
FINANCING OPTIONS 
FOR PRE-NEED 
POLICIES 
By Kelly Kohut

   It’s important for all consumers to un-
derstand that there are flexible 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 
personal financial position. As the DEER 
model guides us through the Resolve 
phase, the Advanced Funeral Planner 
must step out of their own personal 
paradigm of the pros and cons of the 
payment options.   We must also clearly 
communicate the benefits of funding 
an advanced funeral plan, and the 
advantages of any price guarantee that 
may be offered.  
   Many 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.   In 
return, customers who pay over time 
receive coverage while they are making 

payments, which is an important ad-
vantage.  This coverage, in addition to 
a cost guarantee, can outweigh price 
difference for an individual who may 
also consider delaying until they have 
enough to cover a single pay premium.  
   This option makes sense for an 
advanced funeral plan, just as it does 
to pay off other large purchases over 
time, like recreational vehicles and 
vacation time-shares. Most people will 
mortgage a house in order to buy it.  
Today’s consumer is more comfortable 
with financing large purchases.  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 options available to pay for it over 
time. 
   Many factors go into the funding deci-
sion, including payment methods and 
terms, early payoff options, and death 
benefits.  When a consumer is armed 
with all this information, they’ll be able 
to make a comfortable and confident 
decision.
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LETTER FROM 
THE 
PRESIDENT
   As many of us were shaking off the 
“holi’daze” and digging out of the snow, 
a new year of opportunity began.  It is 
hard to believe that 2013 is a closed 
chapter in our company history. But, 
before we turn the page, let’s take a 
moment to look back at what a great 
year 2013 was! 
   I am very excited to share with each 
of you that we exceeded our 2013 plan 
by 2%. In addition, 24 Advance Funeral 
Planners qualified for the Incentive Trip 
in St. Thomas. To top off 2013, a num-
ber of new funeral home clients joined 
The Outlook Group. These accomplish-
ments would not have been possible if 
it where not for the dedicated efforts 
of each member of The Outlook family. 
I am privileged to be a member of the 
best team in our profession.
    When referring to Outlook, I use the 
term family often and intentionally.  I 
recently came across the following defi-
nition of family,  “Two or more people 
who share goals and values and have 
long-term commitments to one anoth-
er.” I found this to be a very appropriate 
definition of the relationships we hold 
dear, whether they be with our peers, 
colleagues, client funeral homes or cli-
ent families. At The Outlook Group, we 
are a family that is dedicated to serving 
others and it is only through this com-
mitment we were able to achieve all our 
goals in 2013. I thank each of you for 
the vital role you’ve played in our suc-
cess to date and the vital role you will 
play in our success in 2014. 
   As a guiding vision for our company, 
we will strive for our customers to love 
us as much as we love them. I view 
each one of you as my customer and 
love you. I am committed to working 
each day for YOU. Let’s make 2014 a 
year we will never forget! 

Tyler Anderson, President 
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2013 SALES                                       
& INCENTIVES

By John T. Feher, VP of Sales

   When I think about 2013 I am 
reminded of a movie quote Jim 
Carrey had in the Truman Show, 
“Good Morning, Good Evening 
and Good Night.”  The connection 
may not be obvious because 2013 
was so full of excitement and suc-
cess that it felt as though it all 
happened in a day.  We started 
the year off with a Company Wide 
Sales Goal and you know what 
they say about a group of commit-
ted individuals… Each of you rose 
to the challenge and we exceeded 
our goal.  It is for that very reason 
I tip my hat and thank you all for 
your dedication and care that you 
bring to this profession.  I would 
like to also extend my gratitude to 
your families and loved ones who 
supported you all year.  
   Also worth recognizing are the 
2014 Incentive Trip Qualifiers.  
These Advance Funeral Planners 
will be in St Thomas this April to 
be recognized for their achieve-
ments.   
Jackie Adamson / Rachel Bledsoe  
Lisa Brennan / Jeff Courtad
Cathy Danehart / Judi Gault 
Joy Gladieux / Mark Harrod 
Kelley Hubbard / G. Stokes Hunter
Marty Isaacs / Sharon Jacobs 
Beverly Keen / Robert Knippel 
Pam Leppla / Melissa Mitchell 
Claudia Murray / Don Odom 
Carolyn Reynolds / Mary Rogatzki
Jamie Sarver / Patricia Schantz 
Susan Schrotenboer 
Megan Coyle Stamos
   A few special recognitions 
are first time qualifiers Cathy 
Danehart, Pat Schantz, Sharon 
Jacobs and Carolyn Reynolds.
   So here we are in 2014 with 
the second month complete and 
a whole new set of challenges 

   I had the opportunity to attend the 
recent 2014 International Cemetery, 
Cremation and Funeral Association 
(ICCFA) Wide World of Sales Convention, 
where I was able to do something I 
always enjoy: learn.  This year’s ICCFA 
Wide World of Sales Convention was jam- 
packed with educational and actionable 
presentations from respected leaders in 
our profession, including our very own 
Candace Franco (who did an outstanding 
job, by the way). 
   One presentation I learned a lot from 
was about group presentations, specifi-
cally the lunch and learn / coffee and 
conversation variety.   As you are prob-
ably aware, the secret is out about these 
focused group presentations…they work.  
However, as the speaker discussed, his 
organization learned through a lot of trial 
and error (just as we did) that they only 
work when they are implemented in a 
very specific, methodical manner.  Any 
deviation from their planned approach 
resulted in fewer appointments, period.  
I was happy to learn their approach to 
lunch and learns is very similar to the 
approach taught at The Academy.  There 
were three key actionable tips that you 
can use to enhance the value of the 
lunch and learn:
1. Find the right location: Use a restau-

rant that has a similar brand or qual-
ity to your funeral home or mortuary.  

Consider the price point for your 
funeral home or mortuary and find 
a location that fits a similar descrip-
tion.

2. Video: Incorporate video into your 
presentations to generate interest 
and emotion.   Candace has two 
videos that she can share with you 
that will a) break the ice and make 
everyone more comfortable to start 
the presentation and b) reinforce the 
value of ceremony.  

3. Keep it simple: The goal of every 
lunch and learn is to schedule an 
appointment with each attendee.  
Stay true to the lunch and learn 
methodology promoted by Candace 
and resist the temptation to do too 
much.  To use the old adage – “keep 
it simple silly.”

   If you haven’t had a chance to get 
trained by Candace on the how-to’s for 
lunch and learns and group presenta-
tions,  give us a call to schedule training 
now.  If you’ve already been trained and 
you’d like to have the videos referenced 
above, give Temeika a call to place an 
order.  If you’ve already purchased the 
slide deck, it’s free.  Whether you need 
training or the free enhancement to The 
Outlook Group Lunch and Learn slide 
deck, give us a call today as the year is 
young and we want to help you achieve 
your goals for 2014!

3 TIPS FOR A PROVEN 
LEAD SOURCE
By Michael Anderson,
VP of Marketing & Business Development

and opportunities.  I see and feel the 
excitement as I have traveled amongst 
our regions.  It is contagious!
   Our entire home team and each of 
our Regional Development Directors 
stand side-by -side committed to your 
success.  Each day as our feet hit the 
floor we are focused on bringing you 
innovative lead generation and ongo-
ing support.  
   So you might ask, “How can I make 
this year be the best it can be?”  It 
starts with one great day, then you 
add four more, and then you have a 
great week.  You continue that three 

more weeks and now you have a great 
month.  Do it again, and again and 
do not let off the gas.  That’s how you 
make a great year and it starts right 
now! 



 

CONSUMER PRESENTATION AID 
INCREASES AVERAGE FUNERAL SERVICE VALUE
By Candace Franco

   Hear the word innovation 
and what comes to mind? 
Sleek, fast, sexy, perhaps 
electronic? But what is 
innovation really? It is just 
a new spin on something 
that is entrenched. It does 
not have to fly and whirr to 
make a difference. A good 
example is medical science. 
What would you say is the 
biggest advancement in 
medical science for all of 
time? Vaccines? The CAT 
scan? Organ transplants? 
No. It is clean water and 
sanitation that have saved 
billions of lives  – an inno-
vation of the 19th and 20th 
centuries.
   So, perhaps you will 
not be so surprised to 
hear about what we have 
accomplished with color, 
paper, print, and the willing-
ness of a few in the funeral 
profession to change their 
entrenched habits. It is a 
folder. The print is large, 
the pages are colorful and 
when you use it to work 
with a family to put together 
a funeral plan something 
magical happens. People 
who come in saying “I don’t 
want a service” change 
their minds.
    Let me share very briefly 

just one of the many stories 
we have heard. A recent 
divorcee came in to see the 
advance funeral planner. 
With her husband out of 
the picture she wanted to 
plan and fund her funeral 
so that “if anything should 
happen to her, the emo-
tional burden and expense 
would not fall to her two 
young adult sons.”  As with 
many these days the first 
words out of her mouth 
were, “I do not want a big 
fuss, just a simple crema-
tion.”  The advance funeral 
planner considered just 
taking the order and writing 
up the no service crema-
tion. But then she decided 
to take a leap and pulled 
out the new (dare I say in-
novative) consumer presen-
tation aid. What happened 
next surprised everyone. 
The piece is interactive. 
It really encourages con-
versation about feelings. 
Our divorcee’s eyes lit up. 
She started to remember 
things she and her boys did 
together. Little by little she 
decided she wanted to have 
music, pictures and food 
… a joyous gathering that 
would reflect her love of 
one particular holiday.

   Innovation does not have 
to cost a lot of money to 
make an impact. During the 
six-month pilot designed 
to test the success of this 
resource, the five advance 
funeral planners using the 
consumer presentation 
aid experienced a 6.43% 
increase in average funeral 
service value!  Due to the 
success of the pilot, the tool 
is now available to all of our 
advance funeral planners.
   Innovation requires an 
open mind and a willing-
ness to change old habits. 
That is not easy. People 
have to let go of their lists 
of questions and be willing 
to listen. Funeral home ad-
ministrators have to rethink 
their filing systems. This is 
bigger than you would ever 
imagine! The drawers are 
bursting with funerals with 
services instead of direct 
disposition. Some have pur-
chased new file cabinets or 
even postponed their plan 
to go paperless. It is hard 
and it is not over yet.
   One day a funeral direc-
tor will open a pre-need 
file and find in addition to 
the statistical information 
and funding paper work, a 
colorful graphic in mom’s 
own handwriting. Those two 
sons, who may have wives 
and children of their own 
by then, will see that mom 
loved them. She loved mak-
ing them Halloween cos-
tumes and treats. They will 
know she wanted them to 
remember the fun as they 
eat those “dirt” cupcakes 
and look at all the pictures 
of Halloween parties of the 
past. Innovation : some-
times it is the little things 
that make a big impact.

RELATIONSHIPS AND           
OBSESSING…
HOW DO THOSE TWO 
WORDS TIE 
TOGETHER?  
By Beverly Horstman

   In January 2013, the Franklin, 
OH and Carmel, IN office staff 
started a bi-monthly Community 
of Learning meeting.  The pur-
pose of these Community of 
Learning meetings was two-fold:
• Stay up-to-date on the growth 

in each territory that contin-
ues to occur since Outlook 
collaborated with Physicians 
Mutual.  

• Understand how each of us 
can build better relationships 
by obsessing over the cus-
tomer. 

   Who are Outlook’s custom-
ers?  We define “customer” as it 
relates to our company’s visions 
and values - therefore a cus-
tomer is “anyone besides me.”  
Customers can include funeral 
home staff, advance funeral 
planners, continuing care spe-
cialists, regional development 
directors and our own internal 
staff. 
   To continue to strengthen and 
build quality relationships, we are 
focusing on what “obsess” can 
mean for us in our daily roles - 
data entry for Outlook’s relation-
ship management system, prod-
uct training, customer support, 
employee relations, accounting, 
marketing support, answering 
our phones and responding 
to questions. We had fun and 
engaging conversations as we 
defined what “obsess” meant to 
each of us.  For us, obsessing 
over the customer means antici-
pating and proactively addressing 
customer needs. 
   Our Community of Learning 
meetings are continuing in 2014 
- so stay tuned for more updates.



Class Room Setting - OG Training facility

DEER Level I: 
Advance Funeral Planning ... The DEER Way
April 22-25, May 20-23, July 22-25, 
September 16-19, October 14-17 

DEER Level II: Value Based Selling
May 8 - 9, November 20 - 21

Leads, Leads, Leads
June 23, 24, 25

Online Courses

Continuing Care ... For Advance Planners & 
Continuing Care Specialists
Scheduled One on One Training
Lunch & Learn - module #2 Community 
Presentations
Scheduled One on One Training
Funding Skills for Advance Funeral Planners
Eight on-line modules, provided upon suc-
cessful completion of DEER Level I: Advance 
Funeral Planning ... The DEER Way. Modules 
are approximately one hour in length and are 
scheduled one per month beginning the first 
month following DEER level I training.

TRAINING SCHEDULE...

UPCOMING EVENTS...
ICCFA  Annual Convention 
Las Vegas, NV  April 8-11
MFDA Annual Convention  
Kalamazoo, MI  May 5-8 
NCFDA Education Conference & Expo
Wilmington, NC  May 12-14 
OFDA Annual Convention 
Columbus, OH  May 14-16
IFDA Annual Convention
Indianapolis, IN  June 4-5
TFDA Annual Convention 
Murfreesboro, TN June 5-6
PFDA Annual Convention 
Hershey, PA  June 8-11

GFDA Annual Convention 
St. Simons, GA  June 15-18 
WFDA Annual Convention 
LaCrosse, WI  June 23-24
CFDA Annual Convention
San Diego, CA  June 30-July 1
SCFDA Annual Convention 
Charleston, SC  July 20-22 
Outlook Group Company Meeting
TBA   Sept. 2-5
NJSFDA Annual Convention
Atlantic City, NJ  Sept. 30-Oct. 2
NFDA - Annual Convention  
Nashville, TN  Oct. 12-15

121 East Second Street
Franklin, OH 45005

800-331-6270
www.theoutlookgroup.com


