating it was to her family. All 
of the family has tried to use this experience to help them 
become better and more understanding funeral service 
professionals. 
 Each speaker was presented with a framed certifi cate in 
appreciation for participating in the ceremony. Addition-
ally, several students, faculty and staff  earned the follow-
ing honors and awards. 

Adam W. Smith, from the Ross Funeral Home in Lit-
tleton, NH, was inducted, in absentia, into Mu Sigma Al-

FINE Mortuary College celebrates 13th Commencement

FINE Mortuary College’s Class of 2009 at their Commencement Ceremony

Featured Speaker Adrienne Faggas-Sansevero, LFD, ‘03 and 
Dodge Representative Dennis Daulton, LFD at the 13th FINE 
Commencement. 

Linda Plonowski-Bollea Tammy Hill

Gail Ann Graham Kwong Hon Chan

Karen B Stevenson Maureen M. Trainor 

Lindsay Leigh Ballard
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pha, and presented with a pin and a framed certifi cate of 
membership. Th is Funeral Service Honor Society is sup-
ported by the National Association of Colleges of Mortu-
ary Science. 
 Th e Performance Award was given to Tammy L. Hill. 
Th is award is given to the student who succeeded despite 
unusually diffi  cult times. 
 Gail Ann Graham received the Reginald H. Cagle, FD 
Award. Th is award is given to the student who most ex-
emplifi es the attributes characterized by the late Reggie—
diligence, kindness and joy. 
 Kwong Hon Chan was presented with the Restorative 
Art Award for the student who demonstrated excellence 
in the application of restorative technique. Along with the 
framed certifi cate from FINE, Dennis Daulton present-
ed Hon with a Cosmetic Kit from the Dodge Chemical 
Company in memory of the late Arnold J. Dodge. 

 Karen B. Stevenson was 
awarded the Promising Pro-
fessional Award for giving 
more than required in ser-
vice to the funeral profes-
sion. 
 The Faculty Award this 
year was given to Maureen 
M. Trainor due to her out-
standing performance in the 
areas of scholarship, leader-
ship and good citizenship.
 Lindsay Leigh Ballard
was honored with the Pro-
fessional Issues and Con-
cerns Award for excellence 
in documentation of under-
standing funeral service. 
 Th e Administrative Award was shared this year by Mar-
sha Wise, MA, FD and Laurence M. Magner, M.Ed., as 
a result of their outstanding teaching and their unfailing 
service to FINE and the FINE students. 
 FINE also acknowledged Elizabeth Misantone, Donna 
Taylor, AS and Brenda A. Swanson for their outstanding 
work in the FINE administrative areas. 
 Christine L. Hatfi eld, RN, LFD, ’08 was congratulated 
for becoming a partner with Richard D. MacKinnon, Jr,
LFD. in the newest addition to the MacKinnon Family of 
Funeral Homes, South Coast Chapel, in Freetown, MA. 
 Following the ceremony the graduates formed a receiv-
ing line and were congratulated for their successes. Friends 
and family then joined the FINE graduates, faculty, ad-
ministration and staff  at a reception in the church fellow-
ship hall in honor of the graduates.
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Graystone Associates, 
Inc. announces Two New 
Training Courses

NEWSNEWS
Educational

CONTINUED

MARLBOROUGH,MA— Funeral home client families to-
day are demanding and expecting a higher standard of ser-
vices and values. To prepare funeral home staff  and own-
ers to consistently deliver this higher level of service and 
add value and go beyond their expectations, Graystone 
Associates developed two new courses; Advanced People 
Skills and Advanced Phone Skills. Both courses are aimed 
to empower the funeral home personnel with the neces-
sary skills to provide exceptional service. 
 Frank Sessions, principal at Graystone Associates, Inc. 
states, “We are excited to off er to our clients these two 
Advanced Courses that builds on the foundation of skills 
learned in our introductory courses. Th ese courses em-
power the funeral home employee to consistently deliv-
er incomparable service. Funeral Homes in turn become 
leaders in their market.”
 Advanced People Skills is an in-depth training course 
which focuses on developing Advocate customers for the fu-
neral home who promote the fi rm through word of mouth 
referrals. Participants also learn the powerful opportunity 
problem resolution creates. Th is often provides a separate 
WOW experience and nurture a trusting relationship.
 Cameron Smock, Presi-
dent/CEO of Bonney-Wat-
son Funeral Homes com-
mented, “In today’s competi-
tive marketplace, our success 
is dependent upon our abil-
ity to build eff ective relation-
ships with our client families. 
Graystone’s Advanced People 
Skills Workshop delivers on 
this objective. It takes the 
basic tools we have learned 
to the next level to build our 
staff ’s knowledge necessary to 
drive customer loyalty.”
 Advanced People Skills fo-
cuses on the real problems 
and opportunities of a fu-
neral home business. Par-
ticipants assess how they can 
keep people, circumstances 
and events from compro-
mising their ability to exceed 
every family’s expectations. 
Th e successful application of 
every technique introduced 
in Advanced People Skills is 
supported by research and 
assures effectiveness when 
properly executed.
 Bill McQueen, president 
of Anderson-McQueen Fu-
neral Home recently com-
pleted the Advanced People 
Skills course. McQueen re-
marked, “Th ough we strive 
for perfection, occasionally 
mistakes do happen. How-
ever, now that our staff  has 
learned the H.E.L.P. system 
of recovery through Gray-
stone’s Advanced People 
Skills course, mistakes have 
become opportunities for us 
to turn potential Assassins 
into raving Advocates!”
 In Graystone’s Advanced 
Telephone Skills, participants 
learn the critical Roadblocks 
of Telephone Communica-
tion. Participants assess the 
challenges callers experience 
when processing the informa-
tion they receive. Participants 
also learn advanced methods 
for addressing the diversity 
of unspoken needs the caller 
presents and they practice 
how to meet these needs ef-
fectively on the phone.

CONTINUED ON PAGE A33
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 Ralph L. Klicker, Ph.D., has authored the books A Student Dies, A School Mourns...Are You Pre-
pared? and Kolie and the Funeral.  He has also written the textbooks Funeral Directing & Funeral Ser-
vice Management and Ethics in Funeral Service, and his newest textbook Restorative Art & Science.
 Dr. Klicker is founder and president of Thanos Institute, which offers funeral directors home study 
courses approved throughout the United States and Canada for continuing education credit for their 
license renewals.
 For information, contact him at Thanos Institute, PO Box 1928, Buffalo, NY 14321, (800)742-8257 
or send an e-mail to Thanosinst@aol.com.
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DALLAS,TX— DaiDrian T. Brown, a 24 year old senior fu-
neral service student at Dallas Institute of Funeral Service, has 
been selected as the 100BWFS Student of the Year for 2009 
due to his tenacity and desire for success at the next level.
 DaiDrian is a god fearing man who believes that he has 
nothing without god on his side. He is the oldest of six chil-
dren and a very hard working and dedicated young man 
who is genuine, respectable, and kind. Th e love of his life is 
his beloved grandmother Juanita Brown who is role model 

DaiDrian Brown is named 
as 100BWFS Student of 
the Year

DaiDrian Brown

(L to R) DaiDrian Brown with NFDMA speaker George Fraser.

DaiDrian Brown spending time with 100 BWFS Founder Elleanor 
Starks (Right) and National President Dottie Hector during the 
NFDMA convention in Detroit.

and mentor. Th e 100 BWFS 
President Dottie Hector and 
Secretary/Treasurer Marilyn 
Burton had an opportuni-
ty to spend time with Mr. 
Brown at the 72nd Annual 
Convention of the NFDMA 
in Detroit, MI where he was 
assisting the staff  in the ex-
hibit hall and in and around 
the convention educational 
sessions. He also assisted the 
Matthews Casket Division
presentation of the renowned 
author and speaker, George 
Fraser, who motivated and 
inspired everyone in the room including our 2009 Student 
of the Year. DaiDrian took notes from this great speaker and 
quoted him during his entire stay of the convention.
 As a young child, DaiDrian was introduced to the de-
manding profession of funeral service by his uncle Keith 
D. Biglow and his father Darryl Brown at the Keith Big-
low Funeral Directors in Muskogee, OK – a family owned 
business. He used to hang around the funeral home, clean 
cars, cut grass, pick up trash and do miscellaneous duties 
but was never allowed to enter the prep room. 
 When he attended services that his family rendered he 
was so impressed on how courteous, professional and sym-
pathetic the staff  were that he became fascinated with be-
ing a helping hand to others in their time of need. It was 
important to have that same respect that the staff  got in 
his community and he wanted to be a part of it. 
 He had intentions of being a physical therapist in college 
and then he realized he was running away from what god 
had destined for him in life and that was to take his talents 
into the funeral service profession. Once he realized that is 
what he really wanted in life, he enrolled in mortuary school 
to pursue his dream. “It has been a struggle in some areas but 

CONTINUED ON PAGE A33
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PIMS holds 139th Commencement Exercise 

PIMS announces Deans List 

PITTSBURGH,PA— Pittsburgh Institute of Mortuary 
Science (PIMS) held its One-Hundred Th irty-Ninth 
Commencement exercise on Friday, September 11, 2009 
at the Calvary Episcopal Church. Th e graduating class, 
their families and friends were welcomed to the formal 
cap and gown ceremony by PIMS president Eugene C. 
Ogrodnik. Th e commencement address was delivered by 
Mr. John D. Reed, Sr., who delivered an inspirational 
address entitled “And You Th ink It’s Over?” Mr. Reed, 
a PIMS alumnus, is currently president of the National 
Funeral Directors Association and owns and operates the 
Dodd & Reed Funeral Home, Inc. in Webster Springs, 
WV, and Adams-Reed Funeral Home, Inc. in Cowen, 
WV. Mr. Reed was presented a plaque by PIMS President 
Eugene Ogrodnik in recognition of his outstanding and 
devoted service to the funeral industry. 
 Th e Funeral Service Oath was administered by Mr. Bar-
ry T. Lease, and the graduating class was presented by 
Mr. Joseph A. Marsaglia, Dean of Faculty and Students. 
Dean Marsaglia also recognized Class Faculty Advisor Mrs. 
Kathleen Entenmann for her guidance and devotion. 
 Candidates to receive the Diploma in Embalming and 
Funeral Directing are: Analise Bahneman of Pittsburgh, 
PA, Teresa Bell of Mingo Junction, OH, Jenna Buechele
of East Brady, PA, George Danielson-Sullivan - Magna 
Cum Laude - of Bristow, VA, Alan Dodson of Altoo-
na, PA, Emily Fecek - Magna Cum Laude - of Erie, PA, 
Rynell Guy of Waynesboro, PA, Kristine Haas of Pitts-
burgh, PA, John Harris of Johnstown, PA, Ronald Healey
of Connoquenessing, PA, Wayne Heavilin of Freeport, 
OH, Tonya Jenkins - Class Treasurer - of Homestead, 
PA, Joseph Kramer of Verona, PA, Michael Pomante of 
Owosso, MI, Timothy Schoonover - Class President - of 
Philippi, WV, John Snyder of Irwin, PA, Beth Stefkovich
of Avella, PA and Katy White of Warren, OH. 
 Candidates to receive the Associate in Specialized Tech-
nology Degree, Funeral Service Arts and Sciences are: 
Kimberly Baker - Class Vice President - of Salem, OH, 
Caitlin Carpinello of Hastings, PA, Joshua DiLuzio of 
Oakdale, CT, Bradley Duff y of Bedford, PA, Rachel Dw-
yer - Class Representative - Summa Cum Laude - of Dills-
burg, PA, Stephanie Geer of Canton, OH, Alisha Guckes
of West Homestead, PA, Chontel Harris - Cum Laude 
- of Pittsburgh, PA, John Hersch of Erie PA, Terri John-
son - Cum Laude - of Uniontown, PA, Jennifer Keopka
- Magna Cum Laude - of Erie, PA, Matthew McVicker of 
Johnstown, PA, Marguerite Rinn - Class Secretary - Cum 
Laude - of Pittsburgh, PA, Andrew Slater of Pittsburgh, 
PA, Samantha Speicher of Dalton, OH, Timothy Sul-
livan - Cum Laude - of Frackville, PA, Benjamin Tate of 
Jamestown, PA, Leah Th ompson of Scottsdale, PA and 
Adam Winegardner of Schellsburg, PA. 
 Graduates receiving the Associate in Specialized Business 
Degree, Funeral Service Management are: James Billick
of Monessen, PA, Daniel Crist of Chambersburg, PA, 
Krista Cummins of Akron, OH, Kevin Drobish of Pitts-
burgh, PA, Jessica Hayden of Warren, PA, Valerie Long
of North Braddock, PA, Amber Quinn of Chester, WV, 
Christopher Rehberg of Inverness, FL, Garry Richter of 
Uniontown, PA, Daniel Shingledecker of Clarion, PA, 
David Szewczak of New Kensington, PA, Anthony Volpe
of DuBois, PA, Nina Wright of Pittsburgh, PA and Cas-
sandra Zola of Pittsburgh, PA.
 Special Awards were also presented at the commence-
ment. Th e Memorial Award was presented to Tonya Jen-
kins who was chosen by her classmates as the student 
who, through qualities of leadership, professional con-
duct and good citizenship, best typifi es the ideals of the 
student body. Th e John Rebol Award was presented to 
Rachel Dwyer who had maintained the highest scholas-
tic average for the school year 2008-2009. Th e William 
J. Musmanno Memorial Award was presented to Jenna 
Buechele in recognition of her outstanding ability, atti-
tude, commitment and achievement in the clinical set-
ting. Th e Pierce Chemical/Royal Bond Award was pre-
sented to Marguerite Rinn in recognition of her outstand-
ing ability, commitment, attitude and achievement in 
the areas of restorative art and cosmetology. On hand to 
present the award was Michael J. Kuruc, representative 
from the Pierce Chemicals/Royal Bond company. Mr. 
Kuruc presented Marguerite with a plaque and a com-
plete cosmetic kit. 
 Ten percent of the graduates received the Mu Sigma Al-
pha Award which is the honorary society established by 
the National Association of Colleges of Mortuary Science 
and gives recognition to those students who have displayed 
outstanding merit in scholarship and who have conducted 

themselves as good citizens of the schools they attended. 
Th e recipients of the Mu Sigma Alpha Award are: Kim-
berly Baker, Rachel Dwyer, Emily Fecek, Tonya Jenkins 
and Timothy Sullivan. 

Mr. David Miller of Th iel College was also on hand to 
present fi ve graduates with the PIMS/Th iel co-operative 
Bachelor of Art degree; they are: Joshua DiLuzio, Stepha-
nie Geer, Jennifer Keopka, Joseph Kramer and Saman-
tha Speicher. 
 At the conclusion of the ceremony, Class President Tim-
othy Schoonover gave his closing farewell remarks and 
classmate Stephanie Geer lead the congregation in the 
traditional singing of America the Beautiful. 
 Congratulations to all PIMS graduates and best of wishes 
in funeral service.

PITTSBURGH,PA— Pitts-
burgh Institute of Mor-
tuary Science (PIMS) is 
pleased to recognize those 
students who have been 
placed on the Dean’s List 
for the summer trimes-
ter ending September 11, 
2009
 The following students 
have achieved a grade point 
average of 3.50 or better in 
this trimester of studies.  
From class #139: Jenna 
Buechele of East Brady, 
PA, George Danielson-
Sullivan of Bristow, VA, 

Rachel Dwyer of Dills-
burg, PA, Emily Fecek of 
Erie, PA, Jennifer Keopka
of Erie, PA,  Marguerite 
Rinn of Pittsburgh, PA, 
and Timothy Sullivan of 
Frackville, PA.
 From class #140: John 
Brennan of Carbondale, 
PA and from the Associ-
ate Degree Program class: 
Daniel Crist of Chambers-
burg, PA and Jessica Lank-
ford of Lusby, MD.  
 Congratulations to PIMS 
honor students on their ac-
ademic achievement.
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CINCINNATI,OH— Nearly one hundred years after his 
great-grandfather attended Cincinnati College of Mortu-
ary Science, Robert William Weigel stepped to the stage 
to receive the Ohio Funeral Directors Association award 
for Leadership at his commencement from CCMS.  As a 
fourth-generation graduate of the college, Robert follows 
the lead of his great-grandfather, grandfather and father 
in the fi eld of funeral service.
 Th e award provides a scholarship, which Rob will put 
to use in continued professional development after being 
awarded his Associate of Applied Science at CCMS’ re-
cent graduation ceremony.  Rob was selected by the fac-
ulty for the OFDA honor because of the student leader-
ship he demonstrated throughout his coursework.  “It was 
such an honor to be chosen for this award by the CCMS 

Embalmers Offer 
Scholarships during 
Annual Mixer

Fourth-Generation CCMS Graduate earns Leadership 
Award from the Ohio FDA

Robert Klaus Robert L. Weigel Robert L. Weigel II Robert William Weigel

faculty, considering there 
were 42 students in my 
class, each with special tal-
ents and gifts,” says Rob.  
“It is the mission of CCMS 
not only to train our stu-
dents as funeral service 
providers but also to shape 
them to become leaders in 
the industry,” notes Karen 
Giles, president of the col-
lege.  “Rob’s receipt of this 
prestigious award is a salute 
to his ability to motivate by 
his example.”
 Born to a family of funer-
al directors Rob developed 
an interest in the industry 
naturally from hearing sto-
ries of his great-grandfa-
ther and grandfather.  So 
with three generations be-
fore him graduating from 

CCMS, his decision to attend their alma mater was an 
easy one.  And in the family tradition, he will live and 
work in Hamilton, Ohio, the community that his family 
has always called home. 
 “We are proud when students like Rob entrust their fu-
neral service education to CCMS,” says Giles.  “We value 
that trust and deliver a program that blends academic ex-
cellence with the practical hands-on learning that sets us 
apart, and has for generations.”
 Th e family business, now called Weigel Funeral Home, 
began as Klaus Funeral Home in 1926 by his great-grand-
father, Robert Klaus.  Th e name changed to Klaus-Weigel 
Funeral Home in the 1960s after his grandfather, Rob-
ert L. Weigel, became involved.   Now as Weigel Funeral 
Home it is operated by Rob’s father, Robert L. Weigel II, 
who looks forward to carrying on the family tradition by 
working side by side with his son. 

LOS ANGELES,CA— Ep-
silon Nu Delta Mortuary 
Fraternity, Inc.’s 6th Annual 
Toy Drive and Embalmers 
Holiday Mixer will coincide 
with a Scholarship Gala be-
fore the busy holiday season 
on Saturday, November 7, 
2009 at Hollywood Forever 
Funeral Home. 
 The fraternal member-
ship is devised of common 
gender, male and female li-
censed embalmers that real-
ize the sacredness of service 
to the public during its hour 
of bereavement. Th ey see the 
necessity to encourage high 
scholastic standards among 
students of mortuary sci-
ence and have committed 
their lives to raise the high 
standards in funeral service 
socially, morally and educa-
tionally. Bro. Anthony S. 
“Ted” Felder, CFSP, Nu 
Chapter President, is en-
deavored to propel this gen-
eration of apprentices and 
embalmers forward with 
purpose and loyalty to the 
art of embalming, through 
community service and the 
Spring education seminar. 
 Over the past few years, Nu 
Chapter has awarded more 
than 30 scholarships and 
this gala is to ensure that the 
awards assist students both 
at Cypress College and Ameri-
can River College mortuary 
science programs in Califor-
nia. Th e scholarship awards 

are created to aid students 
that are in fi nancial need and 
show interest in community 
involvement and professional 
advancement in this chang-
ing profession. Nu Chapter 
Horus Club (student mem-
bership) mentors the recipi-
ents and assists them with 
preparing for the California 
Embalmers Exam. 
 During the mixer the fol-
lowing Nu Chapter schol-
arship winners will be hon-
ored. Kyle Butler (River-
side, CA), Magan Cassidy
(La Palma, CA), Jessica Z. 
Garza (Bakersfield, CA), 
Shawnika R. Joseph (More-
no Valley, CA), Franchesca 
Ricottone (Fullerton, CA), 
and Adriana Wells (Ana-
heim, CA). Th e Chapter has 
four students to be honored 
with the Mary L. Winston 
Award: Ernestine Burns
(Los Angeles, CA), Kris-
lyn Kunkel (Pomona, CA), 
Linda McCoy (Los Ange-
les), and Nayma Shepard
(Inglewood, CA).
 It is their hope, that em-
balmers in the surrounding 
counties of Los Angeles will 
make plans to attend this 
free, casual attire mixer and 
help to provide more than 
100 toys for communities 
in need. For more informa-
tion contact Scholarship Co-
Chairman Shun Newbern
at shunnewbern@aol.com 
or 562-607-5281.
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When you see the IMSA logo on a badge at a tradeshow, 
on a booth, or in an ad, you know you are dealing with a 
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 After completing the Ad-
vanced Telephone Skills 
training, participants are 
prepared to eff ectively han-
dle the telephone shopper. 
Participants create “value 
statements” to address call-
ers’ unspoken needs. At the 
completion of Advanced 
Telephone Skills, partici-
pants will master the skills 
to confi dently answer ques-
tions, coach shoppers, estab-
lish relationships and con-
vert telephone prospects to 
life-long customers.
 All of Graystone’s Train-
ing Facilitators possess many 
years of industry experience. 
Th ey are skilled in presenting 
the material in an engaging 
manner which evokes par-
ticipation and relevant dis-
cussion. Graystone’s Trainers 
excel at delivering the mate-
rial in a meaningful way to 
make a lasting impression 
on the participants. Please 
contact Lisa Streiff  at lisa@
graystoneassociates.com for 
additional information on 
Graystone Associates, Inc.

Graystone 
announces 
Two New 
Training 
Courses

Continued fr om Page A29

Brown is named 100BWFS 
Student of the Year

it is the most comfortable and secure feeling I have ever had 
in pursuing a career. It is a perfect fi t. It is important to love 
what you do and I love funeral service.” DaiDrian continues, 
“It soothes my soul to hear how pleased a family member is 
after they have seen their loved one or attended a service of 
a friend or relative. Being the last on earth to take care of 
someone’s loved one, is not only a privilege but an honor. So 
therefore, I have to do my duties to the utmost of my ability 
giving more than 100% with each family.”
 DaiDrain’s philosophy is to serve all of humanity – persons 
of all races, genders, faiths and ethnic backgrounds with re-
spect, ethics, dignity, and care with the fi nest professional 
services that his hands and heart can render.
 DaiDrain Brown will graduate on November 20, 2009 
from Dallas Institute. He was one of six 2009 scholarship 
students from the Dallas Institute class of 2009. Th e offi  -
cers of the 100 BWFS plan to be in attendance to cheer Mr. 
Brown, their student of the year, and the other fi ne gradu-
ates and scholarship students of this fi ne institution.
 Th e 100 BWFS and the 100 BMFS Mentoring Project con-
gratulate DaiDrian Brown on his future in the funeral service 
profession. We have high expectations for a young man that has 
a goal of being the fi nest funeral director and embalmer in the 

Continued fr om Page A30

nation. Th ere is always a need 
for the best in the funeral ser-
vice profession. If you would 
like to reach our Student of 
the Year, please email him at 
dfnrldirector@yahoo.com. If 
you are a licensed male and 
willing to mentor a male fu-
neral service student please 
email us for information on 
the 100BMFS Mentoring 
Project @ 100BMFS@gmail.
com or visit www.100black 
menoff uneralservice.com.
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The 100 BWFS present Scholarship Awards to the 
2009 Funeral Service Scholastic All-Stars Program

Lottie K. Weldon J. Roberta March Stacey Walker Dimitra A. Johnson

Emily Gordon

Adriana Corral

Howardia A. Turner Lindsay Lincoln Jennifer M. Ward

i i hb h lki ld

LONGWOOD,FL— Success in a funeral ser-
vice program takes on a shape of its own. 
Many students enter the fi eld with only the 
desire or passion while others enter because of 
a family connection. Success in the profession 
will come only because of service, hard work, 
desire, commitment and a passion to make a 
diff erence in the lives of those you come in 
contact with during the bereavement process. 
Lottie K. Weldon and the late J. Roberta 
March and their fi rms represent great service 
and the desire to give back to the community 
through day in and day out on going service. 
Lottie Weldon states, “It’s a never ending pur-
suit and we want students to know that success 

as 2009-2010 100BWFS All 
Stars. Th ese recipients all pos-
sess the desire and fortitude 
to bring success and honor 
as future care givers in our 
profession and representative 
of our two highly successful 
members Lottie K. Weldon, 
owner of George H. Weldon 
Funeral Home of New York 
City and the late J. Roberta 
March of the March Funeral 
Homes of Baltimore, MD. 
 Th e 2009 Scholarship Selec-
tion Committee found that 
burning desire for success in: 
Stacey Walker of Fayetteville 
Technical College Funeral Ser-
vice Program. Stacey’s fam-
ily owns Walker Memorial 
Funeral Home in Lilling-
ton, NC. She has worked the 
last fi ve years at the Ft. Bragg 
Military Base while encour-
aging her father to get in-
volved and open up the fi rm 
in memory of her late beloved 
grandmother, Louise Walker. 
Stacey is anxiously awaiting 
the completion of school so 
she can make a diff erence in 
her community. She is the 
mother of four children, two 
beautiful girls and two hand-
some boys ages 4 to 20 years. 
Funeral service allows her to 
help families in their time of 
need and provide them with 
the personal career they will 
need while they are grieving. 
Stacey knows that the soul of 
the business is being able to 

CONTINUED ON PAGE A35

in funeral service is the product of doing hun-
dreds of things, one hundred percent better. It’s 
important to let the grieving client know they 
are number one and that it can have a huge 
impact on their success in the funeral service 
profession. Knowing this upfront can lead to 
tremendous success for our scholarship stu-
dents. Service coupled with hard work + de-
sire + commitment + passion = success. It is a 
never-ending pursuit that they must be ready 
for in this demanding profession.”
 In addition to the previously announced 14 
scholarship honorees for 2009, the 100 Black 
Women of Funeral Service are proud to an-
nounce the selection of seven students selected 
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give back to others and her commitment to the family business 
is to “empower my families and carry on the family heritage 
by providing a tradition of dignity, respect, service, hard work 
and my passion for success and excellence in all that I do.”
 Dimitra A. Johnson of Community College, Baltimore Coun-
ty-Catonsville Funeral Service Education Program, brings 26 
years of work experience handling delicate situations and fi nally 
decided to seek her dream to become a funeral director. For 
years she watched funeral directors provide professional ser-
vices to bereaved families and they have greatly infl uenced her 
decision to join this prestigious profession. She had witnessed 
strong compassion for people, recognizing this to be a critical 
factor in building perpetual relationships. She has been blessed 
with the infl uence of mentor funeral directors like Nelson E. 
Greene and Derrick Pinkney. She states, “Mr. Greene has 
kept my dream alive and has heightened my determination to 
make my dream come true.” Her motto is, If I can help some-
body as I travel along, Th en my living, Shall not be in vain.
 Emily Gordon of Mt. Ida College at New England Institute 
was stumped a few times when trying to answer the question, 
Why Funeral Service? Th e hours are endless, the stress level 
is high and it’s impossible to make everyone happy. But she 
never realized how trying funeral service was until she started 
working in a funeral home. Her answer now is “I love funeral 
service.” In fact she states it is diffi  cult to picture herself doing 
anything diff erent. Meeting new people, making phone calls, 
providing service and most of all satisfying the various needs 
for diff erent families is so fulfi lling. She has come to realize that 
it’s the biggest favor, other times the smallest gesture, but there 
is no feeling as powerful as helping another person through 
one of the most diffi  cult times in their life. Emily chose fu-
neral service because she needs a challenge and funeral service 
provides that challenge. She strives for doing her absolute best 
even in the worst situations. She needed a career that stimulat-
ed her and funeral service causes her to think outside the box 
and she feels extremely privileged to be on the honor roll and 
a participant in Mt. Ida College Emerging Leaders Program.
 Adriana Corral of Miami Dade College Funeral Service Pro-
gram received a BS Degree at the University of Texas at El Paso 
and decided to return to college and pursue her degree in fu-
neral service because of her respect for the fi eld and the indi-
viduals involved in the profession. Having experience working 
with non-profi ts her whole life, she truly understands the act 
of compassion and understanding and felt this profession has 
no boundaries when providing ethical services for the public. 
Adrianna states, “Th e profession of embalming is creative but 
often misunderstood and I hope to break those boundaries 
and help lessen the hardships that may take place during griev-
ing.” As she pursues her career goals, she hopes to work in an 
environment that nurtures honesty, service, and compassion 
while providing universal precautions for the safety of everyone 
that is exposed to the harsh reality of death. “I will provide a 
strong code of ethics that prevents illegitimate and shameful 
acts that can tarnish a noble profession that serves such an im-
portant role in the cycle of life,” she added. We are also proud 
that Adrianna plans to use her studies in Sign Language as an 
interpreter for funerals as needed. Th is is ironic because the 
100 BWFS were honored to provide a 2009 scholarship to 
Cheryl Busby, a deaf student studying funeral service at Dal-
las Institute. Funeral service is taking on many challenges and 
our future caregivers are equipping us for the many diverse 
opportunities and talents for the profession.
 Howardia A. Turner of Worsham College of Mortuary Science, 
or Dia, as she is known among friends, states, “I would like to 
be a funeral director because when I think of death, I think of 
freedom–a place of calmness and eternal rest. No more pain, 
heartaches, sadness, trouble, worries, confusion. It is all over 
and you are at rest and peace. My job is to get the families to 
that place and I can do that through the utmost dignity, integ-
rity, service and compassion. My goal is to always remember 
whether in the back room or making arrangements, that every 
person should be treated as if they are family and to give them 
a reason to come back if services are needed again. I want to be 
a household word with them because of the caring and profes-
sional service I provided.” Her motto is whether you were able 
to look and feel like you were someone special on this earth, it 
is my promise and duty as a funeral director to make you look 
special and your family to feel within their hearts that someone 
other than themselves loved and cared about you. Dia looks 
forward everyday to being at Worsham College and learning 
under the direction of President Stephanie Kann who is her 
role model for funeral service. 
 Lindsay Lincoln of Mt. Ida College at New England Insti-
tute said, “I knew early that life can quickly throw you curves 
when my closest friends’ fathers passed away within four years 

The 100 BWFS present Awards to Funeral 
Service Scholastic All-Stars Program Continued fr om Page A34

of each other and I was the one that they depended on during 
this very diffi  cult time.” Th is is when she realized she wanted 
to be a funeral director. She currently is a member of Pi Sigma 
Eta Honor Society and can honestly say that she can’t imagine 
another career that she would want to be involved in. Lindsay 
is majoring in Bereavement Studies. Her goal is to help people 
in their most diffi  cult times of life. Th ere are so many options 
of helping through Grief Services and she plans to utilize all of 
them to be successful. She has been working part-time for Th e 
Dodge Company and Flynn & Dagnoli-Montagna Home 
For Funerals in North Adams where she is getting great train-
ing and understanding for the profession. 
 Jennifer M. Ward of Wayne State University, Eugene Ap-
plebaum College of Pharmacy and Health Science for Funeral 
Service Education, completed her BS Degree in Funeral Ser-
vice in August, 2009. Funeral service is her passion and she 
undoubtedly loves everything about the profession. Every en-
tity is diff erent and that is what makes it so interesting to Jen-
nifer. She states, “Being in a position as the fi rst person other 
than the family that will help a mourning loved one begin a 
new life without the deceased is more than a privilege but an 
honor. Th e whole experience surrounding death is catered to-
ward the living and those left behind. With funeral directing 
no day is the same, and I am eager to begin a career with a 
wide array of people from diff erent walks of life and I feel this 
is my calling. Th is is my passion and I will fully commit my-
self to the families I serve, treat the deceased with the upmost 
dignity and respect, and mostly enjoy my dream of having a 
career in funeral service.” Jennifer has been affi  liated with the 
Clora Funeral Home for her practicum and is a member of 
the American Physiological Society and the African American 
Celebratory. She also takes times to volunteer with the Athletes 
4 Kids Organization.
 Th e 100 BWFS always looks 
for the Best of the Best in select-
ing their students for any award 
and the Award Committee un-
der the direction of President 
Dottie Hector, CFSP-CPC 
of Baltimore, MD and Funer-
al Service Scholarship Consul-
tant, Tyra Butler of Matthews 
Casket Division always assist 
the committee members in the 
selection process and we are so 
proud of the Lottie K. Weldon 
and the late J. Roberta March 
2009 Funeral Service All Stars. 
For 2010 scholarship informa-
tion, please go to www.100bla
ckwomenoff uneralservice.com 
and download an application. 
For membership or Mentoring 
Information, please email hun-
dredbwfs@aol.com. Th e 100 
BWFS is the premier organiza-
tion for minority women who 
have chosen funeral service as 
their profession. 
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Kavod elects New 
Offi cers to serve from 
2010 –2013

OGR Fall Forum offers 
Ready-to-Use Business 
Solutions, Technology 
Strategies 

Proactive Member Program assists 
CANA Members in Avoiding Litigation 

NEWSNEWSAssociation

FAIRFIELD,CT— Kavod - Th e Independent Jewish Fu-
neral Chapels is proud to announce the election of a 
new slate of offi  cers to serve the association from January 
2010  - January 2013. Th eir commitment and teamwork 
will help Kavod continue its growth as an international 
consultant on Jewish funeral burial practices. Congratu-
lations to President Jason Goldstein, Roth-Goldsteins’ 
Memorial Chapel, Atlantic City, NJ, Vice President 
Joyce Torchinsky, Torchinsky Hebrew Funeral Home, 
Washington, DC, Treasurer Jay Mesnekoff , Mesnekoff  
Funeral Home, Amherst, NY, and Secretary Jeff  Fried-
man, Houston Jewish Funerals, Bellaire, TX. Th ese of-
fi cers were installed Wednesday October 28th in Boston, 
MA at Kavod’s Fall Meeting, which was held with the 
NFDA’s International Convention and Expo. Also at the 
meeting, Kavod members will be strengthening their rela-
tionships with National Funeral Directors Association and 
Selected Independent Funeral Homes and discuss various is-
sues concerning the funeral service industry.
 Founded in 2002, the National Independent Jewish Fu-
neral Directors are providers of Jewish funeral services. We 
formed this group to create a network of independent fam-
ily owned Jewish funeral providers to support one another 
in this changing environment and where many have ex-
pressed a need to have an individual service provider who is 
independent and will facilitate as an advocate for the fami-
lies that we are all privileged to serve. In 2006, the organi-
zation changed its name to KAVOD  – Th e Independent 
Jewish Funeral Chapels. KAVOD…honor, respect, esteem, 
strong moral principles, and a source of pride. It is with 
these ideals that this organization has dedicated itself to 
having only the highest level of family owned Jewish fi rms 
as part of its’ organization.  Th e organization became rec-

ognized by other national 
organizations, including the 
National Funeral Directors 
Association, Selected Inde-
pendent Funeral Homes, 
the International Confer-
ence of Funeral Service Ex-
amining Boards, and the 
International Order of the 
Golden Rule, as consultants 
for Jewish funerals. Mem-
bership to KAVOD is by 
invitation. For more in-
formation about KAVOD, 
please visit our website at 
www.kavodjewishfunerals.
com

EARTH CITY,MO— Th e In-
ternational Order of the 
Golden Rule (OGR) will 
help independent funeral 
service professionals learn 
the latest technologies and 
proven strategies for deliver-
ing unmatched client family 
satisfaction they can apply 
immediately at the 2009 Fall 
Forum set for the Hyatt Re-
gency Hotel, November 8-10 
along the festive River Walk 
in San Antonio, TX. 
 “Th ese days, no indepen-
dent funeral home can aff ord 
to feel too comfortable with 
its processes. Th is Forum was 
created to open our minds 
and imaginations to new 
ideas,” said Koven Brown, 
OGR president and owner of 
K. L. Brown Funeral Home 
& Cremation Center, Jack-
sonville, AL. “With the pow-
erful presentations we have 
lined up, we anticipate a great 
turnout as attendees fi ne tune 
ways to gain market share 
and fi nancial solidarity.” 
 Seven funeral service ex-
perts and thought leaders 
from across North America 
will conduct workshops and 
seminars during the two-day 
Forum. Among those partici-
pating are Robin Heppell, 
CFSP, president, Heppell 
Funeral Solutions – Inno-
vative Technology for Your 
Business and a second session 
– Technology Applications 
for Funeral Home Opera-
tions; Frank Sessions, prin-
cipal, Graystone Associates, 
Inc. – How to Enhance Your 
Customer’s Value While In-
creasing Market Share; Da-

vid McComb, president, 
and Taron Smith, general 
manager, D.O. McComb 
& Sons Funeral Home, Fort 
Wayne, IN – Building Ser-
vice From the Inside Out; 
Scott R. Simons, president, 
SRS Computing, and John 
Heald, vice president-sales 
and business development, 
Tributes.com – Systems 
and Services Solutions – An 
Ideas Exchange; and JoAnn 
Baldwin, CFSP, manager of 
professional development, 
Aurora Casket Company 
– Training the Exceptional 
Staff . Sessions qualify for up 
to 8 CEUs depending upon 
attendee’s home state.
 Industry partners for the 
event include Aurora Cas-
ket Co., SRS Computers, 
Tributes.com, Compliance 
Plus and Pierce Companies. 
Polyguard and Co. is wel-
come reception co-sponsor.
 Brown added, “In addition 
to the lineup of premier pre-
senters, attendees will have the 
opportunity in the afternoons 
and evenings to tour one of the 
most exciting and festive cities 
in North America plus time to 
enjoy the atmosphere of the 
world-famous River Walk.”
 OGR is the world’s lead-
ing independent funeral ser-
vice association. Th roughout 
North America and around 
the world, OGR is affi  liated 
with nearly 1,000 indepen-
dent funeral homes that share 
common goals: outstanding 
service, care and compassion 
to families in their time of 
need. For more information, 
visit www.ogr.org.

CHICAGO,IL— Th e Cremation Association 
of North America (CANA), an internation-
al organization composed of cremationists, 
funeral directors, cemeterians, industry sup-
pliers and consultants, announced a new le-
gal counsel service for its members provided 
by attorney Christopher Farmer of Sheehy, 
Ware & Pappas, P.C. 
 Th e new member service off ers any current 
CANA member one half-hour of legal coun-
sel per month, free of charge, to discuss any 
particular legal issue. CANA members also 
receive a discounted rate if further represen-
tation is desired. 
 Farmer, CANA’s General Counsel, is Of 
Counsel to Sheehy, Ware & Pappas, P.C. 
and is a founding member of its funeral and 
cemetery practice group, the most experi-
enced and respected collection of attorneys 
practicing Death Care Law in Texas. Farmer 
has represented hundreds of small and large 
funeral home, cemetery and cremation cli-
ents throughout North America in matters 
involving regulatory compliance, licensure 
compliance, professional negligence, employ-

CANA announces free access for members to its General Counsel
ment, and business torts from the initial claim 
through litigation and appeals. Farmer is also a 
member of the fi rm’s labor and employment, 
commercial litigation, and general litigation 
sections. 
 “Having Chris Farmer as our new General 
Counsel to assist CANA members with le-
gal and regulatory questions is an extraordi-
nary member benefi t.  As the former General 
Counsel to the largest death care provider in 
the world, he has an unparalleled level of ex-
perience when it comes to best practices in the 
cremation world.  Now when a funeral home, 
crematory or cemetery owner who is a CANA 
member has issues of a legal nature, they can 
discuss the issue with our preeminent legal 
counsel as a member benefi t,” stated CANA 
President, Bill McQueen. 
 With ever-changing state requirements and 
new cremations laws, the goal of the program 
is to help CANA members stay up-to-date 
and informed regarding all death care legal re-
quirements. It is a visible implementation of 
CANA’s Member Code of Cremation Practice, 

CONTINUED ON PAGE A37



Page A37 NOVEMBER 2009 FUNERAL HOME & CEMETERY NEWS S ec ti on  A

?youinspiredwhat

(877) 402-5900 
www.funeralservicefoundation.org

 Give back to a profession that’s given so much.

As Founder and President of Meadow Hill, the makers of Thumbies and Buddies Keepsakes, 
I want to do more than just say thank you to the funeral service professionals with whom I 
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LOS ANGELES,CA— Th e Los 
Angeles County Funeral 
Directors Association held 
their 52nd Annual Installa-
tion of Offi  cers celebration, 
Friday, September 25, 2009 
at Hollywood Forever Fu-
neral Home in the Eastern 
Star Lounge in Hollywood, 
CA. Th is wonderful evening 
drew professionals from many 
Southern California counties 
as various vendors sponsored 
to make the evening special 
and memorable. David C. 
Schaffner, Tribute Enter-
prises, LLC, fi lled the air with 
music; the great food was ca-
tered by Café N Stuff , unique 
programs by Th eodore Hovey 
and the exquisite centerpieces 
by Irina for Hollywood For-
ever Florist. 
 The Mistress of Ceremo-
nies, Chanell O’Farrill, Im-
mediate Past President of 
LACFDA, introduced of-
ficers, board members and 
past presidents Bob Rish-
er, Kathleen McLaughlin, 
Joann Snyder, Jill Glas-
band, Homer Alba, and Bill 
Hawkins. Homer Alba, Se-
nior Vice-President of Holly-
wood Forever gave the warm 
friendly welcome on behalf of 
Hollywood Funeral Home. 
Chanell O’Farrill thanked 
everyone for their support 
and commitment during her 
term and made a special pre-
sentation to Karen Th omas, 
Executive Director of LACF-
DA for many years of end-
less hard work and commit-
ment to the organization. Vic 

NEWSNEWSAssociation
CONTINUED

52nd Annual LACFDA Installation held at Hollywood Forever

(L to R) Todd Beckley, President, LACFDA; Vic Savino, President, CFDA; Shun Newbern, CFSP, Vice - 
President, LACFDA; and Mike Boyko, Secretary, LACFDA.

(L to R) Karen Thomas, Executive Director, LACFDA and Chanell 
O’Farrill, Immediate Past President, LACFDA.

By Shun Newbern, CFSP

Savino, President, California 
Funeral Directors Association
installed the Board of Direc-
tors and Offi  cers. Th e evening 
concluded as Todd Beckley
received accolades and deliv-
ered his moving presidential 
address for the evening. 
 Th e LACFDA 2008-2009 
Offi  cers are: President, Todd 
Beckley, Vice President, 
Shun Newbern, CFSP, Sec-
retary, Mike Boyko, and 
Treasurer, Sean Douglass. 
Th e Board of Directors, one 
year term, Sam Ellis Merrill
Meff ord and Jill Glasband; 
two year term Kathryn Spal-
ding, Bill Hawkins and Gail 
Valentine-Taylor; three year 
term Kathleen McLaughlin

and J. Manny Godoy. 
 In addition to the vendors 
and guests present, the eve-
ning was graced with the 
presence of Pamela Ander-
son, CFSP, President of the 
California Funeral Directors 
and Embalmers Association, 
and Antionette Warmack, 
President of California Fu-
neral Directors and Embalm-
ers - Los Angeles Chapter.
 Th e evening was extra spe-
cial with the tremendous sup-
port of the various suppli-
ers and professional services 
regardless of the challeng-
ing economy. The Officers 
and Board of Directors give 
thanks to the following ven-
dors for their participation: 

1-800-Autopsy (Vidal Her-
rera), American Crematory 
Equipment, Batesville Cas-
ket Co., Burials at Sea, Cine-
spia, Graham & Associates, 
Hollywood Forever Cem-
etery & Funeral Home, In-
glewood Cemetery Mortu-

ary, Inglewood Park Ceme-
tery, Jose Curevo Gardening 
Service, Matthews Interna-
tional Corp., Nickerson In-
surance Service, One Lega-
cy, Secure Transportation, 
Sissell Brothers Vault Co. 
, Southland Motor Escort, 

Tanabe Flying Services, 
Tribute Enterprises, LLC, 
White Dove Release, Inc., 
and York Casket Co. Hats 
off  to the outgoing offi  cers 
and board of directors for a 
great year and well wishes for 
the new administration.

which states, “Th at the greatest care should be 
taken in the appointment of crematory staff  
members, any of whom must not, by conduct 
or demeanor, bring the crematory or crema-
tion into disrepute.” 
 To learn more about CANA membership 
and the new legal counsel program, visit www.
cremationassociation.com.
 Founded in 1913, the Cremation Associa-
tion of North America (CANA) is the oldest 

organization of its kind.  Comprised of more 
than 1,300 members including cemeterians, 
cremationists, funeral directors, industry sup-
pliers and consultants, CANA members span 
50 states, the District of Columbia, nine Cana-
dian provinces and seven countries – Australia, 
Brazil, Dominican Republic, Israel, Mexico, 
the Philippines, and Th e Netherlands.  CANA 
members believe that cremation is preparation 
for memorialization.

Continued fr om Page A36

CANA Member Program assists 
in Avoiding Litigation 
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Death Notices
Send obituary information to Funeral Home & Cemetery News, PO Box 5159, Youngstown, OH 44514  • Fax (800) 321-9040 • E-mail info@nomispublications.com
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MARY ALICE HURLEY BUSHA of Hibbing, MN died 
September 6, 2009 at the age of 92. A 1936 graduate of 
Worsham College of Embalming she held a morticians li-
cense in the state of Minnesota from 1938 to 1988 and 
was honored with a 50-year citation. Her son, Th omas, 
and grandson, Joseph, own and operate Gaff ney-Busha 
Funeral Home in Eagle River, WI.

RAYMOND DOBBRATZ of Watertown, WI died Septem-
ber 24, 2009 at the age of 80. He had been affi  liated with 
Hafemeister Funeral Home from 1947 until he sold the 
business in 1999 to the Koepsell family, which operated 
funeral homes in Beaver Dam and Maryville, WI. He com-
pleted mortuary school and became a licensed funeral di-
rector and embalmer in 1950. When Harry Hafemeister
died in 1966, Dobbratz and the late Roland Harder be-
came partners. After Harder’s death in 1974 Dobbratz and 
his wife, Marie, became sole owners of the business.

J. NORMAND DUMONT of New Bedford, MA died Oc-
tober 6, 2009 at the age of 90. He was a licensed funer-
al director and registered embalmer since 1947, and had 
been an active professional in New Bedford for 55 years. 
He was the owner and operator of Th e Chausse-Dumont 
Funeral Home until his retirement in 2004. A graduate of 
the Boston School of Anatomy and Embalming, he was a 
member of the Massachusetts Funeral Directors Association
and National Funeral Directors Association.

MARY LyBRAND ESTES of Wills Point, TX died Sep-
tember 11, 2009 at the age of 82. She and her husband, 
John Chester LyBrand, formed Eubank and Com-
pany in 1950, which later became LyBrand Funeral 
Homes, Inc. with locations in Wills Point, Quinlan, 
Point and Edgewood, TX. Active in all aspects of the 
firm, she also served as a member of the Board of Direc-
tors of White Rose Cemetery from 1960 to 1987.
Reprinted from The Deadbeat, Golden City, MO.

KEITH FRALEY of Joplin, MO died 
September 15, 2009 at the age of 
84. He was owner of Fraley Funer-
al Supply and had actively called 
on funeral homes for 63 years. He 
had been a sales representative for 
Bass-Mollett Publishers, Green-
ville, MO for many years. He was 
also president of Kansas Funeral Sup-
ply Salesman’s Club. 

REV. ROBERT D. “BOB” HAYES of Santa Fe, TX died Sep-
tember 23, 2009. A 1960 graduate of Commonwealth Col-
lege of Sciences, Houston, he worked as a licensed funeral 
director and embalmer for many years. He was currently 
serving as public relations director of Hayes Grace Me-
morial Park Cemetery in Hitchcock, TX. 
Reprinted from The Deadbeat, Golden City, MO.

RICHARD W. HOFFMAN of Tiffi  n, OH died September 17, 
2009 at the age of 88. A 1940 graduate of Cleveland Col-
lege of Embalming, he worked in his family’s funeral home 
with his father and brother, later running the funeral home 
until his retirement in 1986. He was a member of the Ohio 
Funeral Directors Association, National Funeral Directors As-
sociation, and Ohio Embalmers Association.

LUCILLE HEIMBUECHER KOENIG formerly of Bakerstown 
and Mars, PA died August 27, 2009. She, along with her 
husband Robert F. Koenig, Sr., started the fi rst funeral 
home in Bakerstown, which is now the Schellhaas Fu-
neral Home.
Courtesy Clem’s Livery Service, Pittsburgh, PA.

DOUGLAS L. MEHL of Alliance, OH and formerly of Lis-
bon, OH died September 23, 2009 at the age of 66. He 
was a funeral director for Cassaday & Turkle Funeral 
Home, Alliance, Arnold Funeral Home, Canton, OH 
and the Almore & Grimshaw Funeral Home in Phoenix, 
AZ. He was also the former vice president of Cassaday & 
Turkle Funeral Home.

P E T E  E .  O RT E G A  o f 
Walsenburg, CO died Au-
gust 16, 2009 at the age 
of 64. He worked for Boi-
es-Ortega Funeral Home
for 30 years, and had con-
tinued working for the fu-
neral home on a part time 
basis.

Reprinted from The Dead Beat, 
Golden City, MO.

CENETA QUALLS of Memphis, TN died September 22, 
2009 at the age of 89. She, along with her husband, owned 
S.W. Qualls Funeral Home in Memphis, and took over 
operations after her husband’s death.

ALLENE C. RENFRO of Cin-
cinnati, OH died September 
28, 2009 at the age of 96. 
She was the owner of Ren-
fro Funeral Service in Cin-
cinnati. Licensed in 1973, 
she was a member the 100 
Black Women of Funeral 
Service. She helped establish 
the National Funeral Direc-
tors and Morticians Associa-
tion Scholarship Founda-
tion, and earned Woman of 
the Year Award from the Buckeye State Funeral Directors and 
Embalmers Association, of which she was a member.
Courtesy 100 Black Women of Funeral Service, Longwood, FL.

If you have an Obituary you 
would like to see listed 
here, send information 
to:

Email info@nomispublications.com

FUNERAL HOME & 
CEMETERY NEWS

PO Box 5159
Youngstown, OH 44514

Fax 1-800-321-9040
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Because too often a single workshop merely scratches the surface, in 2010 we’ll focus on 
issues critical to your business and drill deeply into each. Plan now to attend, March 10-13 
at the San Antonio Convention Center. Brought to you by the organization that continues 
looking for ways to provide you with educational experiences you can’t find anywhere else. 

ICCFACONVENTION.COM

ALL CONVENTIONS ARE NOT CREATED EQUAL

2010 ICCFA ANNUAL CONVENTION & EXPOSITION
MARCH 10-13 • SAN ANTONIO CONVENTION CENTER

Featuring extensive educational tracks on:

Cremation arranging 
Event planning 
Competing as an independent
Green funerals and burial 
Serving the Latino community
Pet loss services
Implementing new technology              
Public speaking

the inaugural

conference
  Learn more at myplpa.com

JANUARY 13-15, 2010
HILTON NEW ORLEANS 

RIVERSIDE
www.wideworldofsales.com

Co-Chairs: Linda Jankowski and 
Tim Lancaster, CCFE

Learn from industry legends as well as 
everyday sales heroes like you who are 

doing extraordinary things

f i d l d ll

HEROES AMONG US

YOUR REGISTRATION FEE INCLUDES: 

WIDE WORLD 
OF SALES 

CONFERENCE
The world’s largest sales & marketing 

conference for death care professionals

FEATURING KEYNOTE SPEAKERS:
Don Cooper, “The Sales Heretic”

Victor Antonio

ALSO:

Marketing to 
women: Learn the 
secrets from the 
founder of Pink 
Magazine

pinkmagazine.com

GENEVIEVE 
BOS

KEN 
GRONBACH

GENERAL SESSION KEYNOTES

Generational 
marketing: How 
to profit from 
the demographic 
storm

kgcdirect.com

Facebook may not 
be the answer: 
Finding the right 
online fit for your 
company

zefrank.com

TARA HUNT

Community 
marketing: 
Build your social 
network with 
social capital

horsepigcow.com

TECHNOLOGY KEYNOTES

ZE FRANK

RHONDA 
HARPER

The customer of 
tomorrow:  
Original research 
on the funeral 
service market

rtmj.com

Program Chair:
Nancy Lohman, CCFE
Lohman Funeral 
Homes, Cemeteries  
& Cremation,
Ormond Beach, FL
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©2009 Matthews IMS

One Solution.

Contact your local Matthews sales representative or call 1-866-748-3625 • www.MatthewsIMS.com
*Plus monthly licensing / hosting fees. See your sales representative or visit our website for financing options.

Paid too much and got too little?
Made some bad decisions when it came to choosing your current website? We can help.

If you made a large investment in your current website and are
regretting that decision, we have an offer that you won’t
regret: If you’ve purchased a website within the past 12

months and feel you got ripped off, we can help. Send us a
copy of the invoice you paid and you could be eligible to

receive a credit up to the full purchase price of the Matthews
IMS. We’ll look after all content conversion and getting you

up and going fast with the solution you really wanted. 

The Matthews IMS Website Only Edition includes the Book
of Memories.TM It is the most advanced online memory maker
available and is completely integrated and controlled by you
from within your firm’s powerful new website.  It brings your
families, friends, your community and prospective new clients
to where you need them to be, not where others want them

to be. Contact us for details.

Take a look at just some of the features:
• Free Upgrades
• Perpetually Evolving
• Free Support
• Training Included
• New Web 2.0 Standard
• Advantage Plus Website

Logic 
• Content Management

System 
• Pre-Built Content
• Full Text Search 
• Market Credit Drivers
• Enhanced Web Themes

Selections
• New Photographic

Memories Player 
• Enhanced Book of

MemoriesTM

• All Marketing pieces for the
Book of Memories Literature

• Pre-Arrange Online Form

• Printable Memorial Candle
and Donation Cards

• Memorial Donation Handler

• e-thank you cards

• Summary Printing

• Enhanced VPSS (Virtual
Product and Services
Selector)

• Enhanced Family
Interactive Features in the
Book of MemoriesTM

• Condolences & Tributes

• Maps & Directions

• Product & Service Catalog

• PreArrange Online forms

• Community Links

Website Only 
Edition

$1,695
or as low as $7995

per month*
*Plus monthly licensing / hosting fees. 
See your sales representative or visit 
our website for financing options.

 


