
Your Customers: 
Understanding Funding 
Options for Pre-need 
Policies
By Kelly Kohut

It’s important for all consumers to under-
stand that there are several options to 
pay for their advanced funeral plan. 
Educating the customer about the costs 
associated with paying over time and the 
availability of early payoff benefits is a 
crucial part of our selling process.
   The customer must drive this choice 
based on what is best for his or her per-
sonal financial position. As the DEER 
model guides us through the Resolve 
phase, the Advance Funeral Planner 
must step out of their own personal para-
digm about the pros and cons of payment 
options. 
   Some customers are able to pay for 
their funeral with a single payment, but 
for those who aren’t, there are several 
flexible multi-pay plans available. While 
there is an increased cost associated 
with paying over time, this does allow 
consumers to make purchases that would 
otherwise be prohibitive. 
   There is also a huge benefit to this 
option: the insured will be covered while 
they are making payments, including 
full-coverage for individuals who are 
in good health, and graded coverage for 
those who are not in good health.
   The opportunity for immediate cover-
age can be a significant advantage for 
any individual who does not have the 
large sum available immediately to fully 
fund their advanced funeral plan. With 
flexible, affordable early payoff options, 
we can offer the customer the benefit 
of funding their pre-arrangement with a 

smaller initial premium, and allow them 
to complete their obligation at the time 
that makes the most sense for their fam-
ily. This ensures that the coverage is in 
place while the customer coordinates the 
funding for the full payment of the pre-
arrangement, or even for the customer 
who ultimately decides to commit to 
premium payments over time. 
   This option makes sense for an 
advanced funeral plan, just as it does in 
paying off other large purchases over 
time, like vehicles and home renova-
tions. Older Americans are becoming 
more and more comfortable paying for 
large purchases over time, and oftentimes 
even expect to have that option.  When a 
family is pre-planning for funeral ser-
vices, it’s important they understand that 
a pre-planned funeral is just like one of 
these other large purchases, with similar 
options available to finance it over time. 
   Many factors may go into the decision, 
including the amount of the monthly 
payment, the total amount paid over 
time, limited death benefits, results of 
past due premiums, and the early payoff 
options. When a consumer is armed with 
all this information, they’ll be able to 
make a comfortable and confident deci-
sion.
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Letter from 
the 
President
The leaves are ablaze, football season 
is in full swing, and just like that, we’re 
entering the final three months of 2013. 
I’m happy to report we are tracking to 
our 2013 plan through the first nine 
months of 2013. 
   The success we’ve experienced 
through this year is because of the great 
effort all of you put forth. I admire 
your willingness to adapt and embrace 
change, as we seek to better serve an 
ever-changing customer. 
   It’s been rewarding to hear the suc-
cess stories about the implementation 
of our new Consumer Presentation 
Aid. You’re providing the family an 
enhanced pre arrangement experience, 
their survivors more meaningful memo-
rialization of a life well lived, and in 
return, you’re providing the funeral 
home a greater value proposition within 
their community. 
   We’re excited to go to work on ver-
sion 2.0 in the first quarter of 2014! 
   In addition, the recent “Double 
Credit” incentive provided by 
Physicians Mutual was a huge success, 
we had our largest two-week produc-
tion period of 2013. We’re pushing 
hard to have a record number of quali-
fiers in St. Thomas! 
   I encourage everyone to stay focused 
on achieving your goals through these 
last three months of 2013. We’re com-
mitted to supporting you in every way 
to ensure 2013 is your best year yet. 
   I’ll leave you with a quote from Jack 
Kemp: “The power of one man or one 
woman doing the right thing for the 
right reason, and at the right time, is the 
greatest influence in our society.”  
  This quote made me think of what we 
do each day. YOU make the difference, 
and for that I’m grateful. Here’s to a 
great finish in 2013! 

Tyler Anderson, President 
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YOUR EXTRA 10%
By John T. Feher, VP of Sales

Let’s keep this simple. We often 
hear people say, “I gave it 110%.” 
Is it possible to give 110%? Let’s 
say it is. Where does that extra 
10% fit into your overall efforts at 
work?
   Sales are all about activity and 
numbers. We set sales goals, 
decide how many calls to make 
and appointments to hold. 
   How might an extra 10% 
effort create greater results and 
an increase in our overall suc-
cess? Think about how 10% extra 
calls, 10% more appointments, 
10% extra hours at work -- all 
these might create a 10% increase 
in sales results and ultimately 
income.  
    For example, what if you 
increased your daily call goal an 
extra 10%? If your goal is 20 a 
day, that’s an extra 2. This could 
produce one more appointment. A 
win. 
    How might that relate to our 
work schedules? What if instead 
of leaving early or coming in late 
a few times per week, you made 
calls one evening a week? Or held 
a Saturday morning appointment? 
Another win. 
    One more consideration, what 
if you could give yourself a 10% 
raise? 
    Your extra effort could make 
this completely possible. A side 
bonus: an immeasurable increase 
in your investment in yourself.
   And while you’re focusing on 
your additional endeavors, rest 
assured The Outlook Group will 
be working hard to add our extra 
10% toward training, lead genera-
tion and support. 
 

Here we are in the fourth quarter of the 
year, when many companies plan how 
they want to advertise in 2014, and your 
own planning is probably in full swing. 
   
For those of us in pre-need, it’s yet anoth-
er time to think about lead generation. 
For The Outlook Group, this fits neatly 
with the success plan process that we just 
completed. Now is a productive time for 
each Advance Funeral Planner to reflect 
on what went well for you this year, and 
what you’d like to do differently moving 
forward.
  
Please consider the following questions 
about the past year. 
• How comprehensive was your 2013 

plan?
• Did you accomplish all the actions set 

forth in your 2013 plan?
• If you didn’t accomplish everything, 

why not? What kept you from doing 
this? List all the roadblocks you may 
have encountered. 

• Did you get the results you were hop-
ing to achieve?

   If yes, will you use the plan   
 again?
  If no, will you change it, or   
 scrap it?

As you think about 2014, please review 
these points. 
1. Begin with the end in mind – what is 

your goal?
2. What will you do to achieve it? 

Outline your plan. 
3. What from 2013 will you repeat, what 

will you eliminate?
   
The past year has been full of learning 
experiences for all of us. I’ve summarized 
some useful points we need to keep in 
mind as we move forward. 
• Lead source diversification is impor-

tant. 
  Just as it’s prudent to 

diversify one’s investments, it’s 
important to diversify lead sourc-

es, in case “the well runs dry.”
• Leverage both offline and online 

channels.
 It’s not a question of “Do I   
use direct mail or email?” The 
question is “How do I use both 
email and direct mail in a way 
that makes sense for my commu-
nity?”

• Frequency is key. Leverage fre-
quency in all lead generation activi-
ties, so your customers are hearing 
about your funeral home consistently 
throughout the year, not just in one 
direct mail drop.

• Lunch and Learns are very HOT.
 If you haven’t yet received 
training on Lunch and Learns, 
email Candace Franco today 
(cfranco@theoutlookgroup.com) 
to learn about our training and 
The Outlook Group PowerPoint 
presentations for Lunch and 
Learns. Talk to others who’ve 
used them. 

• Referrals: are you asking for them? 
This has been identified as a HUGE 
opportunity.  Don’t be afraid to ask, 
“Who else do you know that would 
benefit from pre-planning? Would 
you mind if I contacted them?”  There 
are many ways to ask for a referral, 
but you do have to ask. 

   
Finally, please know that what you do 
each and every day is important, and that 
you’re providing a great service. You can 
feel positive about spreading the word as 
much as possible. 

Your Regional Development Directors 
are here to support you. 

If you have any questions at all, give 
them a call.

   

Lead Generation Update
By Michael Anderson,
VP of Marketing &                                                
Business Development



In The Spotlight ... 
 A recent post on the 
Haley-McGinnis & Ow-
ensboro Funeral Home 
Facebook page stated 
their philosophy simply:

We’re always here for 
you. Day or night. 

Thank you for trusting 
us to care 

for your family. 
You can count on us.

The gorgeous 1860 build-
ing that houses Haley-
McGinnis Owensboro 
Funeral Home in Owens-
boro, Kentucky, stands as 
a testament to the firm’s 
long tradition of service 
and dedication to their 
community. A Registered 
Historical Landmark, it 
is one of the most photo-
graphed locations in the 
area. This recent Insta-
gram photo of the funeral 
home noted the “Pretty 
Architecture in Owens-
boro.” 
   In the 1940s, Haley, 
McGinnis, Medley, 
Huebner, Cannon, 
Bowlds, McIntyre and 
Burns began a tradition 
of funeral service ex-
cellence in the area. In 
1966, Haley-McGinnis 
consolidated its services 
to include the Owensboro 
Funeral Home, which 
was established in 1938. 
   In 1998, Mike and Kay 

Everly, with over 80 
years of combined expe-
rience to the families of 
Daviess County and its 
surrounding areas, pur-
chased the funeral home.
   Megan and Nathan 
Morris represent the next 
generation of funeral 
directors to guide the 
firm through the coming 
years, keeping its original 
mission to provide excel-
lent, personal and mean-
ingful service to each 
person who needs it.  

   Haley-McGinnis & 
Owensboro Funeral 
Home remains a family-
owned business. The 
principles established 
nearly a century ago, to 
provide each individual 
an excellent personalized 
and dignified service, 
remain the driving force 
of the organization. 
   In addition to memorial 
services, Haley-McGinn-
is & Owensboro Funeral 
Home is dedicated to 
offering a wide variety 

of both on-going and 
seasonal events to the 
community. 
   During the entire month 
of October, the funeral 
home lawn became a 
memorial honoring those 
who have courageously 
battled cancer, with rows 
of pink ribbons placed 
throughout.  In Novem-
ber, the funeral home is 
honored to be a spon-
sor of the 77th annual 
“Where Kentucky Starts 
Christmas” parade, a city 
event, to celebrate the 
beginning of the Christ-
mas season. Currently, 
Haley McGinnis’s 15th 
annual coat drive is off to 
a running start. To date, 
they have collected over 
15,000 coats and have 
donated them to children 
and adults in need during 
the winter months.
   Through such commu-
nity events, personalized 
memorials, follow-up 
care and a multitude of 
other services, Haley-
McGinnis & Owensboro 
adheres daily to a simple 
commitment: to honor 
life. 

 

Inflation Guard
By Kelly Kohut

As you may know, The 
Outlook Group rolled out 
the Inflation Guard Pilot 
with seven Advance Funeral 
Planners at Schoedinger 
Funeral and Cremation Service, 
from August 1-September 30. 
   The Outlook Group Advisory 
Board developed this concept 
over a year ago and Physicians 
Mutual developed an insurance 
vehicle to bring this concept to 
market.
   The purpose of initiating a 
pilot is to ensure we have test-
ed all facets of a new product 
before it goes to market.  There 
is a lot for us to learn about the 
design concept of the product 
before we would endeavor to 
launch nationally. 
   The essence of the pilot was 
to better understand consum-
ers’ willingness to share in the 
risk of guaranteeing their pre-
funded, preplanned funeral by 
shifting some of the costs away 
from the funeral home owner 
to the families.  
   This pilot included interac-
tive training on the product and 
the selling process throughout 
July. 
   The initial results are quite 
positive, with 84% of pre-
arrangements during this time 
including inflation guard. 
   When surveyed, AFPs stated 
that:
• They were comfortable 

and confident presenting 
Inflation Guard.

• The reaction from fami-
lies was better than they 
expected.

• They were very few objec-
tions to the Inflation guard 
premium amount.

• The AFPs did not antici-
pate a change in their level 
of productivity.

   For more information 
on inflation Guard, please 
contact your Regional 
Development Director or call 
(877) 932-3239.



Upcoming Events...

FSCA Of Wisconsin Annual 
Fall Conference  
October 29 - 30, 2013

The Outlook Group, during 
the Holiday Season, will be 
closed: Nov. 28 & 29
            Dec. 24 & 25 
            Dec. 31 & Jan. 1  

.................................................

Academy 
Training Dates...

Advance Funeral 
Planning...
The DEER Way
November 5 - 8

DEER Level II VBS
(Value Based Selling)
November 21 - 22

121 East Second Street
Franklin, OH 45005

800-331-6270
www.theoutlookgroup.com

I Didn’t See It Coming
By Candace Franco

I expected the new consumer 
presentation aid to help 
Advance Funeral Planners 
provide a consistent experi-
ence for the families they 
serve. I even expected we 
would see an increase in the 
average number of funerals 
from those using the piece on 
a regular basis. 
   What I never expected 
were the stories.
   I’m simply blown away by 
the stories of how the piece 
is impacting those broken-
spirited souls who come to 
you during difficult times to 
undertake the arduous task of 
planning their funeral or that 
of a family member. 
   Wives planning for their 

husband of forty plus years 
that has Alzheimer’s disease. 
The recent divorcee who 
wants to ensure she doesn’t 
leave a burden for her chil-
dren, because she doesn’t 
see any reason for a funeral 
service for herself. She just 
isn’t that important, she says. 
   All those people who have 
forgotten or lost sight of the 
expanse and impact of their 
lives...  
   Like an elderly gentleman 
who comes in accompanied 
by his grown children. He is 
spending down to qualify for 
Medicaid. He sits quietly at 
the conference table, while 
his children explain that he 
doesn’t want much -- just a 

cremation. Imagine how 
this Medicaid experience 
must weigh on his sense of 
self-worth. No wonder he 
doesn’t feel he “needs” a 
funeral. 
   But then the planner 
takes a leap and uses the 
presentation piece, and 
suddenly the gentleman 
sees that word MILITARY 
on the wordle page, and 
he opens up and begins to 
talk. He tells his children 
and the Advance Plan-
ner about his time in the 
military. 
   As he shares his experi-

ence, suddenly his life opens 
up again. He’s not just an old 
man living a small life in a 
nursing home that he can’t 
even pay for any longer. 
He is a father who worked 
hard and raised his children. 
He is a man who served his 
country. His children tell him 
they want and need to honor 
his life. He sees the value of 
a funeral, and feels pride in 
planning it. 
   That’s what I didn’t see 
coming, that moment of rec-
ognition of self-worth. The 
eyes light up, the posture im-
proves, maybe there are even 
a few tears. It’s wonderful 
to hear about and absolutely 
heartwarming to see. 
   How nice that we can 
change the focus from the 
ending of life to the remem-
brance of a life, just by pro-
viding visual cues and giving 
people the gift of time. 
   I want to thank those who 
have contacted me to share 
these stories and those who 
have allowed me to be pres-
ent to observe you in action.  

It is rewarding to be 
reminded why we 

do what we do.


