MEDIA MATTERS

Fay Spano

DI

FEBRUARY 2005

RECTOR

Costco Casket Contention

High-profile competition can actually provide your best
opportunity to promote the value of your services to the media

he news broke (as they say in the

business) about six months ago,

and the media jumped onto the
story, as expected. Telephone calls from
reporters representing major daily newspapers
came into my NFDA office in quick
succession. They wanted reaction to the
move by Costco Wholesale Corporation to
ht‘l_'in [L'\['ﬂ'l-][kI:Tllﬂg CJ‘kc(‘ in SC\'CF'.']
(:hi\'.agu-.:fc.l STOTEs.

NFDA Immediate Past President Mark
Musgrove, as well as several other NFDA
spokespeople, had the opportunity to offer
some very positive funeral service messages
because of the media’s interest in the
Costco story. “When mom dies at 4 a.m.,
we are the ones you call,” Musgrove was
quoted as saying in USA Today. NFDA
President-clect Bob Biggins rold the
Chicago Tribune: “Funeral service is about
caring for people. We're going to answer
the phone at 2 in the morning at the drop
of a hat and serve that family.”

These messages delivered to the media
were neither angry nor did they speak
negatively of Costeo. Instead, they conveyed
the warm, compassionate service thac
funeral directors display daily — something
'h"l[ |'|TE!:J-{L':'.I.|](.'B cannot i)r(_wiljc.

A recent word that Costco now
expanded casket sales into more states, the
issue will not go away. In fact, it could
prompt even more media curiosity. Thar

means that funcral directors across the
country might be confronted by their local
media on this topic.

Your Costco Media Message

The NFDA staff, Exccutive Board and other
NFDA spokespeople frequently discuss
appropriate media responses to a variety of
funeral service topics, so that we are prepared
when challenging issues arise. We also
receive training from media experts annually
on how to deal with these types of issues. |
talked recently with one of NFDA's media-
spokesperson trainers to get her ke on
how best to respond publicly to the Costco
story.

“With the issue of Costco, my best
advice is to talk about what you know best
and what you do,” says Sue Castorino,
p:csid:m of The S[r:.tking Spcci.ﬂiﬂ.
“Use what you do best to your advantage
with the media. You are funeral 1':1'05’1::-
sionals; you are caring and compassionarte
people; you are always there. Let the
reporter know that. Talk to them just like
}'Ou [ﬂ!L “.i[h .\'ﬂur f.lmi!lcs, .'U'lli IC[ Ihl.‘
\\'ﬂ[m{h ﬂﬂ(l COH\’T]S'\iﬂn come (llrt’ush.h
she adds.

Castorino cautions funeral directors not
to appear or sound angry or defensive
when talking about Costco, or any other
competitors for thar marter. Moreover, even
though a reporter might try to provoke
you into speaking negatively about your
competition, never take the bait. Never be
defensive publicly — take the high road.

Another piece of advice from Castorino:
n]dkf an rﬂ-nr[ not to nl{'nl'mn :I'H:' \\'ﬂ“l
“Costco” when ralking 1o a reporter who
mighl be l'mrr\'icw'mg you on this issue.
“If you talk about Costeo or anybody else,
now you're giving them more publicity.

Talk abour what you do. Though you may
have provided the reporter with a lot of
information, you may only be quoted once
or wwice if youre lucky. So make every
quote count. You know the questions may
be coming; you know the issue is out there.
Take some time to think about what you
want to say publicly in response to this
issue.”

The key. says Castorino, is to take the
opportunity to tell your story. Be proactive,
not reactive. Say what you want to say
about your service and your business in a
positive way. Stay focused on what you want
tw falk about. And remember that your
answer is more important than the question
because it will be your response that shows
up in the story, not their question.

Along those lines, Castorino reminds us
of another important media interviewing
tip: Do not repeat the negarive part of a
reporter’s question because that will likely
be the quote that gets aired or printed.

Finally, some reporters are masterful ar
putting words in the mouths of the people
they interview. For instance, a reporter
might use some negative language about
your cump:lit ion and then ask, "Deon't you
oree?” This could be an arcempt 1o get a
juicy sound bite or quote from you, so be
careful not to get caught in thar wap.

One cermainty is that Costeo’s casker
venture has provided a good lesson in the
kind of funeral scrvice story that gets the

media’s atcention. As long as we are well
iT[fE‘:Ir(‘L{ “'i I'l rfbl‘u“!(.'!. hu\\'c\'cr‘ we
should always view the media’s interest as
an opportunity to deliver a positive funeral

service message. *

Sue Castorino is President of The Speaking Specialists in Chicago.
She can be reached at — www.thespeakingspecialists.com



