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AMRA INSTRUMENTS
Researched, Developed and Patented by

Funeral Directors Research, Inc.
visit www.amrainstruments.com  

for links to our  
Supply Chain  

Partners ™
®

Call 651-450-7727 to request a wholesale catalog,

Our Extra-Large Cremains Bags (13” x 15”) are perfectly 
sized for the Standard Plastic Human Service Urn.

or visit UrnBags.com to order some bags.

Just $2.90 each*.

* Bags sold in multiples of 10

Choose from Black, Blue, or Burgundy

Just $3.20 each*

Choose from Black, Blue, Burgundy, Green or Gray

By Welton Hong

	 This isn’t the first time I’ve addressed Google Reviews in 
this space, and it certainly won’t be the last, because frank-
ly, there’s no more critical aspect in marketing your funeral 
home. Whatever else you do, start with Google reviews!
	 With that in mind, here are two important aspects of 
Google reviews that can help you make the most of them:

1. Here’s the secret to appearing in “best” or “top” 
searches
	 Hopefully it goes without saying that you want your fu-
neral home to show up when potential clients execute a 
Google search that includes the terms “best” or “top.”
	 Well, there’s one incredibly simple metric Google uses to 
determine whether a firm is eligible to appear in the three-
pack’s default view for those “best” or “top” results or is ex-
cluded. Here it is:
	 If your firm has an average Google review school of 4.0 
or better, your firm can appear in the three-pack for those 
searches targeting “superior” funeral homes.
	 Of course, you’re not necessarily guaranteed to appear in 
the three-pack every time (or at all, technically), based on a 
variety of factors, including local competitors who also have 
strong reviews. But if you don’t have at least a 4.0 average 
grade, you’ll definitely not appear at all.
	 So make sure you’re generating lots of strong reviews and 
keeping that average review score above 4.0—I personally 
recommend doing everything you can to have it above 4.5, 
given how discriminating families can be these days.

2. Ask especially satisfied families to add a photo to 
their review
	 Like the previous tip, this one relates to the “default view” 
potential clients receive based on Google’s algorithm. When 
someone is checking out your reviews, the default is “most 
relevant,” which means the first reviews they see are the ones 
Google considers most relevant.
	 Of course, the potential clients can then change that view to 
something such as “most recent,” which some savvier consum-
ers do to ensure your latest reviews aren’t substandard by com-
parison. But most people are satisfied with whatever Google 
gives them first: “most relevant.”
	 Here’s the interesting part: Analysis shows that Google views 
reviews with images as particularly relevant, and those stay at 
the top of the “most relevant” view longer than other reviews. 
	 Don’t feel bad if you didn’t know a reviewer could add an im-
age to a Google review—I’m pretty sure most reviewers don’t 
realize this, and that’s true of many businesses as well! But that’s 
a good thing, because you can leverage this knowledge to gain 
an advantage over your competitors!
	 So if you identify a family who was especially satisfied with 
your services (and with whom you’ve established an excellent 
rapport), don’t simply ask for a review—ask whether they can 
include an image with it! It’s a way of supercharging the review, 
which presumably will be five stars, and ensuring it stays in the 
“most relevant” display longer.
	 I realize it’s a little bit trickier to request a review image in the 
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funeral profession than it is in others, but it’s certainly do-
able. You can offer to provide an appropriate image from a 
floral arrangement or celebration of life, or the family might 
want to celebrate their loved one with a picture of the dece-
dent.
	 Again, this all depends on the particular family’s prefer-
ences and sensibilities, so the key is clear communication 
about what works for them.

	 Welton Hong is the founder of Ring Ring Marketing® and a 
leading expert in creating case generation from online to the 
phone line. He is the author of Making Your Phone Ring with 
Internet Marketing for Funeral Homes. For more information, visit  
www.FuneralHomeProfits.com.
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Wreaths Across America Announces 2023 “Escort to 
Arlington“ Route
COLUMBIA FALLS,ME— 
What has become known as 
the country’s longest veter-
ans’ parade – Wreaths Across 
America’s annual “Escort to 
Arlington” – kicks off on Sat-
urday, December 9, 2023. 
The official route will travel 
down the east coast, stopping 
at schools, memorials, and 
other locations along the way 
to spread the year-long mis-
sion to remember the fallen, 
honor those who serve, and 
teach the next generation the 
value of freedom.
 	Stops with public events 

will be held in Maine, Massa-
chusetts, Rhode Island, Con-
necticut, New York, New Jer-
sey, Pennsylvania, Delaware, 
and the District of Columbia, 
before arriving at Arlington 
National Cemetery on the 
morning of Saturday, Decem-
ber 16  – National Wreaths 
Across America Day.
	 What began 30 plus years 
ago as a pilgrimage by 
a  Maine  wreath maker in a 
single truck to deliver 5,000 
wreaths to  Arlington  Na-
tional Cemetery as a ges-
ture of thanks has become a 
year-long mission. The escort to Arlington has 
grown to consist of 13 tractor-trailers repre-
senting dedicated organizations and their pro-
fessional drivers.
	 In total, 259,000 sponsored veterans’ 
wreaths are needed to reach the goal of placing 

a wreath on every eligible marker at Arling-
ton National Cemetery. To make a sponsor-
ship which supports the year-round mission 
and places a veteran’s wreath for an American 
hero this year, or to register to volunteer, visit 
www.wreathsacrossamerica.org/ARLING.

Call 1-800 -321 -7479
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