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BORN ALONG THE GRAND, 1790,
PIONEER WILLIAM ANTHONY ESQ.,
OWNED SEVERAL ACRES IN MOULTON
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A large percentage of the
money spent on deathcare
in the U.S. is directed
towards bronze plaques,
markers and dedications.
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he deathcare industry in the
United States and Canada has
over 22,000 funeral homes,
approximately 115,000 cemeteries and
1,155 crematories. The total U.S. deathcare
industry was $11.95 billion in 2007, a large
percentage of which was directed towards
bronze plaques, markers and dedications.

Although there are one or two large
corporations in the Deathcare Industry,
they don’t control even 10% of the total
market. Therefore, the majority of busi-
nesses involved in deathcare in your com-
munity are independently owned by local
entrepreneurs just like you, making the
deathcare market very approachable, and
potentially profitable, for you.

In the sign business, the deathcare
industry offers a tremendous opportunity
for high retail prices and high margin
sales, since the majority of purchases in
this market are very subjective, and price
is typically not the deciding factor.

You should include funeral homes,
cemeteries, crematories and mausoleums
on your regular prospecting list. Again,
the owners are local, and as with all busi-
nesses, if you can offer a solution that
makes their job a little easier, you will
gain a new customer.

Most of your prospect accounts in this
industry will already have a source for many
of the products that you might represent
in your store. However, a funeral director
doesn’t want to deal with three or four dif-
ferent suppliers, and you could represent
a one-stop-shop solution. Another strong
strategy for attracting new clients who have
an existing relationship with different sup-

pliers is to offer unique products which

they find inherently valuable. Deathcare
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