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Ums hold a portion of the cremains.
Sterling Siiver and Gold pieces in stock.

Necklace Urn Pendants
for an Everlasting Keepsake.

° CREMATION KEEPSAKES °
ORDERS OR CATALOG:
www.cremationkeepsakes.com
cremationkeepsakes@comcast.net

877-303-3144

Too Many Brand Names?

Consider an Umbrella Brand.
Market Research by MKJ Marketing

Glenn Gould

CEO, MKJ Marketing
1-888-MKJ-1566
www.mKkjmarketing.com
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Three Ways to use Visuals in Funeral Home Marketing

Have you ever read a book
of any kind 1o a young child?
If you have, you've likely been
asked to show the pictures—
or been asked where the pic-
tures are if there were none.

It’s not that young children
can't appreciate a story with-
out pictures. Make up a fun-
ny tale for a preschooler and
youll pet plenty of laughter
without any visuals. But im-

add to the experience,
mdmg kids th::olhcr Vieiton Hong
way to interact with the action and emotion of the story.

Simp}y put, for young readers or listeners, takes can fall flat
without the visual clements. And the same is true for your
funcral home marketing, because adults also like images.

Induding visuaks in your marketing helps your mes-
sage resonate in a way that’s more memorable. For ex-
ample, when the average person hears a message, they're
likely to remember about
10 percent of it. Pair that
same message with visual
content, and suddenly the
average person can recill
mmlil (gcpcrccm of it.

Visuals arc also critical in

etting the highlights of your
f’n&xgn%cacmsslg*:f:gpwpkmo
skim content. Those are peo-
ple who scan pages quickly,
reading subheadings, planc-

Sheesham

SCATTERING URN

Our popular hand-carved Rosewood urn
now comes in a Jumbo size.

This 260 cubic inch urn is perfect for families planning
to scatter their loved one’s ashes or for those on a budget.
The dimensions of this urn are 9.8"x 6.8"x 5.5" tall
and they come 8 to a case and cost $25 each.

Sheeshamurns.com « 651-450-7727 « sewlce@foreveq“

ing through images and bul-
lcl%'d li:f m':gpicking up
the overall context of major
paragraphs without delving
into details. Most people—
approximately 80 percent—
scan pages more than
they read them.

So how do you increase en-
gagement with your market-
ing content by induding vi-
sxﬁls? (Ionsi(lg' suning\'idl
onc or more of these ideas:

1.R pictur
ﬁmmness
Photographs from your
deathcare business serve a
number of purposes. First,
quality images of any type
tend to draw the cye and
get more cngagement, cs-
pecially on social media.
And you can usc them to
break up text to make it
easier to scan and read.

By Welton Hong

But photographs specifically can be used to tell 2 story o in-
vite people into your business in a digital manner. (
you might not want to post images of actual funcrals—and J
you do, ensurc that you mwnucn pcrmlsnon from the fam-
ily and thosc in the images. But creating gallerics of photos of
your funeral home and products—an si.mng those in blog
and social posts—helps people see that your firm is a lkegiti-
mate deathcare provider with a quality, functional location.

It akso removes some of the unknown out of a process
that can otherwise be frightening or stressful for many
people, increasing the cﬁ.mcc potential clientele fccé
comfortable enough to reach out to you.

2. Create infographics.

“These are one of the most powerful image types for mar-
keting, because they combine text and visuals lc;p}‘;lp people
understand your message quickly and remember it later. In-
fographics are also casy to share, so you can repurpose them
by induding them in artides or blog posts, posung them on
social media, and encouraging others to

You can do a great deal with infographics, so your own cre-
ativity is really the only limit here. And even then, you can
casily hire le to create infographics, so don't have
to be lxn-utccp‘i0 lf what you cmoﬁ'a;ltlnk of ;xony:u A few topic
ideas for fi home infographics inchide types of caskets
or urns; the basics of cremation; what is required for burial;
where can ashes be spread; types of memorials; the benefits
of preplanning; and the cost of final armangements.

3. Make an explainer video.
Visuals don't have to be static. In fact, they shouldn't all

be, since more than half of consumers say they want to
see more video content from businesses.

If you're struggling to include video content in your fu-
neral home marketing, consider making some simple ex-
plainer videos. These are short, typically animated, videos
that explain something quickly and in a friendly manner.

You don't have to hire Disncy-level animators to have a
successful explainer video. In fact, many marketing firms
can you put together an ner video with premade
ch;ul:tdfn{l lhcwm?som bgmm::p\l::im ps. \Xv’]ml}“x‘:ukc
an explainer video successful is how wdr you target and an-
swer a concern that your audience has. For example, on your
at-need landing page, you might have a short exphiner vid-
co that calmly and compassionatcly walks someone through
what they need to do first during a time of neod.

Other ideas for explainer videos indude: how crema-
tion works; options for memorializing with cremation;
tips for choosing a casket; and what funcral bencfits are
available to veterans.

Any of the ideas from the infographics list can be urned
into explainer videos. Even better, reuse your own con-
tent, creating both an explainer video and an infograph-
ic. There’s no rule apainst repurposing your content, and
if you can get multiple visuals out of it, that can increase
your engagement without a lot of extra work.

Welton 1long is the founder of Ring Ring frlar‘etmg
and a leading expert in creating case genenition from online
1o the phone line. He is the author of Making Your Phone
Ring with Internet Marketing for Funeral Homes. For more
information, visit wwiz FuneralfomeProfits.com.



