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hen it comes to purchas-
ing decisions, consum-

ers are driven as much – or 
more – by emotions as they are by 
logical considerations about price 
or quality. That’s especially true 
when it comes to deathcare goods 
and services. 

While you’d certainly never 
take advantage of grief, connect-
ing with the emotional needs of 
potential clientele via marketing 
that tells a story can be a powerful 
way to boost conversions for your 
firm. Let’s dig deeper into narra-
tive-based content marketing and 
how to use stories to connect with 
more potential clientele. 

Storytelling in Marketing
Storytelling here refers to creating 
a narrative that includes emotions 
as well as facts and figures. 

For example, you could write a 
blog post detailing average funer-
al costs. Or you could tell of a fam-
ily on a budget that wanted to best 
honor a loved one and how they 
did that by learning about funer-
al costs and making the right deci-
sions for their situation.

You could write a how-to for 
giving a eulogy – step one, gather 
facts about the deceased; step two, 
outline your thoughts… and so 
forth. Or you could tell the story of 
Mr. Smith, a taciturn man not giv-
en to emotional displays who has 
a deep desire to honor his creative 
wife with a lovely eulogy.

How does Smith accomplish 
this? By learning and implement-
ing the steps to writing a eulogy, of 

course. Reading about those steps 
alongside Smith’s journey may cre-
ate a deeper connection for your 
audience than reading fact-based 
steps without context.

Why Can Storytelling  
Boost Conversions?
Why does emotional storytelling 
create a deeper connection (and 
lead to more conversions)? Ac-
cording to Gerald Zaltman, author 
of How Customers Think: Essential 
Insights Into the Mind of the Mar-
ket, 95% of the brain’s effort be-
hind any decision takes place in 
the subconscious. So, while a per-
son is rationally weighing the price 
of various caskets, for example, the 
subconscious is filtering through 
emotions and considering a host 
of other factors of which the con-
sumer may not even be aware.

An adult child planning a funer-
al for his father might actively be 
thinking about casket quality and 
cost, but subconsciously, emotional 
factors are at play, perhaps a vague 
remembrance of his dad’s love of 
mahogany or a deeply planted need 
to prove himself a worthy patriarch. 
There are always emotional factors 
that might connect with narrative- 
based marketing.

And it’s more than conjecture; 
researchers have demonstrated 
that the premise works in practical 
application.

For example, researchers who 
sought to determine if storytelling 
could add a “premium” to what 
people might pay for goods pur-
chased random items from thrift 

stores, paying a few dollars or less 
for each. They listed the items on 
eBay but didn’t pair them with fact-
based product descriptions. In-
stead, creative writers were tasked 
with composing a short story or es-
say about each piece, imbuing each 
with emotional significance.

The team purchased a wooden 
bottle for $1.49, but instead of list-
ing it as expected (wooden bottle, 
with cork, 8 inches tall, polished), 
they paired a picture of the bottle 
with a small essay about a romantic 
relationship and the role the bot-
tle played in it. The bottle sold for 
$126.39!

The stories in this experiment, of 
course, were fictional. Obviously, 
there should be no fibbing in your 
deathcare marketing.

But the takeaway stands: The re-
search team converted its initial 
input into around $8,000 in sales 
with just the power of story.

Tips for Deathcare 
Marketing Content  
That Tells a Story
You know you can’t just make up 
emotional stories, so how do you 
use this tactic for deathcare con-
tent marketing? Start with some of 
the tips below. 

Work on people-first 
marketing.
The point of storytelling is that it 
puts readers/listeners first. It’s not 
just about what you want to con-
vey or the action you need them to 
take; it’s about understanding who 
they are so you can tell them the 
right story the right way. 
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For example, a parent doesn’t 
tell a bedtime story to children 
the same way they tell work col-
leagues a story over lunch. Know 
your firm’s target audience, what 
they want and how you can meet 
those needs. Then think about 
what stories you can tell (and how) 
to demonstrate that. 

Create a character arc.
The emotional value in a story is 
typically tied to change and/or res-
olution. Don’t tell someone about 
a grieving widow and just leave it 
at that. Sure, they might feel com-
passion, but their emotional tie is 
with the widow, not your services 
or business. Instead, create a sto-
ry arc demonstrating how the wid-
ow found peace or closure through 
services provided by your firm.

Think of your favorite movies 
or TV shows. Chances are they 
have something in common: They 
show you a character with whom 
you can identify on some level 
and then take that character on a 
journey emotionally and physical-
ly. You go along for the ride, and 
that – more than suspenseful plots 
or top-notch stunts or effects – is 
what keeps you tied emotionally to 
the story.

You can create the same connec-
tion when you think of stories in 
parts:

The beginning: Who is the story 
about and how does it start? What 
problem or need is at play and 
why is it important? Someone who 
wants to be buried next to their 
spouse because they spent their 
life together and want their legacy 
to be together forever is the begin-
ning of a story.

A challenge to overcome: Good sto-
ries put characters against chal-
lenges. In theaters, those often 
come in the form of villains, but 
deathcare marketing stories need 
not be so dramatic. The couple 
wanting to make an eternal ro-

mantic gesture with side-by-side 
burial plots may run into a lack of 
inventory or budgetary concerns 
that make it look like they won’t 
achieve their goal.

Plot resolution: Bring the story to-
gether at the end with a satisfacto-
ry resolution. As much as possible, 
make sure your products or ser-
vices play a role in that resolution. 
For example, perhaps a local ceme-
tery helped the couple find the ide-
al burial spots right below an old 
oak tree.

Be vulnerable.
Consider telling your own stories 
occasionally. Opening up and be-
ing vulnerable with your target au-
dience, when appropriate, demon-
strate the humanity behind your 
firm, which can be a huge edge in 
the deathcare niche. Showing oth-
ers that your staff has been where 
they are and can empathize makes 
it easier for consumers to trust you.

You might create a feature in 
which staff members tell their own 
stories of loss or share experienc-
es of attending funerals. You could 
also share obituaries you’ve written 
for your own loved ones or occa-
sionally post memorials to people 
you’ve lost.

Target common emotional 
drivers.
Some emotional factors apply to al-
most every consumer to some de-
gree, which means they can be 
powerful when you include them 
in storytelling. Here are the five 
most common emotional drivers 
and thoughts on how they might 
apply to deathcare marketing.

Fear: As an unknown, death is 
scary. People may also be afraid of 
messing up how they honor some-
one or letting down other family 
members.

Guilt: Guilt often accompanies loss. 
Someone might feel guilty that they 
can’t “do more” to honor a loved 

one. They may also feel guilt over 
how they treated the person in the 
past.

Pride: Pride in a familial connec-
tion or loved one might lead a per-
son to want a certain type of me-
morial, burial or funeral. The same 
can be true for pride in traditions 
or customs.

Greed: Often, it’s less about greed 
and more about the desire or need 
to save money 

Love: Love of self, the deceased or 
other family and friends all play a 
role in how people preplan or en-
gage in at-need planning.

Think about how these types of 
emotional factors might work for 
your target audience and how you 
can use stories to alleviate fears or 
show people a positive way to fun-
nel those emotions. 

Ask others to share  
their stories.
Keep from making it all about you 
and your business by inviting oth-
ers to share their stories. Testimo-
nials are powerful because they tell 
a story. Ask clients to leave reviews, 
prompt people to share stories on 
your social media channels or work 
with people you’ve helped to create 
blog posts or videos that share a 
longer version of these stories. 

Try different types of media.
Not everyone connects well with 
text-based stories. Auditory and vi-
sual learners may get a more emo-
tional connection when you tell 
stories via video. Test different me-
dia – text, photographs, videos and 
audio – to discover what works 
best for your audience.

Storytelling involves some cre-
ative thinking, but it’s well worth 
the effort in deathcare marketing. 
Try it soon on your website or so-
cial media pages to connect with 
more potential clientele. 




