
Dealing with Competitors

Competition is good.  It is good for the customer and it is good for us.  It creates an informed customer 
and it keeps us sharp in our value offering.  Loyalty is a lost characteristic it seems these days.  However, 
an informed customer is more likely to be a loyal customer.  Why, because informed customers make 
decisions based on all the information.  Uninformed customers…customers without loyalty…make 
decisions based on one thing only – price.  They are only loyal to the dollar.  That may be fine when 
buying things that are mostly generic, standard and have no real distinctive qualities.  If you drink 7-Up, 
and you can pay $1.99 for a six-pack at Wal-Mart, why would you pay $2.99 a six-pack for it at Kroger, or 
any other grocery store?  Is there a $1.00 more value received based on where you buy it?  No.  

We all know that funeral service is different.  There is a difference in quality which means there is a 
difference in value and the price associated with that value.  That is why it is critical that we create an 
informed customer.  We must educate them with regard to our value offering, why it is superior to our 
competition and why our price is fair.  In short, we must educate the customer and then ask them to 
agree that our offering presents the best value for their dollar…not always the lowest price…the best 
value!  

Always remember:  the sour taste of poor service lasts forever after the sweet taste of low price fades! 

Tips for Handling Competition

 Focus on what you do, not on what the competition does.
 It’s ok to point out differences between you and the competition…tactfully, don’t trash the 

competition…that’s unprofessional and will not be respected by the customer.
 Create a “Top 10 Reasons” to use your funeral home.  Put it in writing and give it to the 

customer.  Written and spoken communication is the most effective way to deliver a message 
that the customer remembers.

 Get with your manager or Lori or me if you get feedback from a customer that needs to be 
discussed.  If we need to change our offering to increase our value, we need to consider it, 
provided it makes good business sense.

 Build a book of testimonials and endorsements.  Ask families that you have served to write a 
short endorsement for you.  If they need help, sit with them and help them write it.  These are 
extremely powerful.  Keep them organized by competitor so you can refer to them as 
competitors come up in conversation.  These not only help you, they help the funeral directors 
as well.  Additionally, they help create confidence in you from the funeral home staff.  
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All businesses choose from three different models.  Some choose Best Product or Service, some 
choose Lowest Price, and some choose Best Total Solution.  We are a Best Total Solution 
company.  
However, whichever model a company chooses they are all in business to succeed.  They have 
to make a profit.  If they don’t, they will have to close their doors.

Best Product or Service providers make their sales based on the product or service only.  They 
have the highest price and don’t care as people seek out their product or service.  Examples of 
this business model are Rolex, Mercedes and the Ritz-Carlton Hotel.  In funeral service, this 
business model is rare, but it does exist in some larger metropolitan markets.  

When a company selects the Low Price model they will always beat their competitor’s prices.  
Their total focus is price.  Wal-Mart is the best example here.  However, they must sacrifice in 
important areas of staffing, facilities, operation and offerings to meet their profit margin needs.    
Don’t be shy about pointing this out to your customer.  Remember, your job is to educate.

Unfortunately for the customer, many funeral homes are moving to this business model.  Some 
are doing it unintentionally, but doing it just the same.  One reason is that it is the simplest of 
the three models.  Low price, period.  You don’t have to train staff to communicate value; you 
don’t have to focus on quality.  You can let your facility go if cash is tight.  Basically, customer 
expectations are lowered…why, low price.  The customer is underserved with the justification 
that the price was cheap.  This business model, in funeral service, lowers the bar. 

We are a Best Total Solution company because we want to deliver the best value in funeral 
service available to the family.  We’re not perfect, but we don’t have to be.  As long as we 
continually try to deliver the best value, we will continue to improve and we will surpass the 
competition.  

The benefit of this business model to you, the counselor, is that the root of its success it based 
in relationships.  You are the best at developing relationships.  Building the relationship allows 
you to establish yourself as the “trusted advisor” to the family.  This, in turn, allows you the 
opportunity to educate the family as to your value offering and the pricing associated with it.  
Remember, this is a one-time event…no “do-overs.”  It must be done right the first time.  There 
is value in that and a fair price associated with it.  And when they trust you as you are doing the 
right thing for the family, they will pre-plan with you, as well as, refer you to others.  Everyone 
wins!    



As some suggested wording, you may consider this.  Feel free to put it in your own words…just 
make sure it is communicated to the family.

After you have explained the three different business models above:

“When you, as a customer, select a company solely based on price you must be prepared to 
have these important things that the company “sacrifices” passed on to you.

At Our Funeral Home, we have chosen the Best Total Solution Model, based on the fact that 
this decision allows us to provide superior services at a fair price and our families do not have 
to sacrifice anything.  We will create memories that will last a lifetime at a price that you will 
feel good about.  Isn’t that what we all want? 

And Mrs. Smith, I have a feeling that if your only consideration was price, we probably wouldn’t 
be having this conversation right now.”

Don’t just read this, learn it.  This is how you grow in your profession and serve your families 
better.  Knowledge is one of the differences between a professional and someone who is 
employed.

FOCUS ON WHAT YOU CAN CONTROL – KNOWLEDGE AND ACTIVITY

  


