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Thank you to so many of you who accepted 
the challenge of adding one log to the fire. 
It is with your efforts that the member-
ship in the Academy continues to grow, as 
you can see from the “Welcome the New 
APFSP Members!” list on page 9. In this 
ever-changing world of funeral service, it is 
so important that funeral professionals have a 
firm foundation to build their careers on. By 
helping others to grow and achieve, we assist 
in building that firm foundation so they can 
accept the challenges to be faced in the com-
ing years as this industry of ours continues to 
change. Each person in your organization is a 
very important part of the structure of your 
business. It is so exciting to receive news of 
firms that are building that foundation with 
participation in the Academy.
 
I received the following from Heritage Funeral 
Home, which took the challenge to keep the 
fire burning.

Harris High, CFSP, owner and founder of 
Heritage Funeral and Cremation Service; and 
Karen Reardon, CFSP, funeral director and 
cemetery sales, with locations in Indian Trail, 
Matthews and Charlotte, North Carolina, took 
the challenge to keep the fire burning by recently 
assisting/mentoring three individuals to achieve 
the status of CFSP. Robert Murphy, man-
ager of the Matthews location; Robin McGrath, 

manager of the Indian Trail location; and 
Amanda (Amy) Bryant, embalmer/funeral direc-
tor, Indian Trail, have joined Harris and Karen 
in proudly carrying the title of Certified Funeral 
Service Practitioner and keeping the fire burn-
ing. Karen is also a district director of NCFDA 
and has challenged her district to have the most 
CFSPs of any district in North Carolina.

Positive results were also received from David 
W. Tackett, CFSP, and Jolena Grande, CFSP, 
both of whom are mortuary-school instructors 
and have promoted membership with students.

Thank you so much for what you do for the 
Academy, and know that your efforts are 
greatly appreciated.

Keep the fire burning! 

President’s Message

William P. Joyner, CFSP
APFSP President
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Now let’s narrow the field even further and 
say you’re one of an even smaller group who 
is acting now, using a lending relationship 
to improve your access to capital and 
accelerate the pace of change. You have 
a profitable business, you can afford the 
payments, and you’ve applied for a loan. 
What can go wrong?

Where the Wheels Come Off
It turns out that, at this point, a lot can 
go wrong. At Live Oak Bank, we see 
dozens, even hundreds of applications from 
businesses in that position. As lenders, we 
have to decide on a multi-million-dollar 
investment based on only a small amount of 
information. Every line on every page helps 
tell your story. It’s astonishing how often 
we see a few common problems drive an 
otherwise successful deal right off the road.

Sloppy Financials
When we underwrite a loan, we need 
to know the financial condition of the 
business. We also need to know that YOU 
know its condition — not just how much 
money is in the bank, but where, how 
and why that money arrives and departs. 
Fortunately for all of us, we don’t have to 
invent a new tool for that job. There’s a 
well-established way to gather and present 
that information — a P&L statement and 
a balance sheet — that has been refined 
through decades of experience.

In spite of that, we still see businesses that 
don’t have basic financial statements. Worse 
yet, we see statements where information 
just doesn’t add up. Things are over- or 
under-reported in obvious ways or missing 
altogether. If we can’t make sense out of those 
statements, it’s pretty clear that they aren’t 
helping you manage the business either.

Personal Credit
On most loan applications we process, the 
business owner’s personal credit will factor 
into the decision. Even when the business 
financials are complete and compelling, if 
the owner has a bad credit history, it’s going 
to be hard to approve the loan. Here are two 
common problems:
•	 Missing items on the personal 

financial statement — almost every 
loan application includes a personal 
financial statement from the business 
owner. It’s supposed to list all of the 
owner’s assets and liabilities, but 
somehow debts often seem to be 
overlooked. Unfortunately, the credit 
bureaus have a way of remembering 
everything, even years later. If a 
debt or problem shows up on the 
credit report that’s not listed on the 
financial statement, it’s a red f lag for 
the underwriter.

•	 Low overall credit score — for better 
or worse, the FICO credit score reduces 
a lifetime of credit history to a simplified 
three-digit number. For many lenders, a 
low score is a red flag even before they 
look into the details. It’s easy (and 
often free) to pull a copy of your credit 
score online and let the credit-reporting 
agency tell you where you stand. If your 
goal is to borrow hundreds of thousands 
(or even millions) of dollars, you should 
know your score and be prepared to 
repair, or at least explain, any deficiency.

A Flat Résumé
Even when a firm’s financial statements 
look good, most lenders will still want to 
see résumés from the people in charge. 
Especially if you’re borrowing to buy a 
business, lenders want to know you have the 
talent and experience to run it successfully 

once it’s yours. The résumé you need here is 
very different from the one you might post 
on Monster.com. A single page with dates 
and bullet points is not enough to show 
us how you are the best person for the job 
or how your vision of the future is the best 
direction for the firm.

The typical résumé for a mythical Michael 
Smith might show experience like this:
2003-2012, Assistant Manager, John A. 
Doe Funeral Home

A better treatment for the same experience 
would look like this:
As assistant manager at John A. Doe 
Funeral Home in Centerville from 2003 
to 2012, Smith helped lead the firm through 
the most successful period in its history. Market 
share consistently increased due to outreach 
efforts with churches and hospice groups. 
Revenue per case increased, almost entirely 
replacing the revenue lost from the increase 
in the cremation rate in Centerville. In 2010, 
Smith also managed the design and construction 
of the Doe firm’s new crematory.

During this time in Centerville, Smith became 
very active in the community, serving on the 
boards of Centerville Memorial Hospital, the 
Tri-County SPCA and Our Lady of Perpetual 
Responsibility Church. He also coached a team 
in the junior hockey league.

Prior to joining the Doe funeral home, Smith 
worked in his family’s funeral home, the 
Smith Funeral Chapel, in Anytown from 
1998 to 2003. Along with his brother and 
sister, he was the fourth generation of his 
family to have worked in the business. Prior 
to earning his funeral director’s license, he 
assisted in performing removals, maintaining 
the facility and staffing services. After 
graduating from mortuary school in 2002, he 

by Kay Anderson and Doug Gober, Live Oak Bank

Let’s say you’re in the minority among U.S. funeral directors. You’re one of those 
business owners who is looking ahead, thinking about the future of your firm. You 
recognize that your business is changing, and you’ll need to make some investment 
to ensure that it’s a change for the better.

Where the Wheels Come off
Three easy Ways your Funeral-home loan Can end up in The diTCh
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served as an apprentice funeral director under 
his father’s supervision.

The résumé is your chance to sell your skills, 
your experience and your vision for the 
future to the people who are underwriting 
your loan. It’s an important opportunity to 
brag about what you’ve accomplished and 
make the case for what you can do to make 
the business a success.

Being Competitive  
in Your Market
As specialists in funeral-home lending, we 
know that call volume can be unpredictable. 
The death rate isn’t something anyone can 
control. But we do want to know that your 
firm is maintaining or growing its share of 
that limited market. We want to see that 
your pricing, facilities and case volume are 
keeping pace with the competition. We’d 
also like to know that you’re on top of 

it, looking at the same information and 
managing the same issues.

When a funeral home isn’t managing those 
issues, it can be fairly easy to spot. Here are 
some of the red flags:
•	 Facilities	 outdated	 or	 uncompetitive,	

with no plan to remedy
•	 Declining	market	share,	with	no	plan	to	

manage or remedy
•	 Uncompetitive	 pricing,	 with	 no	 clear	

value proposition to support it
•	 No	organized	marketing	effort	or	plan

Problems like these tell us two things: first, 
that there is a problem; and second, that 
management may not be on track to solve it. 
Neither of those things supports making a 
multi-million-dollar investment in the future 
of this business.

Here at Live Oak, it’s one of the reasons we 
make a site visit for every loan we write. As 

one of the most successful SBA lenders in the  
country, we know that there is more to a 
loan application than a page of numbers. 
We make a site visit because we want 
firsthand evidence that, once we work with 
you to make a sizable investment in your 
business, you’ll be in a position to succeed. 
Your success is the ultimate payoff for both 
of us. 

About the Authors
Kay Anderson is general manager, Deathcare 
Management, at Live Oak Bank. A CPA by training, 
Kay has more than 20 years of SBA lending experience 
working with small businesses in many different 
industries. Before becoming a lender, she worked in the 
taxation department of Ernst and Young and taught 
taxation classes at Western Michigan University.

Doug Gober is executive marketing director, Deathcare 
Management, at Live Oak Bank. A CPA by training, 
Doug joined Live Oak after working with some of the 
leading companies in the funeral industry for more than 
30 years, including Batesville, York Casket, Matthews 
International and Carriage Services.

Where the Wheels Come off
Three easy Ways your Funeral-home loan Can end up in The diTCh

Has Your Address Changed?
Don’t forget to notify us of any changes in 
your address, phone number, fax number or 
e-mail address. For your convenience, log in 
to our website, apfsp.org, to update contact 
information, or e-mail your changes our 
office at kgehlert@apfsp.com.

Have You Seen Someone 
Using the CFSP Designation 
Who Shouldn’t?
The Academy Board of Trustees considers 
the unauthorized use of the CFSP 
designation by nonmembers and non-
CFSPs a serious matter. The current list 
of CFSPs is published at apfsp.org. If 
you discover someone has used the CFSP 
designation, but he or she does not appear 
on the published list, please let us know so 
we can address the situation immediately.

In order to continue to use the CFSP 
designation, a member must either be a 
Lifetime member of the Academy or pay 
his or her renewal each year and meet the 
required continuing education requirements.

Confused About Your Login 
Credentials to the Academy 
site? It’s Easy, Really!
We automatically default your login ID to 
the e-mail address we have on file unless you 
have not provided it to us in the past. Your 
password is your Academy ID number (with 
dashes). If you have trouble at first, please try 
any previous e-mail addresses you may have  
shared with us in case our records reflect 
your home or business e-mail address only.

The fastest way to request a password reset or 
credentials request is to use the link on our  
 

website called “Academy members, need 
help logging in?” right under the login box.

Once you log in, you have complete control 
and can change it to an e-mail address you 
prefer by updating your contact information.

Renew Quickly Online
For your convenience in paying your 
renewal, we accept MasterCard, Visa, 
Discover and American Express or transfers 
directly from your bank account using 
PayPal. Call us at (866) 431-CFSP, or visit 
apfsp.org to pay online. 

APFSP News and Notes
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Since 1983, the funeral-home industry has been regulated by the 
Occupational Safety and Health Administration’s (OSHA) Hazard 
Communication Standard (HCS), 29 CFR 1910.1200. Since that time, 
very little has changed within this regulation that governs the evaluation 
and information communicated (“Right-to-Know”) about chemical 
hazards in the workplace. As we all know, OSHA’s HCS requires 
manufacturers of embalming fluid and other embalming products to 
evaluate the potential environmental, health and safety hazards of their 
products and to provide information on these potential hazards in the 
form of Material Safety Data Sheets (MSDS) and product labeling. In 
turn, the funeral home’s OSHA compliance responsibilities involving 
HCS are primarily to:

1. Ensure a collection of up-to-date MSDS are readily available 
for employees to reference for representative chemical product 
groups used on-site

2. Maintain a site-specific chemical inventory of all chemical 
products used on-site

3. Ensure all containers containing chemical products are legibly 
and accurately labeled as to their contents and any associated 
hazard warnings

4. Train employees about the hazards associated with the chemical 
products they use at the funeral home and measures to protect 
themselves upon initial employment and whenever a new 
chemical hazard is introduced, e.g., new chemical product, new 
exposure arises, etc.

In 2012, OSHA changed the HCS to include regulatory requirements 
consistent with the Globally Harmonized System (GHS) of Classification 
and Labeling of Chemicals. Under the old HCS, manufacturers of 
chemical products were allowed to present required product hazard 
information on MSDS and on labels in any format they chose, 
resulting in an abundance of different MSDS and labeling protocols. 
OSHA’s adoption of the GHS will streamline how MSDS and 
labeling information are communicated to end users and hopefully will 
improve hazard communication training and understanding of hazard 

information by employees. This transition to GHS is fondly referred to 
as a transition from “Right-to-Know” to “Right-to-Understand.”

Major Changes to the HCS:
•	 Hazard Classification: Chemical manufacturers and importers 

are required to determine the hazards of the chemicals they 
produce or import. Hazard classification under the new, updated 
standard provides specific criteria to address health and physical 
hazards as well as classification of chemical mixtures.

•	 Labels: Chemical manufacturers and importers must provide a 
label that includes a signal word, a pictogram, a hazard statement 
and a precautionary statement for each hazard class and category.

•	 Safety Data Sheets (SDS): The new format requires 16 specific 
sections, ensuring consistency in presentation of important 
protection information.

•	 Information and Training: To facilitate understanding of the 
new system, the new standard requires that workers be trained by 
December 1, 2013, on the new label elements and safety data sheet 
format, in addition to the current training requirements of HCS.

What the Funeral Home Must Do:
•	 December	1,	2013:	Train	employees	on	the	new	label	elements	and	

SDS format
•	 June	 1,	 2016:	Update	 alternative	workplace	 labeling	 and	hazard	

communication program as necessary

What Embalming Fluid Manufacturers Must Do:
•	 June	1,	2015:	Comply	with	all	modified	provisions	of	the	HCS	final	

rule (exception – chemical distributors have until December 1, 2015)

For additional information on this issue, go to www.osha.gov. 

About the Author
Glenn Lafitte is president of Ecolomed LLC (www.ecolomed.com) and is a certified 
industrial hygienist by the American Board of Industrial Hygiene and has been serving the 
OSHA compliance needs of the funeral-home industry since 1992.

OSHA Regulatory Change – Hazard Communication 1910.1200
OSHA Adopts the Globally Harmonized System (GHS) of Classification and Labeling of Chemicals
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by Glenn Lafitte

From left to right: President Bill Joyner, CFSP; Vice President Robert Parks, CFSP; 
and ICCFA President Nancy Lohman in the APFSP exhibit at the ICCFA Convention
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APFSP at the  
ICCFA Convention
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T e c h n o l o g y  T i p s
by Robin Heppell, CFSP

Even though referral leads were better-quality 
leads, they depended on the sales rep to go 
through the process of cultivating the referrals. 
Even with low direct-mail responses, we had to 
rely on bulk mail, as our regulations prevented 
us from using addressed mail. They were still 
ROI-positive, so we continued the mailings. 
The problem, though, was that this was a 
shotgun approach, as we didn’t know exactly 
who was going to receive the mail piece.

As the world — and, more importantly, our 
individual markets — moves online, preneed 
marketers have to change their way of thinking. 
We can’t “direct-market” people online without 
first getting their e-mail address — and people 
just don’t freely give up their e-mail. We can make 
sure that our websites are SEO’d (search-engine 
optimized) so that we will rank at or near the 
top of Google for terms like “funeral planning in 
San Diego CA,” but this only gets in front of the 
people looking for preneed information.

What about the people who didn’t have a care 
in the world until they opened their mail and, 
through our wordsmithing, were compelled to 
take action so that their deaths wouldn’t be a 
burden on their families?

Well, we could create banner ads and try to 
get them to appear on seniors-focused websites 
or on the online obituary page of the local 
newspaper’s website. The problem with this 
strategy is that there are so many ads, and, if 
people don’t recognize the ad, they will just 
ignore it.

So how do you get in front of an audience that 
is more likely thinking about making their 
own arrangements?

Let’s go back about five years for a possible 
insight into this. At that time, I interviewed 
Pam Kleese from Homesteaders Life Company 
for the Funeral Gurus podcast. They had just 
completed a study where they surveyed more 
than 1,000 of their policyholders, and the 

one finding that I thought that was the most 
interesting was that 49 percent said that they 
had attended a funeral or memorial service 
in the prior six months, and an additional 
16 percent had during the prior seven to 12 
months — so almost two-thirds (65%).

If we surmise that attending a funeral of a 
family member or friend is a trigger to consider 
pre-arrangement — like a “mortality gut-
check” — we don’t need to look very far to find 
this audience — in our visitation rooms and 
chapels. Now, this isn’t new, and funeral homes 
should have materials available for people who 
are in our facilities, but we don’t want to be 
seen as too “in your face” or pushy.

So how should we overcome this issue of 
having a hot target audience right in front of us 
without being seen as too aggressive with our 
marketing to them?

Enter your funeral-home website, which 
should be getting, on average, 250 visitors for 
every call that you serve (500 visitors per call 
is the goal that we set for our website clients). 
If you have 20 calls in a month, you should 
have at least 5,000 visitors to your website 
that month. If we then apply the theory of 
attending a funeral triggering the mortality gut-
check, then we should be marketing preneed 
to these website visitors. The problem is that 
we will face the same issue as we did before of 
how we can achieve this in a tactful manner. 
Putting banner ads about preplanning on your 
online obituaries may not be very appropriate. 
Is there another way of harnessing this perfect 
traffic source?

Let me introduce you to REMARKETING. 
This service is offered by Google and others, 
but it is best to start with Google. This is how 
Google defines remarketing: “Remarketing 
is a feature that lets you reach people who 
have previously visited your site, and show 
them relevant ads when they visit other sites 
on the Google Display Network.” (source: 

https ://support .google .com/adwords/
answer/2453998?hl=en).

So what happens is that, when someone visits 
your website to read an obituary or leave a 
condolence, there will be a tracking cookie 
that is placed on his or her browser. Then, 
as the person continues to surf the Internet, 
there is a good chance your ad will show up to 
that visitor if he or she visits any website that 
subscribes to Google’s AdSense program. These 
ads should be tasteful but with a compelling 
message and a call to action so that viewers can 
get more information about preplanning their 
services. Then, over time, these cookies expire, 
and the visitor won’t see the ads again until he 
or she revisits your site again, and the process 
starts all over.

Since these ads will follow the visitors 
around the Internet for a while, skeptical 
people may feel that they are being followed 
or even stalked. If your campaign is set up  
properly, you can set the frequency of the  
ads to be lower if you don’t want your ad to 
show too many times to the same person.

Traditional banner advertising can be expensive 
and isn’t the most effective way to advertise 
online, especially for a local business. But, since 
your remarketing ads only show to people 
who have already been to your website and 
are somewhat familiar with your brand, there 
is a greater likelihood that your ads will be 
recognized by the visitor. The other important 
factor here is the cost of remarketing campaign. 
Once it is set up, you are only paying for the 
number of times that your ads are clicked on 
— not the number of times your ads are shown 
(number of impressions). For example, when I 
was promoting my Funeral Rock Stars live event, 
I received 20,652 impressions for only $43.60 
— that is two-tenths of a cent per impression.

I believe that remarketing is the most effective 
and cheapest form of paid advertising for top-
of-mind awareness and brand-building for the 

In the 10-plus years that I sold and then later managed a multi-million-dollar preneed program, the 
most consistent lead source we had was direct mail.

Remarketing: How to Leave a Lasting 
Impression on Website Visitors
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people who don’t click your ads. Also, for those 
who do click your ads, you are able to use a rifle 
approach to target people who have recently 
been affected by a death of a family member or  
friend. Then it is up to the message on your 
website to convert them from prospects to  
leads — and this is all done automatically once 
your remarketing campaign is set up.

Bonus strategy: For any of your other 
advertising that you pay for that drives people 
to your website — whether is it TV, radio, 
print, direct mail or online — you should 

have your remarketing code placed on those 
landing pages. If that prospect doesn’t take 
action on that first visit, he or she could be lost 
forever. But, with a remarketing campaign, 
you can continue to market to that prospect 
after he or she leaves your website. If it is true 
that people need to see your message at least 
seven times, remarketing will cover the latter 
six, plus many more points of exposure.

To see remarketing in action, you can visit one of 
my two event websites, www.FuneralBootcamp.
com or www.FuneralRockStars.com, and then 

you will see how these ads will appear on other 
websites that you visit around the Internet. For 
more information about remarketing for your 
funeral home, visit www.FuneralAdWords.
com/Remarketing. 

Robin Heppell, CFSP, combines his expertise in technol-
ogy and pre-need, his formal business knowledge and his 
deep-rooted legacy in the funeral profession so that he can 
help funeral homes and cemeteries be more competitive, 
more profitable, and provide the best possible service for 
the families they serve. To reserve a domain name, visit 
http://www.FuneralFuturist.com.

Welcome the New APFSP Members!
The following individuals have enrolled as members to begin earning their CFSP designations. Membership in the Academy is open to any 
funeral director or embalmer as recognized by his or her state’s, province’s or country’s licensing board. Members whose names are bolded 
joined as Lifetime members.

Students may also join the Academy and work on the requirements of the CFSP while they are completing mortuary school or their internships, 
but student members are not permitted to complete a Career Review as part of their qualifying activities toward certification. (Students have 
an asterisk after their name.)

Denyse Andrews
Southfield, Michigan

Tanya R. Ballensky
Billings, Montana

Richard E. Bilcowski (Rick)
Minnedosa, Manitoba, Canada

Samuel Lamar Booker (Sam)
Thomasville, North Carolina

Kenneth Duane Borup (Ken)
Tremonton, Utah

Vera Martin Bowser
Snellville, Georgia

Ashley Christine Buckingham*
Ashland, Ohio

Darcy A. Campbell
Breslau, Ontario, Canada

Marci Chimich
Delta, British Columbia, Canada

Kevin Mark Clark
Kannapolis, North Carolina

Peter Lawrence Dilwith (Pete)
Wahiawa, Hawaii

Angela Marie Endres (Angie)
Columbia, South Carolina

Jason William Everden
Kelowna, British Columbia, 
Canada

Imani R. Fowler
Cincinnati, Ohio

Michael D. Frazier (Mike)
Searcy, Arkansas

Brittany Noel Gatewood (Brinny)*
Garden Grove, California

James Luther Gray (Puddin)
Memphis, Tennessee

Deana Marie Grissom
Wolfforth, Texas

Scott Donald Hurrell
Troy, Michigan

Paul Ellis Kitchens
Augusta, Georgia

Douglas A. Krystia
Windsor, Ontario, Canada

Shawn Michael Kyllo
Calgary, Alberta, Canada

Lindsay Danielle Mahar*
Long Beach, California

Collin Glenn Mardling
Ridgetown, Ontario, Canada

Kenneth S. Morgan (Scott)
Corbin, Kentucky

Greg D. Mullinax (Greg)
Butler, Missouri

Meghan Masami Nakamura
San Mateo, California

Rhonda Denise Newcombe
Memphis, Tennessee

Logan T. Phillippe
Beech Grove, Indiana

Michael James Precht*
Temperance, Michigan

Stacey Lynn Puchalsky
Belleville, Michigan

Melissa P. Ridenour*
Fort Worth, Texas

Anthony Bernard Roberts
Lexington, North Carolina

William J. Schad (Will)
Lehigh Acres, Florida

Erik James Schneider
Branchville, New Jersey

Nicholas J. Tomasello (Nick)
Woolwich, New Jersey

Jacqueline Cynthia Trzyna (Jackie)
Bonita Springs, Florida

Krissie Suanne Vemulapalli (Kris)
Tucson, Arizona

Linette Ward
Newnan, Georgia

Ursula Nicole Washington
Indianapolis, Indiana

Joshua Rae Werner (Josh)*
Mansfield, Ohio

Anthony Christopher Whalen
Euless, Texas

Robert J. Williams (Bob)
Billings, Montana

Sundye Rivers Williams
Memphis, Tennessee

Belinda Lavender Windham
Aliceville, Alabama

Anthony French Worley
Clinton, North Carolina

William A. Young
Anderson, Indiana 



Cheryl Vanessa Anderson
Kelsey Funeral Home
PO Box 1116
Albemarle, NC 28002

Danielle C. Bice
37 Dunvegan Crescent
Brampton, ON L7A 2Y2 Canada

Tiffany Ann Bielenberg Kramer
111 South Tyler Street
Lancaster, WI 53813

Ronny Bourgeois
Complexe Funeraire J.D. Garneau
274 Rue St-Laurent
Trois-Rivieres, QC G8T 6G7 Canada

Amanda Elizabeth Bryant (Amy)
8115 Carter Creek Drive, 
Apartment 108
Charlotte, NC 28227

Jeffrey Lynn Cox
Wasatch Lawn Mortuary
3401 South Highland Drive
Salt Lake City, UT 84106

Thomas Richard Edwards
Hooper Funeral Home
501 West Main Street
Inverness, FL 34450

Ann Michelle Erdmann
Gipson Funeral Home
1515 South Chestnut
Lufkin, TX 75901

Jamie S. Grossman
11406 Apalachian Way
Fishers, IN 46037

Erin Victoria Hastings
Beecher & Bennett Funeral Home
2300 Whitney Avenue
Hamden, CT 06518

Christina Tursi Holmes (Tina)
PO Box 416
Black Mountain, NC 28711

Mark S. Jones
301 Ellis Street
Wrens, GA 30833-1012

Jillian Marie Koehler-Smith (Jil)
Pollock-Randall Funeral Home
912 Lapeer Avenue
Port Huron, MI 48060

Emanuel Clifford Longino
7182 Boulder Pass
Union City, GA 30291-5130

Sean M. Marenger
McDougall & Brown Funeral Home
1812 Eglinton Avenue West
Toronto, ON M6E 2H6 Canada

Robin L. McGrath
5212 Craftsman Ridge Drive
Matthews, NC 28104

Stephen A. Mello
80 Providence Street
West Warwick, RI 02893

Jason E. Mishler
210 West Jefferson Street
Columbia City, IN 46725

Kevin Andrew Palin
6 Lynnford Drive
Toronto, ON M9B 1H6 Canada

Raymond Albert Patterson (Ray)
1923 Pasco Street
Tallahassee, FL 32310

Althea Ellen Pringle
Enterprise Funeral Home
3207 11th Street
Meridian, MS 39301

Anthony J. Quahliero
Kirila Funeral Home, Inc.
258 Poland Avenue
Struthers, OH 44471

Bobby Edward  
Richardson (Eddie)
Goldfinch Funeral Home
PO Drawer 439
Conway, SC 29528

Amanda B. Shouppe
Restland Coppell Chapel
400 South Freeport Parkway
Coppell, TX 75019

Daniel Simone (Dr. Dan)
32 Admirals Row
Freehold, NJ 07728

Jan Elizabeth Smith
12323 Twyckenham Drive
Fishers, IN 46037

R. Michael Squires (Mike)
PO Box 387
Mt. Pleasant, SC 29465

Jim Tomasek
Scott Funeral Home –  
Woodbridge Chapel
7776 Kiplin Avenue
Woodbridge, ON L4L 1Z2 Canada

Francis Lee Washington (Frankie)
Paradise Funeral Home
3910 South Lancaster Road
Dallas, TX 75216

Gary Lee Westerman
Brown’s Memorial Funeral Home, Inc.
707 North MacArthur Boulevard
Irving, TX 75061

Nicole Charlet Wilcher
2776 Muirfield Drive
Zachary, LA 70791

Ann Williams
Cullman Heritage Funeral Home
255 County Road 1435
Cullman, AL 35058

DeAndra L. Willis (DeDe)
1543 Bramble Creek Circle
DeSoto, TX 75115

Michael D. Withun
A.J. Desmond & Sons
2600 Crooks Road
Troy, MI 48084

Jason Andrew Wright
2003 Quartz Isle Drive
Saginaw, MI 48603

Make it your goal to be in the list 
of new CFSPs in the next issue!

Here’s how:
•	 Check	out	the	continuing	

education programs on  
our website

•	 Complete	your	Career	Review	
if you haven’t already done so

•	 Tell	us	about	any	activities	you	
have completed that do not 
appear on your transcript 

Congratulations to the New CFSPs!
Congratulations to the following APFSP members who achieved the designation of Certified Funeral Service Practitioner since our Spring 2013 issue. 
Please help us congratulate these members for their hard work!
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Donald B. O’Guinn Jr., CFSP, of Clio, 
Michigan, has recently been honored as a Legacy 
Fellow in the Academy of Professional Funeral 
Service Practice Legacy Endowment Fund for 
his generosity and commitment to continuing 
education and lifelong learning.

Don is a lifetime member and a Certified Funeral 
Service Practitioner, and he currently serves 
on the Board of Trustees of the Academy of 
Professional Funeral Service Practice. Don is the 
owner of the O’Guinn Family Funeral Homes 
in Clio, Michigan. He has been an NFDA 
Pursuit of Excellence winner and a MFDA 

Excellence in Funeral Service Award winner 14 
times each. Don received his B.A. in sociology 
from Michigan State University and his master’s 
degree in speech communication from Texas 
Christian University. He also graduated from 
the Cincinnati College of Mortuary Science in 
Ohio. Don completed his doctoral studies and 
graduated from the University of Arkansas with 
a PhD in forensic sociology.

He is also a graduate of the Fountain National 
Academy of Professional Embalming in 
Columbia, Missouri. Don is certified in advanced 
postmortem reconstructive surgery. Don is also 

regional vice president of Disaster Management 
International of Little Rock, Arkansas, with 
offices in Las Vegas, Nevada and London, 
England. He served a three-month deployment 
in New Orleans, Louisiana, as part of a search 
and recovery team for victims of Hurricane 
Katrina and was a member of the recovery team 
for the Comair jet crash in Lexington, Kentucky.

For more information about the Legacy 
Endowment fund or the Certified Funeral 
Service Practitioner (CFSP) designation, please 
contact Kimberly A. Gehlert, executive director, 
at (614) 899-6200. 

Donald B. O’Guinn Jr. Honored as APFSP Legacy Fellow
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www.apexces.com
800.769.8996

APEX
   continuing education solutions

“Simply the best affordable C.E.”
Available online or by mail

www.apexces.com
800.769.8996

APEX
   continuing education solutions

“Simply the best affordable C.E.”
Available online or by mail

“Simply the best affordable C.E.”
Available online or by mail

800.769.8996

www.apexces.com

Where can I get continuing education?

Thanos Institute
Continuing Education for Funeral Directors – 

Approved by the Academy of 
Professional Funeral Service Practice 

 10 continuing education hours per course in Category A.

Also approved for ceu’s in 32 states - Offered Online & In-print

Thanos Institute
PO Box 1928 • Buffalo, NY 14231-1928

1-800-742-8257
www.thanosinstitute.com
mrizzo@thanosinstitute.com

To advertise in  

The Compass, 
contact Jerry Stains 

at 502.423.7272 

or jstains@ipipub.com.

www.ipipub.com
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