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Death care firms are feeling the pressure of a changing market.  
As community members increasingly spend time online, traditional 
marketing channels are drying up. Buying behaviors are now 
trending towards price shopping, online decision making, and 
ultimately less loyalty. This has resulted in many death care firms 
fearing the future. But savvy operators understand that change 
presents opportunity, and those willing to embrace this change and 
adapt are going to experience tremendous success now and far into 
the future.

We created this digital marketing playbook to help funeral homes 
and cemeteries understand the importance of meeting their 
community online and how they can use Facebook and automated 
marketing technology to do it. 

We’ve cracked the code for generating business online by combining 
Facebook, landing pages, and email marketing. Now we’re prepared 
to share the blueprint with you. In this guide, you’ll discover, step-
by-step, how we’ve generated thousands of leads for our client 
funeral homes through digital marketing, and how you can do it, too.

Are you prepared to embrace the growth and opportunities available 
to you? If you’re intimidated by technology and change, you’re in 
the right place. If you crave any edge you can gain for your business, 
and you’re eager to grow your firm while positioning yourself for 
lasting success, then you’re going to love what we’re about to reveal!

Embrace change to experience success.

Zack Garbow & Greg Young
Co-founders, Funeral Innovations

From the 
FOUNDERS:
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Digital marketing isn’t going anywhere.

● Your community is online. You should be too.

So where’s a funeral home to begin?

● STEP 1: Create a customer journey

● STEP 2: Define your strategy

● STEP 3: Go beyond Facebook

Let’s talk about Facebook.

● A tool for building brand awareness

● A tool for reaching a larger audience

● A tool for getting people to your website

Collecting contact information.

● Lead magnets: Capture attention to win clicks

● Landing pages: A simple exchange

● Responsive design: Don’t neglect it

Nurturing your leads.

● Email marketing

● Newsletters & mistakes to avoid

● Drip marketing

● Converting and tracking leads

Let’s get digital. 

● Marketing automation

 

What’s next?

What’s 
INSIDE
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Ready to dive in?
The following 39 pages are full of digital marketing insights 

we’ve learned from over a decade in the business. Let’s go!

Need help now?
We’re here for you. Call Alex at 720-561-0299 

or email alex@funeralinnovations.com.
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Digital marketing  
isn’t going anywhere.

With the proliferation of Internet-

connected devices, people are spending 

more of their time online. Most 

consumers now have a smartphone, 

tablet, or laptop with them the majority 

of the day. You see this everywhere you 

go: people browsing the internet while in 

line at the bank, couples sharing photos 

of their meals at a restaurant, and folks 

jockeying for outlets to stay online at the 

airport.

This change to an "always online" world 

has profound implications for how 

people live their lives, interact with each 

other, and buy from businesses.

Traditionally, funeral homes, cemeteries, 

and crematories have been immune from 

small changes in consumer behavior, due 

to the long and infrequent buying cycle. 

But the magnitude of this always-online 

shift is creating an inevitable wave that 

will wash over the death care industry, 

resulting in some firms swimming out 

as big winners, while others will have lost 

market share and even ceased to survive. 

How do we know this is true? Because 

we’ve seen this consumer shift disrupt 

other industries already.

Your community is online. You should be too.

312MM internet users 

40% of internet traffic  

from mobile devices

79% of people use social media

87% of adults age 50-64  

use the internet

66% of adults age 65+  

use the internet

source: statista.com

IN THE UNITED STATES...
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The common thread tying together companies who have 

succeeded in this changing market is the ability to recognize 

and adapt to consumers’ changing  

expectations. 

In an always online world, consumers expect personalized 

experiences, handled entirely online by themselves,  

available at any time from anywhere. 

Death care firms who are willing to adapt their businesses and 

marketing to meet these new expectations will see growth and 

success, while those who ignore these trends and continue to do 

business as they have for the past few decades will meet a similar 

fate as Blockbuster.

NETFLIX
118 million 
households

BLOCKBUSTER
1 store

AMAZON 
Amazon market shares 
are worth approx. 2600 times 
those of Sears

SEARS
TAXI CABS

65,000 vs. 13,000

UBER DRIVERS
in New York City
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So where’s a funeral home 
or cemetery  to begin?
STEP 1: Create a customer journey

It’s no longer enough to simply have a website and expect 

people to find you. 

According to an industry study, 82% of consumers only 
call one funeral home before using their services. 

In other words, if your firm is unable to land that first call, 

there’s very little business remaining to be won. The chal-

lenge then becomes reaching people before they are ready 

to make the call, so when the need arises, your firm is the 

one they think of first. 

But how to do this? 

By visualizing what we call the customer journey.
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It’s clear that grabbing people’s attention 
before they have a need, capturing their 

contact information, and staying in front 
of them over time until they are ready to 
buy is a far more effective approach to 

securing more business.

The two main buying approaches:

01 
COMPARISON BUYING
(18% of shoppers)

It’s time to replenish your sock supply. Not 

having much loyalty to any particular sock 

company, you might search Google for socks, 

browse a few options, and then purchase from 

the first supplier that offers a reasonable price 

and product. 

02
RELATIONSHIP-BASED 
BUYING

You’re browsing Facebook and come across a 

post by Home Depot about setting up a smart 

home. You click on the link and learn how you 

can sync your thermostat, theater system, 

lighting, security system, and even your locks 

to your smartphone. Intrigued, you enter your 

email to stay on top of the latest information 

and deals. Home Depot then stays in front of you 

with relevant news and new products. 

When you decide to move forward with 

purchasing a smart thermostat, you’re much 

more likely to choose Home Depot, who has been 

living in your inbox for months, over Lowe’s, who 

hasn’t fostered a connection with you.
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TRANSFORM REACH TO ACTION

STAY IN FRONT OF THEM

TURN LEADS INTO CUSTOMERS

Think of the customer journey as a funnel: 

By using digital marketing, you can automate every step of this customer journey,  

making it easy to fill your pipeline with leads and enjoy sustained growth in business.

Reach your community with 
your message and build 
trust.

Offer something of value 
in return for their contact 
information.

Bring them closer to a 
sales-ready state.
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STEP 2: Define your strategy

Before you rush headlong into reaching people online,  

you need to zoom out and consider your goals  

in order to construct a digital marketing strategy that’s 

actually effective. 

Digital marketing is a tool for: 

 • Brand awareness 

 • Community outreach and education 

 • Customer satisfaction 

 • Customer evangelism 

 • Customer retention and loyalty 

 • Upselling 

 • Leads 

 • Nurturing 

But to be most effective, you need to focus and first 

consider what matters most for your business. Are you 

looking to build top-of-mind awareness? Or would you 

prefer to generate actionable leads? 

In this guide, we’ll be focusing mainly on techniques and 

strategies for generating leads. In most cases,  

we’re assuming that your community already knows 

you’re out there (brand awareness) and what you provide 

(consumer education). Once you’ve identified your firm’s 

goals, it’s just a matter of adjusting your messages within 

each technique to match your goals. 

Identifying your goals is also imperative for measuring 
your results. Unless you know what you’re trying to 

achieve, it’ll be impossible to know which metrics to 

focus on. One great aspect of digital marketing is that 

it’s entirely measurable. You’ll understand exactly how 

many people you’re reaching, how they respond, how 

many leads are being generating, and more. There are 

literally hundreds (if not thousands) of metrics your digital 

marketing efforts can collect. Which means that when you 

understand your business goals, you can identify which 

metrics will show your ROI. 

After all, you make what you measure.

When you identify your goals, you can measure your results.
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STEP 3: Go beyond Facebook

Facebook is NOT ENOUGH. 

It’s important that we clarify a common misconception  

in the industry today. If you think having a Facebook 
presence is going to get you new business online,  
you are going to be disappointed! 

But if you were under the impression that Facebook by  

itself is enough, we understand. After all, we made the  

same mistake ourselves! 

In 2012 we launched our Social Media Copilot solution and 

it was an instant hit in the industry. Within a few years, 

we were helping over 500 funeral homes and cemeteries 

succeed on Facebook, reaching tens of millions of people 

in the community. But we kept hearing a common 

question... 

"Is Facebook actually growing my business?" 

To be honest, it was a hard question to answer. Yes, we were 

helping firms reach tons of people with an educational 

and engaging message. Yes, we were getting likes and 

comments and keeping their firm top of mind. But then we 

realized something. 

Let me repeat that. Facebook alone cannot generate new 

business. 

After some experimentation, we figured out that only when 

you use Facebook as one piece of an interconnected digital 

marketing strategy can you really start generating interest, 

leads — and even new customers! 

After this discovery, we went back to the lab to figure 

out what it takes to succeed online (really succeed, in 

terms of business results). Through much trial and error, 

we discovered the formula for combining Facebook, 

landing pages, email marketing, and a CRM ("customer 

relationship management" or lead tracking software) in a 

way that gets real business results, around the clock. 

Facebook alone cannot generate new business
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Using the techniques we discovered, we built a new 

solution from the ground up and called it the Growth 
Engine. 

Does it work? 

We initially allowed just a handful of lucky funeral homes 

and cemeteries to try the Growth Engine, to test out the 

process. The results from just the first two months floored 

us. The Growth Engine generated 1,477 leads for these 

firms, all online! 

Best of all, these firms didn’t have to lift a finger. 

The Growth Engine was so successful it has already 
become the fastest-growing product in the history of 
Funeral Innovations.

The Growth Engine provides  
turn-key marketing automation  

for funeral homes. 

Stay with us as we reveal how the Growth Engine works so you can use its techniques to generate new business online for your firm...
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Let’s talk about
Facebook.

Many death care professionals have the wrong impression 

of Facebook, thinking it a sufficient marketing channel 

on its own. After using Facebook for a while, they become 

disappointed in the results and cynical about its value. 

It’s important to realize that Facebook is just a single 
piece of an effective digital marketing strategy. 

Fortunately, Facebook is an extremely effective first step, 

allowing you to introduce your brand to thousands of 

people in your community, build brand awareness,  

educate your audience, and prime them for action. 

Remember the funnel, a proven formula for generating 

leads? At the top of the funnel, you’re exposing your brand 

to as many people in your community as possible. There 

are numerous ways to reach people at the top of your 

funnel: television ads, radio spots, Google searches, and 

direct mail, to name a few. And there’s one marketing 

channel that reigns supreme for reaching people at the top 

of your funnel: Facebook – the king of marketing outreach 

online.

Why? 

This allows you to start building top-of-mind awareness 

and trust within your community, because only once 
you’ve built that trust will you be able to move people 
from Facebook to your landing pages and collect their 
contact information. 

What makes Facebook so effective at building  
awareness and trust within your community? 

A tool for building brand awareness
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77% of Americans are on social media. The best way to 

reach people is to be present where they spend their time. 

And today, the place where the most people are spending 

time is on Facebook. In fact, 1.52 billion people log on to 

Facebook every single day! 

Hyper targeting options. Facebook allows you to  

hyper target your audience beyond basic demographics  

to interest, behaviors, income level, and thousands of  

other criteria. The more specific you can match your  

message to a niche audience, the better your results  

will be. There is no channel in the world that is better  

at niche targeting than Facebook. 

Ad effectiveness. Facebook has built an advertising 

juggernaut due to the effectiveness of their ad  

placements. They posted revenues of $55.8 billion+  

in 2017, with the vast majority of it coming from  

advertising. Simply put, Facebook is the most effective 

place to advertise (for small and medium businesses 

in particular) due to its ability to hyper target your 

community, run ads inexpensively, and measure all the 

results. 

Mobile ubiquity. People are constantly spending time 

on their mobile devices. Mobile usage represents ~88% 

of Facebook’s usage and overall business. Since your 

goal with digital marketing is to reach people where 

they spend their time, Facebook’s ubiquity on people’s 

phones presents an unparalleled opportunity to reach 

your community at all times, from anywhere. 

2.23 billion people

log in every month

68% of Americans

use Facebook

FACEBOOK FACTS
source: hootsuite.com

...41% of those 

are 65+

58 minutes/day

spent on Facebook

98% of B2C

businesses are on FB

8 ads/month

clicked by avg. user
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The first step towards any successful social strategy is 
to post good, effective content on a consistent basis. 

By posting good content consistently, you’re able to build 

brand awareness. People will start anticipating your posts, 

look forward to them, and slowly begin to engage with 

your content. You’ll also be able to spread a message of 

education and compassion that is key to your branding. 

Most funeral homes and cemeteries struggle with what 

kinds of content to post. What kinds of posts perform  

best for funeral homes, crematories, and cemeteries  

on Facebook? 

Here are some tips and examples that should help you 

construct your own strategy:

TIP:

Your goal on Facebook 
should be to build 
awareness, provide 
education, and generate 
engagement. 
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A big challenge death care firms face is simply educating 

their community about the value of their offerings. Facebook 

provides an ideal outlet for offering education, like this post 

on memorialization and personalization options. Even if 

folks who see this post aren’t interested in a memorial bench 

specifically, it will help get them thinking about different 

personalization options and positions Urban Funeral Home as 

the expert in personalization.

This post does an excellent job of providing a clear message 

to a specific audience: veterans and families of veterans. It 

positions the firm as the expert in the community and includes 

a call to action ("Contact us...") to advise the next steps.
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This post introduces the concept of preplanning as a way to mitigating the stress 

from the approximately 70 decisions that need to be made at the time of a loved one’s 

passing. One of the big advantages of Facebook is its ability to generate engagement. 

This post, for example, received 85 likes, a share, and even produced a discussion.

Want a free pack of  
Facebook posts designed to catch 

eyes and grow engagement? 
Email us at 

support@funeralinnovations.com

Digital Marketing for Death Care |  17Funeral Innovations ©  2020



Testimonials and positive reviews are an effective 

type of post on Facebook because they provide 

social validation. Someone who views a positive 

review of your firm online by one of their peers in 

the community is much more likely to trust your 

firm as well. One approach you can take is ask all 

the families you serve to provide feedback on how 

you did. Just be sure to ask them permission to 

share their testimonial online. We accomplish this 

automatically with an online form on the funeral 

home or cemetery’s website.

When a celebrity or notable person passes away, people 

naturally take to Facebook to process the loss. As a death care 

firm, you want that discussion occurring on your Facebook 

page! After all, memorialization and life celebrations are your 

bread and butter! We’ve found that by posting memorialization 

posts about notable deaths within the hours of the news of 

their passing, we see 340% more reach than from an average 

Facebook post.
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Many businesses are surprised to learn that an average 

post on Facebook reaches just 5% of their fans. Because of 

the decreasing effectiveness of so-called "organic" reach, 

it’s become absolutely critical for your firm to boost posts 

or create Facebook ads. 

Boosting a post means that you are paying Facebook to 

show your post to more people who you target. For a small 

fee, you can get your post seen by hundreds or thousands 

of relevant people in your community. 

Ads offer you even more customization and targeting 

options. Ads are created in Ad Manager.

The more you can precisely target the people who  
you want to see your post, the better you can craft  
an effective message. 

Why pay for people to see your ad if they aren’t likely to 

take action? You want to get your best message in front of 

the most people, regardless of whether they are already a 

fan of your Facebook Page... and even if they’ve never even 

heard of your brand!

We use post boosting like crazy for our customers, 
because it’s amazing at getting posts from funeral 
homes seen by the right people. 

It’s effective and affordable. 

Now let’s see how it’s done! 

A tool for reaching a larger audience

Learn more about boosting from Facebook: 

https://www.facebook.com/ 
business/help/317083072148603
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There are three primary steps toward running a boosted 
post campaign that’s succesful:

1. Target your post. 
The best posts speak to a specific audience with the right 

message and graphics. So, consider first what your post’s 

goal is. To simply create engagement, you might consider 

an audience of women 30+ in your geographical area 

(we’ve found that demographic to respond with the most 

engagement). On the other hand, if your goal is to educate 

on the value of planning ahead for seniors, you would do 

well to target men and women age 50+. 

2. Construct your post. 
There are three elements you should consider for your post: 

the caption, the graphic, and the link (if you’re  

trying to get them to take an action). The graphic should be 

simple and eye-catching to grab people’s attention  

as they scroll quickly through their feed. Once you’ve  

captured their attention, people will look to your  

caption for the details of your message. 

If you’re asking them to take an action, such as signing up 

for your newsletter, submitting their email to receive a free 

guide, or contacting you for a consultation,  

you’ll want to include a link back to the appropriate page 

on your website, or even better, a dedicated landing page.

3. Boost your post.
Once your post is published, you can click the blue  

"Boost Post" button in the bottom right corner of the  

post. From there, you can select your targeted audience’s 

location, demographics, and set your budget. We boost 

posts with anywhere from a $5 budget for a single day  

to $50 or more for a campaign lasting a week. 

Experiment! Start small and increase your budget and 

campaign duration as you feel more comfortable with  

the results.

The more  

targeted your  

audience, the better.
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We’ve boosted over 13,000 posts 

in the past year alone, and have 

reached nearly 20.5 MILLION 

people as a result.

TIP:

For boosted posts, your graphic must not contain 
more than 20% of text, or Facebook will reject your ad 
campaign. To check the amount of text on your image, 
you can use Facebook’s text overlay tool:  
https://www.facebook.com/ ads/tools/text_overlay. 

When it comes to creating a graphic, you may not be an 
artist or photoshop wizard, but there are online tools 
such as www.canva.com and www.picmonkey.com that 
will help you create gorgeous, eye-catching graphics 
quickly and easily.

Here’s an example of a successful boosted campaign.  
We set up a click campaign promoting common regrets of 

the dying. When community members clicked on the post 

to learn more, they are taken to a landing page, branded 

with the funeral home’s logo and phone number.  

The valuable content on the landing page helps build 

positive brand awareness and loyalty from the visitors. 

This post resulted in 154 link clicks at an advertising cost 

of just $0.18 per link click.
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It’s one thing to build brand awareness and share 

educational content on Facebook. But in order to truly 
reach your business objective, you must transform your 
community members from passive viewers of your content 
to active participants who are willing to take action. 
(Remember that customer journey we talked about?)

Think of it like a romantic relationship. Really! Hear this out... 

Say you meet someone new in a bar. It’s loud, there are lots of 

distractions, and you’ve got to practically yell in their ear to cut 

through the noise. If there’s mutual interest, you’re going to want to 

hang out later in a quieter, less distracting setting. Let’s say, a nice 

dinner at a restaurant.

In digital marketing, the bar is Facebook. It’s great for 

getting exposure to a lot of people and potentially meeting 

someone new. But it’s loud and the distractions are 

overwhelming. When you finally connect with  

someone and they’re interested in what you have to say, 

it’s time to take the conversation somewhere quieter and 

more intimate. You’ve got to get them out of the bar (off of 

Facebook) and collect their contact information if you want a 

chance at a "second date."

See, it’s not such a crazy analogy after all! 

To collect their contact information and get that second date, 

you’ll need to create posts geared to generate clicks with 

links that bring people from Facebook to your website or a 

landing page where they can learn more about your offerings 

and your firm.

A tool for getting people to your website
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Collecting contact 
information.

So you want to collect some contact information. 

Collecting contact information at this stage of the 
customer journey is how you will continue to  
consistently stay in touch with and in front of your leads. 

People don’t just hand over their contact information for 

free. So we need to think of people’s contact information 

as currency. They’ll give it to you, but only if you offer them 

something in return that they consider valuable. We call this 

something a "lead magnet." It might be a downloadable e-book, 

a planning guide, a coupon, a contest, or any number of 

offerings, physical or virtual, that someone might find useful.

Let’s look at a couple examples:

Lead magnets: Capture attention to win clicks
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Our Breast Cancer Awareness Month Gift Giveaway is a successful 

campaign that shows your community your support of this cause 

as well as showing care and outreach to grieving families. In this 

case, we set up a giveaway in which community members can 

enter to win a candle holder in memory of a loved one who has 

died from breast cancer. Two winners are chosen randomly and 

delivered the candle by mail. In order to enter to win, you have to 

sign up for the funeral home’s newsletter via the link in the post. 

Those who entered for their chance to win also received  

grief-related messages about losing a loved one to cancer.

This contest resulted in 118 newsletter signups at a cost of 

just $1.81 per signup.
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There are many ways you can create an effective 

lead magnet to collect people’s contact 

information. We’ve gotten really creative in our 

experiments and even offered a "What Kind of 

Funeral is Right for You" quiz. You may recognize 

these kinds of quizzes from Buzzfeed or other 

sources. They work so well because people enjoy 

learning about their own personality.

In this example, we promote the quiz on Facebook 

(boosting it to a broad audience in the community), 

and when people click the link, they are taken off of 

Facebook onto the landing page containing the quiz. 

The personality quiz itself consists of 6 engaging 

questions, not focused on death, and then calculates 

a matching funeral type based on the responses. 

However, before seeing your responses, you must 

enter your contact information.

This lead magnet generated 86 responses  

at a cost of $5.88/lead.
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The unique thing about this lead magnet is that in addition to collecting their contact information,  

it also provided the funeral home valuable qualifying information about each lead in the form of their answers 

to the quiz questions and type of funeral that is right for them.

And where does this exchange of contact information happen? 
Often, it’s on a landing page.
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Landing pages: A simple exchange

Simply put, a landing page is a web page that a visitor 

"lands on." In the world of marketing and advertising,  

a landing page is a standalone web page and is  
distinctly separate from your main website.  

A landing page should be designed for a single, 

straightforward, distraction-free objective. It shouldn’t 

even have navigation to your main website. By limiting the 

options your visitor has, you help guide them toward your 

goal: collecting their information.  

What’s on a landing page? Some (minimal) branding,  

a description of what the visitor will get in return for  

submitting their information, and a form to submit  

their contact information. 

Of course, your visitor isn’t thinking about things this way. 

They’re just interested in whatever offer brought them 

there — maybe an eBook (like this one!), a webinar signup, 

consultation for professional services, free trial, a coupon, 

contest entry... the options are endless.

YOUR GOAL: Collecting their information
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Three tips for an effective landing page: 

1. Remove all distractions. By removing any links that 

would take your visitor away from your landing page, 

you keep your visitor focused on the task you want 

them to complete.

2. Keep them short and purposeful. Landing pages are 

meant to cut straight to the point. You want your visitor 

to take action NOW, so why overload them with extra 

content and more opportunities to be distracted?

3. Give a strong, clear call to action. A call to action 

(CTA) is the one action you want the visitor to do when 

they get to your landing page – it’s the whole point of 

your page! Everything on your landing page should 

support that CTA. If a visitor only has seconds to look at 

your landing page, they should be able to tell what the 

CTA is right away.

The average attention span of a human being is 8 seconds
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Responsive design: Don’t neglect it

Responsive web design is the practice of designing and 
developing a website that adapts to the user’s behavior 
(using a touch screen or cursor), the orientation 
(landscape or portrait), and the screen size of the device 
(desktop, tablet, mobile device).

Just like any other webpage, landing pages should use 

responsive design so they are easily viewed on a mobile 

device. After all, 95% of the American population owns a 

smartphone (source) and over 50% of all web visits are on 

a mobile device.

So you can see the difference: When a non-responsive 

website is shown on a screen half its size it will cut the  

image in half, making any text on the image unreadable. 

Just think about how that makes your brand come across!

source: PEW Research Center

1 in 10 adults
are "smartphone-only" users and don’t 

even own a laptop or desktop computer

94% of screen time 
spent looking up local business 

information and events on mobile

50% 
of smartphone 

owners are age 55

Q&A

So how do I get a responsive website? 
A savvy web designer or a website builder tool with 

built-in responsive capabilities! 

But do I really need one? 
Yes, of course. Smartphones are taking over the 

world as we speak. Now, people are finding that 

they can do just about anything on a smartphone 

that they could do on a desktop computer.

What happens if I don’t have one? 
Have you ever tried to figure out how to navigate 

a website that just doesn’t seem to want to work? 

It’s frustrating! Swiping back and forth, zooming in 

and out, and trying to find the information you’re 

looking for sure doesn’t leave a good impression. 
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Email marketing

You’re probably thinking that just because someone 

signed up for a contest or filled out a personality quiz 

doesn’t mean that they are going to buy from a funeral 

home, cemetery, or crematory. You’re exactly right! That’s 

why it’s critical to nurture each lead consistently over the 

following weeks and months to stay top of mind and bring 

them along to a sales-ready state. 

The best way to stay in front of them? Email. 

Email is effective for nurturing leads because it lets you 
consistently reach people over time right in their inbox. 
It has consistently been one of the most effective — yet 

underused — components of digital marketing. 

There are several characteristics of email marketing that 

make it so effective for nurturing leads:

Nurturing
your leads

Email helps you stay  
in front of your audience.

Nurturing is a familiar term to anyone in the caring 

fields, so it’s not hard to imagine to imagine what 

it means when it comes to email. In marketing 

terms, nurturing is the process of guiding your 

leads with carefully timed and targeted content.
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Why is email marketing so effective? It’s:

Inexpensive. Compared to other channels, email 

marketing can be very inexpensive to consistently and 

frequently get in front of your leads. 

Focused. When people open your email, you’ve got their 

full attention and can maintain that attention for a 

longer period than you can with social media. 

Measurable. You can easily test and measure your email 

results in order to see what works. For instance, you can 

send two different versions of your email, changing just 

the subject line, and compare which version got better 

open rates. Change, measure, rinse, repeat. Over time, 

your emails will become more and more effective! 

Trackable. You can also track individual users’ actions. 

For instance, if one person clicks a preplanning link 

within an email, that might indicate a greater level of 

interest in planning ahead and can trigger a follow-up 

action from your sales team such as a phone call. Or, if 

someone hasn’t opened their emails in a while, perhaps 

it’s time to send them a more generous follow-up offer 

to catch their attention.

There are two primary methods of nurturing your leads 
using email: newsletters and drip marketing.  
Let’s see how each type is used and their respective benefits.
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Newsletters are a popular form of email 
marketing that consists of sending regular (often 
monthly) informational updates to your list of 
subscribers to maintain top-of-mind awareness. 

Most firms use newsletters to:

• Reinforce their branding by positioning 

themselves in the community and differentiating 

themselves in the market

• Build credibility by educating their audience

• Announce a new service, feature or event 

• Generate interest through calls to action or 

measurable link clicks

A newsletter typically contains a primary story 

along with other supporting information, like news, 

events, or other "quick-hit" content. One of the 

benefits of email newsletters is that you’re able to 

go more in depth into a particular topic than you 

can in other mediums, like social media.

Newsletters

There are many popular email newsletter services which even 
have free versions to get you started. Our favorite is Mailchimp, 
though Constant Contact and AWeber are popular as well.
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Elements of an  
effective newsletter

Include logo for branding

Grab attention with an 
image and bold headline

Include a main story. If 
it’s long, link to the full 
story on your blog.

Include some secondary 
stories, events or tidbits 
to keep readers engaged.

Let them know where to 
find you on social media!

Include your contact info.
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When you begin email marketing, there are a few legal and 

strategic considerations to keep in mind. 

CAN-SPAM Act
The CAN-SPAM Act of 2003 is a law enacted to protect 

consumers from unsolicited email marketing. To avoid 

finding yourself in legal trouble, you need to ensure 

everyone on your list opted in to receive your emails 

and that all of your emails contain a clear method to 

unsubscribe. 

Purchasing lists
While it may be tempting to take a shortcut in building 

your list by purchasing a list of email addresses from a 

third party, you should avoid this. It can create legal issues 

for you (back to that CAN-SPAM Act), and will give you 

an ineffective audience that results in high bounce and 

complaint rates since those people did not expect  

to receive your content. 

Email newsletter mistakes to avoid

Pushy sales messaging
Your email newsletter is a tool to educate, inform,  

entertain, and enlighten. In the process, you can include 

relevant calls to action (CTAs) to encourage people to  

take the next step within your sales funnel, but if you 

consistently include overt sales messages, you’ll end up 

turning people off of your newsletter – and your brand.
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Drip marketing is a nurturing technique in which you 
send prospects a series of preconfigured emails sent on 
a defined schedule. 

You would use drip marketing when you already know what 

someone is interested in and you just need to heat up that 

interest and close the sale. 

Here’s how it works:
Suppose a community member entered your funnel 

through a Facebook post about planning ahead. Knowing 

that they are interested specifically in planning, you have 

a drip marketing sequence set up to stay in front of them. 

It starts with an immediate email thanking them for their 

interest and providing them an opportunity to use your 

online planning form. However, that likely won’t be enough 

to get them to take action. To spur an action, you need to 

reach the right person with the right message at the right 

time. So your drip marketing sequence sends a second 

email a day later outlining the "Top 3 Benefits of Planning 

Ahead" and a call to action encouraging them to call for 

an appointment. If that doesn’t spur action, they may 

receive another email a week later with testimonials from 

Drip marketing

peers in their community who have successfully planned 

ahead. This sequence continues for as long as you feel is 

necessary and effective for 

generating your desired result. 

You’ll need to find the right balance between being 

annoying yet sending enough emails to reach your 

prospect with the right message at the right time. 

Experiment! Try out different sequences and measure the 

result. Observe which emails are generating the highest 

open rates, click-throughs, and responses. Then send more 

emails like those.

TIP:

If you find that people stop 
opening emails after 4 weeks, 
you can try condensing or 
simply shortening your drip 
marketing sequence as a result.
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Drip marketing: A case study

Campaign: Get free planning reminders

Audience: Women ages 40 and up 

Geographical region: Within the funeral home’s service 

area. 

Messaging: "You know planning ahead is important, but 

you probably feel too busy." We’re speaking to people who 

understand the value of planning ahead but haven’t gotten 

around to doing it yet. 

Lead magnet: Free planning reminder emails that help you 

plan ahead in small chunks of time

When they click the link, they are taken to a landing 

page where they are asked to enter their name and email 

address to receive the emails.

Once they’ve submitted their contact information, we 

nurture them over the following six months by sending 

monthly reminders about the benefits of planning ahead, 

tips for how to get started, and even testimonials and 

social validation. 

On average, when we run this campaign for a month,  

we generate 73 leads at a cost of $6.13/lead for the firm.
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As you can imagine, filling up your funnel with leads 

through constantly running campaigns involving 

Facebook posts, landing pages, and email nurturing 

can make it difficult to track each prospect and 

where they came from. That’s why it’s important 

to stay organized using a CRM, or customer 

relationship management software. 

A CRM will help you track all your leads, monitor 
their statuses, keep records of your outreach 
to them, and associate closed deals with their 
inbound channel so you can calculate ROI for your 
digital marketing efforts. 

Not only will you stay organized, but you’ll also be 

able to know which marketing campaigns were 

effective so you can double down on those instead of 

spending time and money on ones that don’t work.

Converting and tracking leads

Digital Marketing for Death Care |  37Funeral Innovations ©  2020



Let’s get
digital.

Marketing automation utilizes software to automate 
your entire marketing effort, from reaching people  
at the top of the funnel to tracking their status and clos-
ing sales at the bottom. 

If this all sounds like a lot of work to set up and maintain, 

don’t be discouraged. It does take some effort, but the 

positive results are worth it. Fortunately, there are ways to 

make it run easily and seamlessly.

Marketing automation MARKETING AUTOMATION STATS

• 80% of marketers using automation software  

generate more leads. (LinkedIn, 2016)1

• Businesses who nurture leads see 50% more sales 

at a cost 33% less than non-nurtured leads.  

(Strategic IC, 2017)1

• Marketing technology represents 33% of the  

average marketing budget. (Gartner, 2016)1 

• Marketing automation drives a 14.5% increase  

in sales productivity and a 12.2% reduction in  

marketing overhead. (Invesp)

• 63% of companies are outperforming competitors 

with help from marketing automation (moosend)

1 https://www.hubspot.com/marketing-statistics
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For a digital marketing strategy like the one we’ve  

discussed to work, you must operate it at scale. A single 

post on Facebook isn’t going to transform your business, 

nor will an individual email sent in response to an inquiry. 

For you to see bottom-line improvements to your  

business, you need to be posting hundreds of times  

per year on Facebook, reaching tens of thousands of peo-

ple, generating thousands of clicks, getting hundreds of 

signups, and sending thousands of follow-up emails. 

Face it, there’s no way you should be doing all that  

posting and emailing by hand. It’d take a team of  

full-time marketers! 

Fortunately, marketing automation is a way to  
execute your digital marketing at scale, around the 
clock. 

Some people get nervous about letting software handle 

their marketing: "What about my personal touch?" 

Valid point. You should still give every piece of market-

ing your own message and style. But just like you yourself 

wouldn’t lick every stamp and envelope your business 

sends out, you also don’t need to personally click "send" on 

every email. The content should reflect your firm’s unique 

brand and voice, but the delivery and execution can be 

handled efficiently, effectively, and tirelessly (even as you 

sleep) by software. 
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While we here at Funeral Innovations provide full  

marketing automation for death care firms, there are 

many options available (some for free) to automate  

different parts of the customer journey. 

Here’s a helpful table that shows some of the options 

available and which pieces of the digital marketing 

puzzle they help automate.

Funeral Innovations offers full marketing automation PLUS all the content a funeral home or cemetery would ever need!

Comparing marketing automation providers
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What’s next?

Online trends are constantly changing and surprising 

businesses, and they’ll continue to affect how you reach 

your community. 

You’ve likely already begun to notice that traditional  

marketing channels are becoming less effective and  

increasingly unreliable. Yellow pages, newspaper ads, 

television spots, and other traditional opportunities are 

drying up and may become completely ineffective. Online 

channels such as social media, email, and mobile will  

continue to grow – as will the opportunities to reach people 

creatively online. 

All of this underscores the urgency of setting up your 

digital marketing strategy now to lay a foundation for 

growth moving into the future. 

By using digital marketing to create a customer journey, 

you’ll be able to reach people at any point in the buying 

cycle and stay in front of them until they are in a sales-

ready state and you receive their first call. 

Invest in digital marketing now and ensure that your 
firm capitalizes on this emerging trend and enjoys 
sustained growth so you can be expanding into new 
locations (like Amazon) rather than closing up shop 
(farewell, Sears).
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Let us help.

Digital marketing is proven and effective. 

Our Growth Engine software was built from the ground 

up to provide funeral homes and cemeteries a turn-key 

marketing automation solution. Because it’s built just for 

death care firms, it’s proven to get results from day one 

and highly tuned for success. 

Best of all, it’s affordable, effective, and designed to save 

you hours of work each week, so you can spend more time 

focusing on the families you serve. 

Want some free content?

We’ll send you a series of Facebook posts 
designed to catch eyes and engage your 
audience.

Email us at alex@funeralinnovations.com 
and mention this marketing eBook.
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226

10+

DIFFERENT NURTURING 
CAMPAIGNS AVAILABLE

YEARS IN THE  
INDUSTRY

Facebook posts

Custom landing page

Content library

Email marketing & nurturing

Newsletters  

Customer tracking

Websites & integrations

Lead generation

Online arrangements

Digital aftercare

2 posts / week



basic

1 follow-up email per contact

–

basic

–

–

–

–

FREE STARTING AT $495/MO.















premium level +



premium level +

GROWTH ENGINE 
STARTER

FEATURE

GROWTH ENGINE

43.5%

471,459

650+
DEATH CARE CLIENTS  

... & counting

EMAILS SENT BY US  
IN 2018

TOTAL OPEN RATE
(double the industry  

 average!)

Learn more: 

http://funeralinnovations. com/home/growth-engine
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Make meaningful connections. 
Just in a new way.

Funeral Innovations is the leading provider of digital-first 

marketing for funeral homes. Our mission is to help funeral 

professionals build meaningful relationships online, increase re 

evance and capture more market share. 

We can blend your website, Facebook and email marketing 

seamlessly to grow your business without growing your workload 

thanks to our automated Growth Engine software. Growth Engine 

allows 500+ firms and cemeteries to reach more families before, 

during or after a death. It’s the easiest, most comprehensive 

digital marketing software in the industry.

Call us for a free demo!
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www.funeralinnovations.com  |  sales@funeralinnovations.com  |  800.641.0173
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