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BREAKING: Judge Delays  
Implementation of Overtime Rule

Sherman, TexaS – In a surprising development, a federal 
judge in Texas granted an emergency injunction late Tuesday 
afternoon blocking the implementation of a new overtime rule 
that would have given more white-collar workers overtime.

Judge Amos L. Mazzant from the Federal District Court for 
the Eastern District of Texas held a hearing November 16 to 
decide whether to issue a preliminary injunction delaying the 
December 1, 2016, effective date for the new Department of 
Labor regulations. Many observers believed that Mazzant, a re-
cent appointee by President Barack Obama, would not issue the 
injunction in the Nevada v. U.S. Department of Labor case. How-
ever, it has been widely noted that the U.S. District Court in 
East Texas has been very plaintiff friendly.

“Due to the approaching effective date of the Final Rule, 
the court’s ability to render a meaningful decision on the mer-
its is in jeopardy. A preliminary injunction preserves the status 
quo while the court determines the department’s authority to 
make the Final Rule, as well as the Final Rule’s validity,” Maz-
zant wrote in his 20-page order.

“While this does not kill the DOL regulation, it is definitely 
on life support,” said T. Scott Gilligan, general counsel for the 
National Funeral Directors Association. “Given the strength of 

the judge’s ruling, it is very unlikely that he will later change his 
mind and uphold the regulation. Moreover, when his decision 
is appealed, it goes to the 5th Circuit Court of Appeals, which 
is very conservative and is unlikely to overturn Mazzant’s deci-
sion.” The 5th U.S. Circuit Court of Appeals in New Orleans 
blocked Obama’s executive actions on immigration in 2015.

Gilligan said that another factor that will come into play is 
the change of administrations that takes place at the end of Jan-
uary. “It is likely that the Justice Department under Trump may 
simply drop the appeal and allow the judge’s ruling to stand, 
which would kill the regulation.”

The rule, issued by the Department of Labor, was to take ef-
fect December 1 and would have doubled, to $47,500, the maxi-
mum salary a worker can earn and still be eligible for manda-
tory overtime pay.

Some 21 states and more than 50 business groups filed suit 
to block implementation of the rule, alleging that it would cause 
significant financial harm.

“With the Final Rule, the department exceeds its delegated 
authority and ignores Congress’ intent by raising the minimum 
salary level such that it supplants the duties test. The depart-
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ment’s role is to carry out Congress’ intent. If Congress 
intended the salary requirement to supplant the duties test, 
then Congress and not the department should make that 
change,” Mazzant said in his ruling.

Put in plain language, the judge ruled that the Depart-
ment of Labor does not have the authority to set a mini-
mum salary for an employee qualifying for the white-collar 
exemption. Therefore, not only is the December 1 pro-
posed increase in the minimum salary level test invalid, 
the entire requirement of a minimum salary level has been 
thrown out by the judge. 

In 2014, Obama directed the secretary of labor to up-
date the overtime regulations to reflect the original intent 
of the Fair Labor Standards Act and to simplify and mod-
ernize the rules so they’re easier for workers and businesses 

to understand and apply. The department has issued a final 
rule that will put more money in the pockets of middle class 
workers – or give them more free time.

The final rule would:
• Raise the salary threshold indicating eligibility from 

$455 per week to $913 per week ($47,476 per year), ensur-
ing protections for 4.2 million workers.

• Automatically update the salary threshold every three 
years based on wage growth over time, increasing predict-
ability.

• Strengthen overtime protections for salaried workers 
already entitled to overtime.

• Provide greater clarity for workers and employers.

MBJ

Differentiating Your Business in the Experience Economy (Part 2)

PhiladelPhia – In last week’s edition, Jim Gilmore, 
who co-authored The Experience Economy more than 15 
years ago (a book that put forth the notion that work is 
theater and every business a stage), drew a parallel between 
wedding planners and funeral directors. Gilmore present-
ed at the National Funeral Directors Association Interna-
tional Convention & Expo in October.

Gilmore opined that a wedding planner exerts so much 
more influence over the wedding reception experience 
than most funeral directors do over the funeral experi-
ence. Said Gilmore: “The reason that happens, I’ve heard, 
is because the wedding planner is an expert. So I am going 
to challenge you to put some ‘direct’ in funeral director. 
We’ve been using that term for ages, so let’s talk about the 
nature of being a director.”

He suggested that attendees visualize the iconic Hol-
lywood director’s chair. “It is an amazing object because it 
so embodies the very nature of directing,” Gilmore said. 
“A director’s chair is elevated, which projects an authorita-
tive perspective. But a director is also seated, which cues 
conversational. In fact, to be a good director, the funeral 
director must blend those two things – knowing when to 
be prescriptive and when to be collaborative.”

Gilmore said he made this revelation when watching 
the Charlie Rose show one evening with special guest actor 
John Travolta. Travolta has had an interesting career. He 
was plucked from obscurity to star in a TV sitcom, Welcome 
Back, Kotter. The show was his launching platform to two 
mega-feature films, Grease and Saturday Night Fever. But 
then Travolta’s career went into a steady decline.

Gilmore charted the rise and fall of Travolta’s film ca-
reer, which hit its nadir in 1985 (only eight years after his 

peak) with the dismal film Perfect, for which he was paid a 
salary of $60,000. Travolta’s career continued to languish 
for years until he met director Quentin Tarantino and his 
career was revived in the movie Pulp Fiction. 

According to Gilmore, Travolta explained his career 
renaissance by touting the directorial style of Tarantino. 
He said he had never met a director who had been able 
to communicate to him specifically how to play the scene.

“That is the very nature of directing,” Gilmore said. 
“[Funeral directors] have expertise that would be valued 
by the families you serve. Put some ‘direct’ in funeral di-
rector.”

He suggested that funeral directors try to create dra-
matic structure. “Help families create value through better 
experiences,” he said.

Gilmore noted that in the 19th century, Gustav Frey-
tag, a German novelist and playwright, studied and ana-
lyzed great plays in the performing arts. Freytag wanted to 
know why some plays were more enduring, more compel-
ling and able to speak to the human spirit vs. various pro-
ductions that are here one day and gone the next.

According to Gilmore, Freytag said there are seven dif-
ferent stages that unfold to create a great drama. “His con-
cept is complication over time,” Gilmore said. Those seven 
stages are:

• The exposition, which establishes the context – basi-
cally what the play is all about

• The inciting incident, which provides the moment 
when the play begins

• Rising action, where more and more characters are in-
troduced and things get a little bit more complicated
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The Freytag Model
Absorption

Immersion

Passive Active

• The climax, which is the moment of greatest crisis in 
the story

• The falling action, which is what happens directly as 
the result of the climax

• The resolution, when the crisis is solved
• The denouement, which is the return to normalcy or 

the tidying up of the loose ends.

Freytag argued that compelling dramas have that kind 
of structure. “I think peoples’ lives have this kind of arc, 
and certainly when we honor those who are deceased, the 
experience ought to have that kind of arc,” Gilmore said.

Toward that point, Gilmore said there is a difference 
between having an experience and remembering the expe-
rience. “For example, there is research that suggests that 
people enjoy a two-week vacation less than a one-week 
vacation,” he said. “Why? Because, using Freytag’s model, 
the falling action goes on too long.”

Putting the Freytag model to practical application, 
Gilmore spoke of a meeting with which he was involved 
with representatives of Kraft Foods. “I was with the ad-
vance food group of Kraft Foods – 12 Ph.D.s in the room,” 
he said. “It was the first time I had met a Ph.D. in aroma 
psychology. 

“He was the gentleman who said to me that in blind 
taste tests, Sanka instant coffee tests just as well as brewed 
coffee,” Gilmore recalled. “I said, ‘Congratulations, but I 
don’t know anyone who drinks their coffee blindfolded.’” 

Gilmore then explained the Freytag chart to him. “The 
coffee will taste better if you go through the Freytag 
chart,” he said. “The problem with instant coffee is that it’s 
just not complicated enough – just tear open the package 
and add hot water – compared with Starbucks. Everything 
Starbucks does is by design to make it a better experience. 
Think about all of the time people spend in Starbucks. 
Time is the currency of experiences.”

In describing a Starbucks store, Gilmore said that the 
overwhelming amount of square footage is dedicated to 
providing a place to spend time drinking your coffee. “Too 
many services are not memorable because they are not 
complicated enough,” he said.

So what to do about this? Gilmore suggested that one 
solution might be to theme the experience, then quickly 
noted that he wasn’t talking about turning everything into 
a Disney adventure. 

“Walt Disney was so ahead of his time, and because he 
was so ahead of his time, we have great misconceptions of 
what theming is,” Gilmore explained. “We equate them-
ing with cartoon fantasy for facaded environments, when 
in fact cartoonish themes are only one genre of theming. 

“When I encourage theming, I am talking about hav-
ing a dominating, organizing principle for everything you 
stage,” he said. “And you have to do it well. You can’t just 
do it automatically – you have to do it well.”
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Gilmore explained that the service mindset is what you 
do, and the experience mindset is how you do all of the 
“whats.”

When people have an aversion to theming, Gilmore 
sees them lost in a world of vanilla nothingness. “We need 
to have an organizing principle,” he said. An example of 
the world of vanilla nothingness would be a hospital wait-
ing room.

One of Gilmore’s favorite examples of theming excel-
lence (based on best principles, not best practices) is the 
Geek Squad. Now a subsidiary of Best Buy, the Geek 
Squad was founded in 1994 by Robert Stephens as an in-
dependent entity, and the organizing principle behind it 
was comedy with a straight face. The Geek Squad offers 
various computer-related services and accessories for resi-
dential and commercial clients. They are framed by their 
white short-sleeve shirts, fake neckties and black and white 
Volkswagen Beetles with the Geek Squad logo embla-
zoned on the hood and doors.

In 1999, there were fewer than two dozen “special 
agents” with the Geek Squad and now there are 24,000. In 
the last 17 years, Stephens has created more than 24,000 
jobs by theming a computer repair service.

“The way he did this was he created a giant ‘don’t’ list,” 
Gilmore said. “He wrote down everything traditional 
computer repair installation companies normally do and 
did not allow his company do any of them.” 

One of the things on Stephens’ list was polo shirts. He 
eschewed this typical look in favor of the geeky white, 
short-sleeve shirts and black clip-on ties. The business 
cards were not rectangular, they were oval. And as men-
tioned, the vehicles were not minivans, which one normal-
ly associates with a repair service, but Geek Mobiles – the 
aforementioned Volkswagens.

“I don’t want you to be like Geek Squad, that would be 
totally inappropriate,” Gilmore said, “but I do want you to 
come up with not just one giant ‘don’t’ list but two giant 
‘don’t’ lists. 

“Come up with a ‘don’t’ list of all of the things that triv-
ialize or are trite in the name of personalization,” he said. 
“Come up with another list that includes all of the ‘vanilla 
nothingness’ practices you do. Then, don’t allow your firm 
to do either one. That way, you’ll be able to find the right 
balance between creating new experiences and still having 
them be dignified.”

Gilmore said he is not suggesting that funeral directors 
walk away from traditions but that they look at how their 
business is done every day. 

“What I really want you to do is observe behavior,” he 

said. “The actions you take are based on the thinking you 
do, and the thinking you do, both strategically and tacti-
cally, should be based on the observations you’ve made.”

The title of his latest book, Look: A Practical Guide for 
Improving Your Observational Skills, Gilmore said, is a meta-
phor for six different looking glasses through which one 
can richly observe the world around them. “I might argue 
that you might richly observe the behavior that’s going on 
in our culture, in your industry, in your business and in 
your community on each individual call,” he said.

Gilmore didn’t explain all six looking glasses explored 
in the book, but he did go into detail about one of them – 
the magnifying glass. “This is the skill of spotting things of 
significance,” he said. “What is your first childhood mem-
ory of using a magnifying glass? Probably frying ants or 
burning a hole in a piece of paper. Think of that as a meta-
phor for directing that sunlight into a single spot.”

To illustrate his point, Gilmore told the story of an ob-
servation he had made on an airplane flight. He displayed 
a photo to attendees of the pocket of an airline seat. In 
that seat pocket was a bottle of Pepsi. He also noted that 
the person sitting to his right also had a bottle of Pep-
si wedged in the seat pocket. Gilmore admitted that his 
preferred brand of cola is Coca-Cola. After the flight was 
underway, the flight attendant came down the aisle with 
the beverage service. Gilmore declined a beverage, as did 
the person sitting to his right, even though the beverage 
served on the flight was Coca-Cola. One would think that 
for a two-and-a-half-hour flight, a beverage might be in 
order.

“I looked at my own behavior and I saw the significance 
of the bottle,” Gilmore said. “Why would someone who 
prefers Coca-Cola, which he can obtain for free on the air-
craft, not wait for his preferred brand and instead purchase 
his non-preferred brand and take it on board with him? 
What would account for that behavior?”

He suggested several possibilities, such as the passenger 
not wanting to have to wait for the beverage service and 
instead sipping his own drink at any time. But Gilmore was 
actually motivated by the fact that he did not want to spill 
his beverage, so prior to boarding, he opted to purchase a 
beverage with a resealable cap. 

His thinking then went a little deeper and asked what 
did he not want to spell his beverage on? His attire? Possi-
bly, but that wasn’t the main motivation. “I did not want to 
spill it on my laptop,” he said. “It was within this moment 
that I realized that the whole tray table configuration on 
an airplane was designed for a pre-laptop era.”

That observation, he said, never makes its way to any 
of the upper management at the airlines. Flight atten-
dants see it everyday, but nothing has been done and the 
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“Our point of view is that the 

most engaging experiences do 

not reside in any one realm but 

rather richly draw from all four 

realms. They hit the sweet spot.”

situation continues.

The Sweet Spot
In The Experience Economy, Gilmore discussed a model 

he developed for hitting the sweet spot. This model ex-
plains why some experiences are more compelling than 
others. 

According to the model, there are four different expe-
riential realms that together contribute to creating experi-
ential value. They are “active” and “passive,” which make 
up the participation axis, and “absorption” and “immer-
sion,” which make up the relationship axis. 

“Are you experiencing from a distance or are you more 
immersed in what’s going on?” he said. That’s the differ-
ence between looking at the Grand Canyon and actually 
going down into the canyon.

“With those two dimensions, we can now define four 
different experiential realms,” he explained. 

Passive absorption is a way of defining the entertain-
ment realm or entertainment value. “That is, we think 
engaging experiences are entertaining, enjoyable,” said 
Gilmore. “I am not talking about entertaining families. I 
am talking about engaging them, to which entertainment 
is merely a component, not the entirety of what needs to 
be done.”

Active absorption is a way of defining the educational 
room. For example, people in the audience taking notes 
during Gilmore’s presentation were making the session 
more educational.

Active immersion is a way of defining the escapist realm. 
“This is the value of being transported from one sense of 
reality to another,” he said. “This is theming.” 

Finally, the esthetic realm. Esthetic (spelled with an “e”) 
is the architectural term for the value of just being there. 
“This is the concept Starbucks has adopted – there is value 
to just being there,” Gilmore said.

“Our point of view is that the most engaging experi-
ences do not reside in any one realm but rather richly draw 
from all four realms,” he explained. “They hit the sweet 
spot.”

For example, Gilmore invited attendees to imagine a 
trip to the Netherlands to a place called Keukenhof, where 
in springtime no less than seven million flowers (more 
than 16,000 varieties) blossom. The garden is only open 
for nine weeks a year, so in that period there’s a big rush 
to get in.

It is said that this is the most photographed place in all 
the world. Going back to his model, Gilmore asked which 

of the four realms is the most prominent? “The obvious 
answer is esthetic – being with the flowers and enjoying all 
of the landscaping,” he said. “The Dutch have just so me-
ticulously manicured this place, and it truly is just a great 
place to be. While you’re there, it offers an escape as value, 
called walking, and you find yourself in this maze, so an 
activity has happened. 

“Educationally, all of the flowers are marked and you 
see many people taking notes, perhaps to buy the bulbs or 
seeds in the flower shop afterward,” he continued. Enter-
tainment wise, there’s a combo band and music or people 
can just enjoy the water show in the 150-seat pavilion.

“To me, Keukenhof is a place that hits the sweet spot 
because of how richly it draws from all four realms,” Gilm-
ore said. 

To use this model, Gilmore suggested that attendees ask 
themselves four basic questions:

• From the entertainment realm, what could be done to 

make the experience more enjoyable?
• From the education realm, what do you want families 

to learn by doing new activities?
• From the escapist realm, how can you provide a sense 

of going from one sense of reality to another? “Your fami-
lies are dealing with a new reality, so how do you provide 
a better sense of going from here to there?” he asked. “I 
feel this is what is being lost when we abruptly end expe-
riences.”

• From the esthetic realm, what is offered for people 
who just want to hang out and be there?

In closing, Gilmore shared some of his own thoughts 
about funeral service from his last appearance in 1999. “All 
of this personalization stuff, put it in its proper place,” he 
said. “It is just entertainment, so don’t overdo it, but what 
you are doing, do it well.” 

Commenting on his own father’s recent funeral, Gilm-
ore observed that funeral homes don’t have to dazzle at-
tendees with video productions. “People still linger over 
still photography; they don’t seem to linger as long over 
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video,” he observed. 

“When it comes to education, I think we are losing the 
ability to give a good eulogy,” Gilmore said. “You don’t 
have to be the coach, you don’t have to be the English 
teacher, but just have the resources to help and equip fami-
lies with the resources to put together a meaningful eulo-
gy. It could just be websites. Don’t do it for them but help 
people to learn how to do it.” 

Gilmore remarked that at the funeral for President 
John F. Kennedy, there were so many eulogies that many 
of the messages were lost. Perhaps the best angle is to do 
one and have it done well.

Citing The Good Funeral by Thomas Lynch and Thom-
as Long, Gilmore said that funerals have lost the sense of 
procession – of going from one place to the other. “We’ve 
got to get back to that – that’ll make it all a better experi-
ence,” he said. “You were not just delivering a service on 

demand; it is an experience that unfolds over a duration of 
time. How could it be a good experience if we don’t let it 
unfold?”

Finally, Gilmore asked, who goes to the gravesite any-
more? “I am convinced that going to the grave is part of 
the experience,” he said. “Some want to be there when the 
casket is lowered into the ground.” 

It used to be that if people did not like something, 
they called it a piece of junk. Gilmore said you don’t hear 
that too much today. Instead, if people don’t like some-
thing today, the dominant term of derision is that it is so 
fake. “Interestingly, if people like something that’s fake, 
it is faux,” he said. “All things faux are acceptable. They 
are not artificial Christmas trees anymore, they are faux 
trees.” 

Gilmore then circled back to his Progression of Eco-
nomic Value model (fully explained in last week’s issue), 
by which he argued that in each wave of economic history, 
there has emerged a dominant consumer sensibility. In the 
agrarian economy, that dominant sensibility was availabil-

ity. “You went to market, then a physical place, because you 
wanted to buy $5 worth of turnips,” he said.

With the rise of the industrial economy, consumers 
started to become concerned about cost. Why? Because 
what mass production did is bring down the cost of goods, 
so in category after category, people could buy the physi-
cal goods. “We have so saturated the world with physical 
goods because we have driven down costs and made things 
affordable,” Gilmore said. “So it’s more than just being 
available – it’s being affordable.”

The rise of the service economy gave rise to quality. “All 
of a sudden, when you’re paying someone to do activities 
that you used to do for yourself, you care about the qual-
ity,” he said. And with the experience economy, this has 
given rise to authenticity. 

“In an increasingly staged, mediated, digitized and ar-
tificial world, it creates the desire for real,” Gilmore said. 
“People want authentic. You have to take steps to gain the 
perception of creating a real funeral.”

Gilmore argued the funeral directors need to develop 
a point of view on dying. He said that if you disagree with 
someone, don’t act like it’s okay. Funeral directors have 
become too passive on explaining the value of services 
and ceremony. “If you think it’s okay, then act like it’s 
okay,” he said. “Be true to your feelings and don’t come 
off as fake.”

When it comes to cremation without service, Gilmore 
believes this has taken hold because funeral directors have 
too easily acquiesced to the trend and not enough have 
stepped up to offer a truly compelling experience.

MBJ

Jim Gilmore, along with B. Joseph Pine, published The Expe-
rience Economy more than 15 years ago. The book, which has 
been printed in 19 languages, has been recognized by 800-CEO 
READ as one of the top 100 business books of all time. The au-
thors, economists by trade, have worked with companies around 
the world. 

“In an increasingly staged, 

mediated, digitized and artificial 

world, it creates the desire for real. 

People want authentic. You have 

to take steps to gain the perception 

of creating a real funeral.”
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manila, The PhiliPPineS – “What a great year 2016 
was for the NFDA Certified Crematory Operator pro-
gram,” said Mike Nicodemus, NFDA vice president of 
cremation services, upon his return from The Philippines.

“From Brazil to the Philippines and all other stops in 
between, I doubt I will ever experience a year like this 
again in my life,” he said. After a successful CCO program 
in São Paulo, Brazil, this past June, Nicodemus, delivered 
the program in the Philippines November 18. 

Upon his return from Manila, where NFDA members 
of St. Peter’s Life Plan and Cha-
pels hosted the first CCO pro-
gram in all of Asia, Nicodemus 
said it’s apparent that this program 
has become more popular since its 
“soft launch” back in September 
2013.

“The cremation rate in the 
Philippines is less than 10 per-
cent,” Nicodemus said. “But the 
Vitangcol family, which owns St. 
Peter’s (handling 100,000 death 
calls per year), knows cremation 
will one day become more popu-
lar. They are setting their sights 
high and want to gather as much 
knowledge as possible so their 
counselors are prepared to an-
swer any questions a family may 
have when it comes to cremation. 
What a fantastic operation!”

He explained how the invita-
tion from Dr. Mildred V. Vitang-
col, president and CEO of St. Pe-
ters Memorial Chapels in Quezon 
City, came to fruition. “This un-
folded rather quickly,” Nicode-
mus said. “While I was at NFDA 
headquarters, we sent an email to 
Vitangcol asking her if she would 
be interested in perhaps bringing a 

few of her people to the Asia Funeral and Cemetery Expo 
& Conference, which is being held in Hong Kong in 2017. 
I thought that might make it easier for her to travel with a 
few of her staff, some 50 of them, as she does at the NFDA 
Convention. 

“Anyway, she said, why don’t I just come to the Phil-
ippines and train her staff?” Nicodemus added. “So, off I 
went to Manila.” 

Nicodemus is thankful for the opportunities provided 
to him to take this program all over the world. He also of-

NFDA CCO Program Wraps Up Successful Year  
With Program in the Philippines

Top: The main headquarters of St. 
Peter’s in Quezon City, Philippines. 

This chapel handles 4,000 of its 
100,000 death calls a year and has 

about a 20 percent cremation rate. 
Right: CCO Program attendees. St. 

Peter’s was proud to host the first 
NFDA CCO program in all of Asia.
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WeST deS moineS, ioWa – Kim Medici Shelquist, 
Homesteaders senior vice president of planning and de-
velopment, has joined the Funeral Service Foundation 
Board of Trustees. Shelquist began her three-year term 
last month during the National Funeral Directors Associ-
ation’s International Convention & Expo in Philadelphia.

“It is such an honor to serve as a Foundation trust-
ee,” Shelquist said. “Their work is a great complement to 
Homesteaders’ efforts to promote the value of funeral ser-
vice and I look forward to helping other funeral profes-
sionals communicate the benefits of proactive, open and 
honest end-of-life conversations.”

Twenty-one men and women from across the funeral 
profession serve on the Foundation Board of Trustees, in-
cluding 13 licensed funeral directors. Board members vol-
unteer their time and talents to advance the Foundation’s 
mission to support funeral service in building meaningful 
relationships with the families and communities it serves.

“Homesteaders continues to be supportive of the 
Foundation and its mission, pledging long-term financial 
resources and taking an active leadership role,” observed 
Steve Lang, Homesteaders chairman, president and CEO. 
“I am confident Kim’s expertise in strategic planning, 
marketing and caregiver collaboration will be an asset to 
the Foundation Board of Trustees. I look forward to see-
ing her leverage her wealth of experience to continue to 
support the funeral profession.”

Prior to joining Homesteaders in 2009, Shelquist 
worked as director of business development and commu-
nications for Hospice of Central Iowa.

She is the fourth Homesteaders executive to serve on 
the Funeral Service Foundation Board of Trustees and was 
preceded by Lang; Steve Shaffer, Homesteaders COO; 
and Graham Cook, former chairman, president and CEO.

MBJ

neW orleanS – The Journey Group, a firm that de-
scribes itself as engaged in acquiring and operating inde-
pendently owned deathcare businesses in metropolitan 
areas throughout the country (including funeral homes, 
cemeteries and cremation opportunities), has acquired 
four Texas-based businesses located in the north-south 
corridor of Fort Worth to Corpus Christi. 

“This is just the beginning,” said CEO Larry Mering-
ton, who co-founded The Journey Group with Glenn 
McMillen, who serves as company COO. “We aspire to 
be the firm of choice for professionals in our industry 
who wish to sell their businesses, a firm that owners feel 
confident will continue their life’s work and secure their 
reputation.” 

According to a press release, The Journey Group fo-

cuses on helping independent funeral home and ceme-
tery owners transition their businesses. In doing so, The 
Journey Group maintains the local brand identity of the 
facilities it acquires, but modern systems and business 
practices are implemented to improve performance and 
address the need to adapt to today’s families’ personaliza-
tion demands. 

The Journey Group specializes in tailoring the transi-
tion of businesses to ensure legacy and reputation are pre-
served in the community. Its management team has more 
than 100 years of combined acquisition and operating ex-
perience in the deathcare profession, having served in se-
nior leadership positions with responsibility for more than 
$1 billion in revenues. 
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Shelquist Joins Funeral Service Foundation Board

The Journey Group Announces First Acquisitions

fered a special word of thanks to everyone who hosted this 
program, and of course, every attendee, “especially those 
who don’t even own a crematory but still want to learn 
all they can when it comes to serving cremation families,” 
Nicodemus said. 

The CCO program is all encompassing, Nicodemus 
said. “It provides every funeral director with the infor-
mation they need to understand all facets of cremation 
– from ethics to liability. In short, if you offer cremation 
to families, regardless of whether you own a crematory or 

use a third party, you need this certification,” he said. 

Nicodemus added that programs are lining up for 2017 
and invites anyone interested in attending a program to 
visit the NFDA website for an updated schedule.

Nicodemus has traveled throughout the United States, 
bringing the training program to more than 1,100 attend-
ees in 25 states, and now, with the Philippines, three coun-
tries. 
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Greenwood Funeral Homes and Cremation has named Tim Brown managing director of Greenwood’s Mount 
Olivet Chapel and Les Pinkerton as managing director of Greenwood’s Arlington Chapel. Both are funeral service vet-
erans and longtime Greenwood employees.

Brown’s career path has been impressive. In 1995, he started at Greenwood Funeral Home as a courier. He soon 
moved into various office support positions before entering Dallas Institute of Funeral Service. He received his funeral 
director’s license and in 2011 became Mount Olivet’s assistant managing director. In 2014, he was named Greenwood’s 
managing director at the Arlington Chapel before his recent return to Mount Olivet Chapel. Brown is an active sup-
porter of local police associations, along with other civic and church organizations. Pinkerton has more than 40 years of 
service to families in the Greater Arlington, Mansfield and Grand Prairie communities. The Lawton, Oklahoma, native 
worked in funeral homes in Oklahoma and Washington, D.C., before coming to Arlington. He has been with Greenwood 
since 2002.

Greenwood Funeral Homes and Cremation is part of a community-focused and locally managed funeral home and 
cemetery association comprising three funeral homes, two cemeteries and florist shops, two mausoleums and two crema-
tories, with locations in Fort Worth and Arlington, Texas. 

Phaneuf Funeral Homes and Crematorium, one of the oldest family-run funeral homes in New Hampshire, was 
named the recipient of the prestigious 2017 Innovation & Excellence Global Award by Corporate LiveWire, a provider 
of the latest business news and developments from around the globe. Voted by the judging panel at Corporate LiveWire, 
the Innovation & Excellence award winners are chosen on merit, excellence, innovation and strong leadership over the 
past 12 months. As illustrated by the success of Phaneuf and other recipients, the panel selects the most groundbreaking 
and client-focused firms, teams and individuals who are transforming the way in which they do business.

“Phaneuf Funeral Homes’ ability to customize and personalize services meets all of its clients’ expectations,” said Jake 
Powers, CEO of Corporate LiveWire. “The diverse choices that Phaneuf offers proves how aware [the firm is] of the 
needs of its clients.”

“For more than 110 years, it has been our mission to provide world-class service throughout all areas of interaction 
with our clients. It is because of our dedicated staff and their commitment to excellence that we are recognized on this 
level,” said Arthur “Buddy” Phaneuf, president and CEO. “This award provides a great milestone for Phaneuf, and we 
are honored to be named among the many innovative companies making a difference in their respective industries across 
the globe.”

In September 2016, Phaneuf Funeral Homes and Crematorium was named by Business NH Magazine as one of the top 
family businesses in the state. Phaneuf was also recipient of the Achievement of Excellence Award by the Granite State 
Quality Council. The recognition was based on the Baldrige Criteria for Performance Excellence, which is accepted 
around the world as the standard for organizational performance excellence.

Two Pittsburgh Institute of Mortuary Science students were recently awarded the National Association of Col-
leges of Mortuary Science (NACMS) scholarship. De’Von M. Fitts of Decatur, Georgia, and Victoria M. Devore of West 
Salem, Ohio, were each presented $1,000 scholarship checks by NACMS. Fitts holds a bachelor degree in business in 
management information systems and is completing the PIMS online program. He currently works with Donald Trimble 
Mortuary in Decatur, Georgia. Devore is working toward her bachelor degree through PIMS and is current president of 
PIMS Student Senate. Her mother is a PIMS alumna and affiliated with Matteson Funeral Home in West Salem, Ohio.

In other PIMS news, students showed their support for Children’s Grief Awareness Day, an event held every third 
Thursday in November to bring attention to the fact that often, support can make all the difference in the life of a griev-
ing child. It provides an opportunity to raise awareness of the painful impact the death of a loved one has in the life of a 
child and a chance to make sure these children receive the support they need. Children’s Grief Awareness Day began in 
Pennsylvania from a desire on the part of students to do more to bring attention to what their grieving classmates were 
coping with, for the most part, in silence. The initiative grew out of an ongoing partnership between Highmark Caring 
Place and hundreds of schools across the state. Each class at PIMS tours The Caring Place in Pittsburgh as part of their 
Professional Seminar Series course.

Cooperative Funeral Fund, a preneed and cemetery care fund management company, has named Antonio Gallo to 
lead the management of the California region. Gallo is a seasoned sales professional with more than 20 years invested 
in building customer relationships. His experience crosses multiple industries, including business management, financial 
planning and specialty operations. 
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There Are Good Days, Bad Days… 
And Then There Are Holidays

So here it is, the Wednesday of Thanksgiving week, which I think is known these 
days as Black Friday-Eve-Eve. The Black Friday mania does not impact me since 
I prefer to do my shopping online, but if I did need to go to a store, I certainly 
wouldn’t do it this weekend. There is some residual effect of the Black Friday sales 
frenzy, however, in that several friends are being required to work Thanksgiving 
night and on Black Friday, sadly disrupting family plans. More on that later.

While I ponder what Black Friday has done to Thanksgiving, perhaps the most 
intimate of family gatherings, I can’t help but recall Thanksgiving 2012, when my 
father was confined to a rehabilitation center. While the rest of the family went off 
to a cousin’s house for a more traditional day, I spent the day with Dad.

I had gotten there early in the afternoon, after our own Thanksgiving brunch. I 
brought some of desserts, including two large pieces of pie – always a favorite for 
Dad. When I arrived, he was just being served his Thanksgiving meal by a staffer; it 
seems that the Thanksgiving meal for patients is served during the lunch hour. I got 
there just in time because he did need some help, and I was only too happy to assist 
him in whatever way I could. After the meal, I showed him what I had brought – 
he had a choice of chocolate creme or apple pie. The choice was easy – chocolate.

You know when people ask about someone who’s having serious health issues, 
the answer is something like, “good days and bad days.” I was happy this was one 
of the “good” days for Dad. We sat and talked with the TV on in the background 
(football, of course). He was chattier than he’d been in recent weeks and in good 
spirits. Several hours later came the dinner tray, and though I didn’t think he would 
eat much more, he finished his plate and then asked about the second piece of pie!

I left a little while later and other members of the family made their way down 
for a visit. My sister told me that when she walked into the room with another 
dessert plate from my cousin’s house, Dad looked at her and said, “No more pie!” 
I didn’t have to be there to hear his voice or imagine the expression on his face.

That day was probably the last “good day” he had, and as I think about things to 
be thankful for this year, I am most thankful for Thanksgiving Day 2012.

Maybe other traditions associated with Thanksgiving will be back in place this 
year, such as the annual playing of Arlo Guthrie’s epic Alice’s Restaurant and the 
Thanksgiving episodes of The Bob Newhart Show and WKRP in Cincinnati, etc. 
Maybe this year I’ll pull out the deck of Have the Talk of a Lifetime Conversation 
Cards. I wish I had had them back in 2012 while dad was enjoying one of his last 
good days. I’m sure these cards would have triggered him to tell me stories I had 
not heard.

So yeah, I am not about Black Friday. I’m more about the things that bring 
families closer together – and that’s not a marked-down 4K flat-screen TV. 

Best wishes to everyone for a safe, healthy and Happy Thanksgiving.

Edward J. Defort
Editor
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