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SAVING GOODBYE

WHEN GUILLERMO AND \I{)KMA {)R(}P A bought
caskets and burial plots froma Florida funeral home and
cemetery in 1992, they thought their advance planning
would someday save their family money and stress. Just
before Guillermo, a retived print-shiop owner, died in 2010

t age 71, the funersl home told Norma that on top of the
276,800 already paid, she would owe $5,000 for services

anging from prepping the body to digging the
Norma, by then living on 2 modest fixed income, didn’t have
that kind of cash to spave. :

So the family switched to s nearby home that said it would
charge $2,000 less and opted to bury Guillermo, a veteran, in
a military cemetery at no charge (they figured they'd sell the
Other burlal plots and caskets later). That dide’t end the Oro-
pezas’ stress. Told that state law didn't allow the family to
ricve the body—not true, as it turned out—Norma was
charged $300 to transport Guillermo to the new facility. Her
daughter, Cathy Rurtinitis, says they wer's pressed to aceept
add-ons, from a viewing (they had wanted to hold the visita-
tion at home) to printed programs and a memorial web page.
She bought a casket online, only to be told the funeral home
wouldn't handle it. “Instead.of helping our family;” says Kur-
tinitds, “we felt they were just trying to suck money out of us.”
At a typical price of $10,000 or more for a traditional fu-
neral and burial, making final arrangements for a deceased
relative is one of the biggest expenses families face, All too
often, unwary funeral shoppers also meet with aggressive or
misleading sales tactics from providers that can add substan-
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tially to the bill. “A significant expense, a vulnerable timé, a
real problem comparison shopping, which is the key to any
good purcha s the perfect storm,” says New York City
consumer affaivs commissioner Jonathan Mintz,

That some providers in the $17 hillion death-care industry,
as the government calls it, might take advantage of emotion-
ally wronght customers isn't pews. Inthe 1963 bastseller The
Americon Way of Death, journalist Jessica Mitford was among
the first to expose predatory practices in the funeral and cem-
etery business, Her work helped lead to the 1984 passage of
regulations designed to curb abuses. Called the Funeral Rule,
the regulations are enforeed by the Federal Trade Commission
{see “Know Your Rights” on page 116).

Yel a three-month investipation by MONEY has found
that consumers still face many of the old hazards—withnew -
twists, as the industry faces Tevenue pressure cansed by a
growth in less expensive cremations. The FTC's spot check
of funeral homes last year found nearly one in four had serious
violations of the Funeral Rule, involving their failuré {0 prop-
erly disclose prices. Misleading buyers about federal and state
law is another common problem. And consumer advocates
say grieving families encounter many of the same issues with
cemeteri ndustry training tools obtained by MONEY re-
veal funeral pros sharing tips on how to hook griev ing families
into going over their budgets and to divert them from buying
cheaper merchandise elsewhere. And the magazine's survey
of regulators in 48 states shows that financial disputes are
growing overpre-need contracts, which allow you to buy
funeral arrangements ahead of thime and are now one of the
top sources of complaints about the death-care industry.

Patrick Lynch, past president of the National Funeral Di-
rectors Association (NFDA), says, “The horror stories are
exceptions.” And indeed, many funeral divectors arve compas-
sionate helpers who follow the rules Still, one dn fourisa tough
stat. You dofrt want your provider to e more eaget to line his
pockets than to smooth the process for you. Inthis story—the
first in'a theee-part series looking at the financial challenges
of end-of- life carewvou’ll learn aboub the troublesome tactics
you may come up against and the best strategies to q.)untu
‘thermn. This much is sure: You should be able tolay a loved one
1o rest in a way that hionors his or her memory without paying
more than is comfortable for vou. And don’t let anyone in the
funeral business convince you otherwise.

PHICES ARE A MG\! NG TARGET

1ts the Funeral Ruie’s most basic requirement: Provide cost
information over the phone and an itenized price list in per-
son so that consumers can pick the specific goods and ser-
vices they want and compare costs. That’s important given
the wide disparity in funeral-home prices; even in the same




area. An analysis of 10 major cities by Fverest, a-funeral-
plamning servies, found that the difference in cost for a fra-
ditional funeral between the least and most expensive estab-
Hshments within five miles of each pther averages 164%.

Yeba surprising number of funeral homes still fail to follow
the rules—27% of the 507
locations visited by the
FTCin the past four
yeurs, up from an aver-
age noncompliance rate
of 1% over the four years
prior. In New York City,
one of the few cities or
states with thelrown
regs, 80% of facilities vis-
ited earlier this year did
1101 have readily aceessi-
ble price lists, And when
a city Investigator, pos-
ing as the daughter-in-
law of a terminally ill
mayn, phoned funeral
homies for pricing, 60%
didn’t provide it,-as re-
quired by New York City
law. “Stunning says con-
sumer affairs head
Mintz, (The violators
patd fines))

The Funeral Rule also
gives you the vight tobuy
only the specific goods
and services you want,
Many families complain, ¢
though, that funeral di-
vectors pressure themto
buy a package, says Lisa
Carlson, executive divec-
tor of the Funeral Ethics
Orzanization, a nonprofit
atvocacy group, “Often these packages include alot of stuff
you don't need, as & way to get you to bay niore,” she says,
Hxtras such ag grief counseling, digital tributes, and expen-
sive florul displays can easily ratchet up the price.

A comamon factic in selling such bundles, says Bd Markin,
author of An Affordable Funerdd, is {0 present three price
points. “Mbpst people don’t want to be considered cheap or
overly extiavagant,” he says, so funeral divectors know the
farmily will typically choose the middle option and price ac-
cordingly. And while federal law requives the price list to be
presented to the customer, Carlson says it’s not uncommon
for itto be included within a jumble of other package pricing
inan effort to “confuse the consumer with too much informa-

“Estimated price for a typical cemetery plot and single granite
headstone with details and engraving (3500 and up). More
elaborate, personalized detalling or family plots and monuments -
can add several thousand more to the final bill,

tion.” Seott Gilligan, general counsel of the NFDA, says that
more choice is hot meant Lo confuse the customer, and often
packages are offered at a discount, “Its the same thing that
McDonald’s does on its value menu,” he says.
A funeral home may also imply that state or local law
requives aparticular sep-
vice, such agembalming,
according to consumer
advocates The truth is
most states almost never
require embalming, and
if a body does need to be
preserved, refrigeration
is just as effective, says
Josh Slocum, executive
“dirvector of the Funeral
Consumers Alliance, Be-
cause embalming biings
innearly $700 on average
{and as much as $3,000),
however, a funeral divec-
tor might just forget to
enlighten you about the
facts, says Slocum. -
Dan Robhling, a con-
‘sumer advocate and for-
mer cemetery investiga-
tor from California, says |
homes are under pres--
sure “to squeeze as
~much profit from every
customer they can.”
= With 48% of funeral
shoppers now choosing
cremation over fradi-
tional burial, v, just 26%
in 2000, the profit per
sale earned by indepen-
dent funeral homes—the
~ vast majority of the
business—nhas fallen 27% in the past 10 years, the Federated
Funeral Directors of America reports. Exacerbating the
erunch: The induastry has high fixed costs, including for em-
balming rooms, which are Fequired by 37 states.
Financial pregsures are also one reason the PTC has filed
%0 few lawsuits against violators of the Funeral Rule—only six
enforcement actions have been taken inthe past 12 years, With
limited resources to pursue costly litigation, the agency in-
stead mostly diverts offenders into a three-year program that
provides ongoing training and monitoring for compliance; they
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also pay fines (average: 86,000 per violator). Given the scope
of the problem relative to identity theft and other eonsumer
complaints, “we ave absolutely doingenough,” says Roberto
Anguizola, assistant director of the :
ETC's marketing-practices division,

Consumer advocate Slocim says since

the ¥TC doesn’t release the names of

offending funeral homes or details

about the violations, the agency’s effec-

tiveness is hard to judge.
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4 Check prices at three homes, mini-
mu Four out of five consumers don’t
shop around when planming a funeral,
AARP reports. Don't feel pressured {o
go with the first place you see or the one
everyone you know used; you can com-
pare costs by phone or online in less
than a day. Ask about both the manda-
tory basic-services fes, which coversthe
-time and overhead of the funeral divec-
tor and staff, and itemized charges for

the additional services you select,
Gethelp with thesearch. If collect-
ing multiple (uotes feels too datinting,
try efuneral.com or fiverest’s Price-
Finder tool, good for pricing up to
eight ‘homes in your arvea ($29,
sverestfuneral.com). You can also
sometimes get discounted rates through
your local branch of the Funeral Con-

THE CASKET CAN DO YOU IN

With average prices ranging from
$2,400 {for steel) to $8,500 (wood) and
some copper and bronze models going
for $10,000 or more, the caskel is usu-
ally the most expensive item in a fu-
neral: The good news: Discount suppliers are growing in
number, from independent online sellers to retailers like
Costeo and Wal-Mart, where coffing often go for less than
half the price of comparable ones sold by funeral homes,
The bad news: Funeral homes don’t make it easy for you to -
take your casket business elsewhers.

In some cases; funeral directors may refuse {o accept
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“WHEN WE TRIED T0 TALK
ABOUT COSTS, THE PEOPLE
AT-THE FUNERAL HOME
MADE US FEEL LIKE WE
WERE BEING CHEAP.”

“BEFORE SHE DIED, MY
MOM TOLD US NOT T0
WORRY, SHE'B TAKEN CARE
OF EVERYTHING £OR HER:
FUNERAL. BUT:IT TUANED
QUT SHE'D PAID NEARLY
TWICE AS MUCH AS THE
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outside merchandise or charge 2 handling fee, which viclates
the Funeral Rule. The practice resulted in one of the three
enforcement actions by the FTC this year: In June, Andrew
Torregrossa & Sons Funeral Home in
Brooklynagresd to pay 852,000 to sef~
tle charges that it had refused services
1o two families (one was an FTC secret
shopper) unless they bought a casket
in-house. Owner Andrew Torregrossa
called the incidents “unfortunate” and
declined furthey comment.

In the February issue of the trade
publication Funeral Services Insider;
funeral directors anonymously shaved
other tactics for handling customers
who want 10 buy merchandise else-
where, Several suggested raising the
basic-services fee to offsel lower mer-
chandise revenue. Another favored
disparaging the quality of outside ven-
dors by saying, “Go ahead. But we are
offering American-made products and
not Chinese-made.” The publication
also recommended buying caskets
from firms that create private labels:
fTwill have a different model number,
and the family won't know it’s the exact
same option available at another firm.”

Choosing cremation won't inureyou .
to the casket push. A growing number
of funeral homes offer casket rentals,
- usually for $800 ot so, to view the body
and expensive urns and containers for
the remains. Some algo encourage buy-
ing s casket outright for the cremation,
even though a cardboard box is
sufficient. Directors may try to get
argund that with questions that imply
going without a casket is less than sa-
vory, says Markin, “They.inight say,
“Would you like a chance to say good-
bye? When the grieving party agrees,

' * the funeral director might say, ‘Well,
you don’t want to see your mom laid out in a cardboard hox.
Suddenly you're back to buying a coffin.”

Gary Runes, a vetired dentist from Tiburon, Calif, expe-
rienced this while making arrangements for his aunt’s crema-
tion in 2007, She had prepaid the cremation fees, but the
funeral director “assumed we would buy & coffin to put her
n,” says Runes, “At first, that was the only option offered. 1
had to agk if there was a plan Buand only then was T told a
cardboard box was all that was required, and it was already
covered in the cost of the cremation.” Runes says he was also
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pitched other products, such as amulets and special urns
for “aafeguarding” the ashes. Slocum says it’s not uncom-
‘mon to receive cremated remains in a box or a bag marked
TEMPORARY CONTAINER to get you to buy a pricey urn.

Look outside the home.
Check out retailers like
“osteo.com, whose bestsell
ing casket goes for $950,
including shipping. Another
direct supplier with 4 wide
selection, BestPriceCaskets
.com, has free ground ship-
ping. Most caskets can be
delivered within a day.
Ask for more options,
Casket shoppers generally
buy one of the first three
models they're shown. Press
for more choices and ask to
see a catalogue, says Markin,
Also request 20-gauge steel,
not 18-gauge, which isthick-
er and costs $700 10 $1,000
more, Markin says, “Both
are suitable, and no one
would know the dif

IF-THEY MENTION
DOVES, THINK TWICE

“pselling Without Upset- .
L i S P Elaborate sympathy wreaths and casket floral sprays plus

ting the Client® is one of the
continuing-education cours-
es approved by 27 state
boards for funeral divectors
to malntain their licenses,
The online class, which a 7 ;
MONEY writer signed up for, advised funeral directors about
techninues to persuade customers fo buy more than they
need. The sweet spot for going above a client’s budget: 20%.
The conrse instructor encourages funeral divectors 1o ask
ahout the family's hudget, then say, “We are goingto stay as
close to that numbey as posgible”—conditioning customers
10 think prices will stay within reason. Then divectors are
urged to use phrases like, “We might go a little over your
budget, but this particular add-on will go perfectly :
Lynch, the former NFDA president, calls the title of the
course “tacky and inappropriate” and says he's not familiar
with its content. But in general he says upselling is not the

tribute cards and & memory book cost close to four figures;
othier add-ons, such as a police escort and an ondine tribute,
can add $2,000 to the $6,500 price of an average funeral,

norm. “The service we render for folks is far more important
than the stuff we sell them,” e gays, “1f we treat people
properly, the sales will take care of themselves.” ©

And vet many homes do offer a slew of extras; memorial
videos and websites, fancy vehicles for the funeral procession,
keepsake jewelry (say, a pen-
dant that holds ashes), even
a white-dove release for the
memorial service (six birds
with music might run 8200},
“It's not unethical; it’s just
husiness” says funeral di-
vector Joe Kalmer, n 28-year
industry veteran, who left a
traditional facility in 2008 1o
open a discount homie, (He
keeps prices down by lowers
ing overhead--he has a sin-
gle van, not a fleet, to trans:
port bodies, and doesn’t
store a supply of casicets)

- Bpecial services that add
tothe cost of cremations ave
bhecoming more common
too. In aJuly webinar of-
fered by the NFDA, ¢onsul-
tant David Nixon siggested
offering “private time to say
goodbye with the body, or
making up a body that
hadw't heen embalmed with
cosmetics to creafe abetter
mermory picture” Inan in-
terview, Nixon said funeral
directors’ experience and
training justifies extra fees
for these services: “We're
providing added value that
helps make an loved one’s
passing a little easier”

Not-gveryone sees it that
Yay. Max Millet; a technology consultant from Los Angeles,
was put off by the pressure he says ke faced to buy add-ons
when his father died at 65 two years ago. The family wanted
a simple cremation and memorial. After being quoted $1,800
over the phone by one funeral home, Miller went with his wife
and mother to finalize the arrangements. Once there, they
were pitched a decorative box for the remains, a memorial
video, and elaborate decorations. *They insisted we buy a
mandatory package with a floor of $2,600, even though we
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didn't need the components,” says Miller, His family left, later
finding a direct cremation service that charged a flat $895 fee,

SHATYOH BRBR T T :
Detail your wishes now. After planning funerals for his
wiother and two aunts, California dentist Runes and his wife
created an end-of-life docu-
irient spelling out how they

rant their deaths handled
for their two danghters.
Knowing what you want
ahead of time helps loved
ones: avoid being upsold
later, says Gail Bubin, au-
thor of 4 Good Goodbye.
Bring a wingman, A
friend who's less invested
san help you make decisions
with a clearver head, says
Brian (’Laughlin, a Kansas
City, Mo., funeral planner.
Shopwith alist. Funeral
homes play on your emo-
tions by presenting the
priciest options first, says
Rohling, the consumer advo-
cater It gives the impres-
sion the lower you go, the
cheaper you are-—the less
you thought of your loved
ones” Solution: Research
options atthe fimeral home's
website and decide what you
want before going In.

The typical cost for a cremation with exiras—such as &
casket rental ($800), a memorial service ($450), and an
emballished urn ($700)—-vs.$1,650 for & more basic ene in
which the ashes are keptin a simple contalnet or scatterad,

AT THE CEMETERY, NO
ONE HAS YOUR BACK

The hard sell vou may get
at funeral homes can hap-
peri when you're arranging
the burial too, There’s a erucial difference: At the cemetery,
thiere are no federal statutes like the Funeral Rule fo protect
you, and few states have regulations abont sales practices
either, Only six states require price lists, for example, says
the Funeral Bthics Organization.

Yet equally big bucks ave ab stake. A single plot runs about
21,500 to 86,000, depending on 'where you live, according to

14
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IhisWorld, and you'll pay.from $800 {0 $2,000.or more for
cemetery workers to dig and re-cover the grave (you'll pay
more if the burial is on a weekend). Then there’s the grave
marker, which could mean $250 for abasic headstone or thou-
sands for an elaborate bronzed, personalized monument. -
To boost sales, cemeteries are also expanding offerings for
: cremation elstomers—only
168% buy merchandise, and
when they do, they speénd
700 on average, va. $1,600
by families opting for a tea-
ditional burial, according to
Janney Capital Markets.
Among the more common
produets: a niche, which is
arecess in a wall where
families can store an urn
with cremated remains;
and a bench ($3,000 at one
Fort Lauderdale cemetery)
or a “hench estate” for
mnltiple family members
($15,000) in & “scattering
garden,” where relatives
can spread the deceased’s
ashes and later visit.
Although no state or
federal ageney tracks cemn-
etery complaints, Carolyn
Jacobi of Eiernal Justice, a
cemetery consumer advo-
cale, says she pets as many
a8 40 calls a day from fami-
lies detailing problems
similar to those heard
about funeral homes. A
typical one, says Jacobi: op-
erators telling families they
have to buy 4 grave marker
from the cemetery, noban
outside vendor, Or a ceme-
tery says the “law requives”
aburial vault (aversge price:
$1,195) to prevent the earth from sinking as the casket deterio-
rates, It's the cemetery, not regulators, that requirves the con-
tainer, which makes the grounds sasier Lo maintain; a $400
concrete box called a grave liner is as effective, Jacobi says:
Since cemeteries, unlike funeral homes, are not required
to give you a price list, you also can’t tell if you're being charged
{airly, Jacobi gays. A sales manager at Memory Gardens Me-
morial Park in Medford, Ore,, lost his Hicense last year affer g
judge found he had charged an elderly couple $495each to dig
and then fill in “urn garden plots.” The price on the cemetery’s




Internal list: $95, The manager also slipped in a nonexistent
$75 processing fes, according to Oregon cemetery-hoard re-
cords, violating laws on misrepresentations. The manager’s
lawyen, Dean Alterman, says the mispricing was an “honest
mistake” and the state overreacted:

Consumer ndvocates say cases like this underscore the
need for oversight. Congressman Bobby Rush (D-I1L) has

Twice proposed legislation to extend the Funeral Rule to cemn-

eteries and intends to try again next vear. The International
Cemetery, Cremation, and Funeral Association ( ICCFA) says
examples of wrongdoing are real but notl pervasive enough
to justity more regulation. It would be “legislation by anec-
dote,” says executive director Robert
Fells, adding the group does encourage
members to disclose prices and offers
training to improve sales practices.
The one aspect of cemeteries that
states do regulate: ensuring that the
money consumers pay for ongoing main-
fenance, called perpetual eare, is invest-
ed properly. Most states requive that a
percentage of revenue from plots be set
agide in a trust—10%in Virginia and 15%
in Michigan, for example—that pays for
upkeep of the grounds. But some cem-
eteries may collect the money and not
do the job, according tostate regulators;
in Texas, for example, poor care and
maintenance are the most common con-
suner complairits, says deputy banking
commissioner Stephanie Newberg,
Fells acknowledges that inadecuate
funding sometimes hiriders proper up-
keep; by law, he notes, cemeleries can
tap only the income from the trust, not :
the principal, and low interest rates have eaten into returns,
This particularly affects independent cemeteries, which
make up 64% of the industry {the remainder are three large
chains) and can’t spread costs among multiple facilities,

HATYOUSHpULD OO -
Yollow your own Cemetery Rule, Although not vequived
to do so by law, the cemetery should give vou a price fist on
request, says Fells, Also ask for its rules in writing, Carlson
says. When cemeteries hedge, Carlson explaing, “it’s a ved
flag that they're making things up as they go along”

Enlist an advoeate. If 2 cemetery insists ona burial vault
or anything you're not sure is necessary, contact Funeral
Consumers Alliance or Eternal Justice (eternaliustice.com).
They can help you distinguish real rules from misinforma-
tion to get you to spend more.

Claim military benefits, Did vour deceased loved one
serve in the armed forees? Honorably discharged vets, their

“WHEN WE MADE
ARRANGEMENTS FOR
MY AUNT'S CREMATION,
THE EXPERIENCE WAS
CREEPY. THEPLACE
WANTED T0 SELL ME AN
AMULET FOR HER-ASHES,”
SHARY BUNES,
TIBUBEN, SALIF.

spotises, and dependent children ave entitled to be buried
free within a military cemetery, Find ohe al wwwecemva.gov.

PAYING IN ADVANCE CAN BE COSTLY

Prepaid arrangements promise to save your family money

and stress by allowing you to plan a funeral and lock in prices

years early. You choose the arrangements and pay the bill
upfront. The money goes info a trust account or an insurance
policy until the services are needed. Good deal, eh?

' Not so much, With charges ranging
from difficulty getting refunds to mis-
management of funds, prepaid con-
tracts are high on the list of complaints
about the death-care industey, the

- MONEY survey of states found. In Kan-
sas, for example, 28% of complaints over

““the past five years have been about such
products; in Maryland they were the top
complaint, at 88% of the total Indeed,
paying in advance for funerals has
proved so problematic that the FTC,
AARP, and the Consumer Federation of
America all recommend against it.

Yet prepaid sales are up sharply. At
Bervice 3‘(&1‘;). International (8CI), the
largest funeral chain, prepaid contracts
rose 28%, to 511 hillion, over- the five
years ending in 2011, according to the
company’s financial statements.

That success is due at Jeast in part
to clever marketing that combines stan-
dard sales pressure with emotional tugs,

At a recent 8CI free-dinner seyninar in Davie, Fla,, speakers
stressed that funeral planhing is complicated (“There are 72
different decisions to make!l”y and draining (“We don't want
you coming here on the worst day of your lifel”). Sales reps at
each table urged attendees (including a MONEY writer) to
fill out a questionnaive about their preferences, which were
entered in a drawing to win a Kindle. And if you signed up by
month’s end, you'd get a 20% discount—-on what was unclear,
since no price lists were handed out. Asked ahout the appro-
priateness of those sales tactics, an SCI spokesman simply
sald the product was a good deal for consumers,

Signing up often seems like a low-risk proposition, since
providers usually-promise you can transfer vour contract to
another facility. However, seven states don't gusvantes the
right to transfer your contract, and two more allow it only if

Additionol reporting by Zain Asher




L

THE HIGH COST OF SAYING GOODBYE

you relocate—wvou can't just change your mind, according
o a 2011 NFDA report. Depending on the state, you may
also have to pay fees to make the switch,

Laws also differ about how much, if any, refumd you're’

entitied to. If your contract al-
lows you 1o cancel, vou may pay
a-fee ranging from interest
earned on the account 10 25% of
its value, Lioopholes in the ferms
may further reduce vour refund,
States require fineral homes’
and cemeteries to sef aside a per-
centage of the money cu::tamez,s :
prepay. But some allow pz’(}vx(i~
ers to keep funds paid for mer-
chandise if they canshow they've
delivered it--sending anurn to
your home or storing 3 casket for
youin a warehouse. Advocates
say some places inflate the value
of the merchandise to avoid set-
ting ‘aside or refunding your
money. T 2008, Neptune Soci-
oty, a cremation company, paid
$680,000 to the state of Colorado
to settle accusations it did just
that—for example, charging
$349 for an urn valued at about
$18. The Departmeﬁt of Insur-
ance is still investigating to see
whether the practice continues,
says spokeswoman Marianne
Goodland. Neptune says that it
follows all rules on trusts and
refunds and the situationin Colo-
rado was an isolated incident.
t’s also possible to shell out
thousands more on a prepaid
contract than the funeral costs.
That can happen whanyou buy
an ingurance policy and pay
over time instead of in a lump -
sum, as Jo Swiger’s famﬂvrdig«
covered. In 2004, at 89, Swiger
bought a Lincoln Heritage Life pohcy t0 cover.expenses
for the $8,700 funeral she had chosen and spread pay-
ments over three years. Cost: $15,688 in premiums. After
her mom died in 2011, daughter Ann Baver learned that
the policy, which had & savings account that grew over
time, would pay out only $10,807 “I don't understand how

- SHOP!

SAN JOSE

and an temized price fist
if you go In person,

BUY SRECIFIC BE

You have the right fo selec
individual goods and ser
you don't have to accept a
package deal.

Thnf merai mmp
must give you cost infa over
the phone i you ask for it -

REALLY EE%EE% ?fﬁ’

The cost of a traditional funeral varies widely, even

- CRALTIMORE

The Funeral Rufe aims 1o protect you against
predatory practices. You are entitled fo:
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buy an item, thal mist be
“sciﬂaed orﬁ tf eprice list,

hantdle & vasket or urn you
purchased elsewhsre,

they can call that an insurance policy,” says Bauer, an
aceount manager at 2 San Diego radio station.

Lincoln vice president Shirley Grossman says most of its
custoniers are younger and have time for benefits Lo grow,
' : - and adds that Lincoln no Jonger

sells multiple-payment policies
to customers over 85. But any-
one who pays over time can ex-
pect to pay 40% more than the
arrangements’ price, says Wil-
liam Stalter, a Kansas lawyer
who helps fimeral hornes create
prepayment plans, :
Finally regulators report fre—
quent and rising instances of
mismanagement and fraud with
prepaid contracts, a December
report from the Government
Accountability Office found.
Regulation is uneven, and many
states lack the funds o enforce
the rules, says Lynne Nelson,
compliance manager of Oregon’s
funeral and cemetery board.
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Just say no, You don't need
to buy a special produet to set
aside money for final arrange-
ments. You may have enough ife
insurance to cover the hills. Or,
set up a “payable on death” ac
count at the bank, making funds
available once there’s a death
ceptificate to reimburse funeral
expenses. If you don't want your
family to have to put up the
money in advance, create a joint
savings account with someons
you trust {o pay the bills.

Kurtinitis and her husband,
George, don’t want their family
to endure what she and her
mom did when it was time to put
her stepddd to rest (they're still trying 1o sell the unused
¢askets and plots on Craigslist). So they've planned burials
ina mmtary cemetery (he is a veb) and a simple viewing in
their home, “We don't want our family to.end up with a bill
forthousands,” she says. “People need to remember: Thisis
your faraily member, your burial, your business,” I
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