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® 
 Holland Supply, Inc. manufacturers a complete line of graveside burial equipment.  
From the top-of-the-line TENT FRAMES with cast iron fittings; lockstitch seamed Sunbrella  
TENT TOPS; marine bond graveside GRASS, CHAIR COVERS , DRAPES and much more.  

 
Holland Supply offers the highest quality  

products at aggressive prices. 

Holland Supply’s Graveside Equipment 

Your One Source for Graveside Burial Equipment.  
Manufacturing the Highest Quality Products Since 1962 

Holland Supply Inc.  •  (800) 527-8818  •  www. hollandsupplyinc.com  •  Holland, MI  USA 
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SAFETY  FOCUS
 

Long Machine 
Company 
 

Ph (828) 428-2648 
Fax (828) 428-8606 
longmc@charter.net 
 

THE VAULT INDUSTRY’S 
PREMIER VAULT TRAILER                                                                                          

BUILT TO ACCOMMODATE YOUR NEEDS 
   

 
 

OUR STANDARD VAULT-MASTER CAN 
PERFORM YOUR ENTIRE VAULT 
HANDLING JOBS. 
 

 OFF LOADING VAULTS FROM TRUCKS 
 SETTING VAULTS STRAIGHT OR 

CROSSWAYS  
 DISINTERMENTS 
 OPERATING ON STEEP TERRAIN. (3-

Point Hydraulic Leveling) 
 
 
  

 
 
 
 
 
 
 
WE ALSO OFFER A FIXED BOOM UNIT 
WITH ALL THE FEATURES OF OUR 
STANDARD UNIT 
 

A LARGE SELECTION OF OPTIONS IS 
AVAILABLE ON ALL OUR UNITS 
 

ALL OUR UNITS CAN BE BUILT TO 
ACCOMMODATE OVERSIZED VAULTS 

 
 
 

We set the standards for vault handling equipment.  We DO NOT copy anyone. 
We are always looking to the future. 

 

         LET US CUSTOM BUILD YOUR NEXT VAULT TRAILER 
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(The following is the second half of the address 
on Talk of A Lifetime presented at the 2016 
NCBVA Convention. The first half ran in the 
August, 2016 issue of The Bulletin.)

Taking the Talk Out in the Community
Your commitment to your local community is 
important, share the Have the Talk story in 
your hometown. Next time you attend Kiwanis 
or Rotary or another civic group you can share 
the Have the Talk PowerPoint presentation with 
members.  

It is an easy way to introduce the program in 
your community. You can also consider bringing 
this presentation to senior centers, churches, 
and even making sure that your clients know 
about it! 

You can use the PowerPoint presentation as 
is, or you can customize it for 
the group you are presenting 
to for a more personal touch.  
It’s not crafted toward funeral 
directors presenting the 
information.  

Anyone in funeral services 
can present it.  There is also 
a script for the presentation 
available for your use.

Traditional Marketing 
Materials
FAMIC has worked with its 
marketing partner Springboard 

Brand & Creative Strategy to designed all of the 
Have the Talk of a lifetime materials including 
the brochures and workbooks that can be 
customized with your individual logo.  These 
can be distributed at your place of business, to 
consumers, and at civic events. 

The workbook will help to get the 
conversation started, gives families a place 
to document stories, and begin meaningful 
conversations. The workbook is great to share 
with people after a community presentation. 
You can even recommend to your funeral home 
customers to print the brochures, or you can 
offer it to them as a gift. 

Taking “Have the Talk” Directly to the 
Consumer 
February 2016 was another historic milestone 

By Anna Bernfeld, CAE

!  

!  
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How Can “Have the Talk of a Lifetime” Benefit the Burial Vault Industry?

for funeral service and Have the Talk!  It was 
the launch of the campaign direct to the 
consumer – through national digital media.  
Taking the message directly to the consumer 
will encourage traffic on the Have the Talk 
Facebook page and the talkofalifetime.
org website leading consumers to funeral 
professionals using the Have the Talk of a 
Lifetime program through the Find a Funeral 
search tool.

A news release announcing the consumer 
launch was sent to over 10,000 media outlets.  
This included national consumer media, 
trade media, and through national news wire 
services. Over 150 outlets across the country 
had aired/published the story by the next day.

Digital marketing was initiated to drive 
consumers to talkofalifetime.org.  This includes 
digital ads, digital radio ad, broadcast video, 
one 30-second video, and two 15-second 
videos.  

All of the digital ads – video, radio and 
digital ads combined are designed to direct 
consumers to the talkofalifetime.org consumer 
website.  From there, consumers can interact 
with the site, download materials, and search 
for you through the Find a Funeral Professional 
search tool.

The digital videos, and radio ads are 

currently running on Pandora Radio as video 
pre-roll on YouTube and the search and display 
ads are on Google Network, Facebook, Yahoo, 
and others.

Measurements and Results
While providing one month’s data only a gives 
you quick look behind the curtain, and trend 
information can’t be determined for a number 
of months what we have started to see is more 
than positive. After one month of monitoring 
the results from the National Digital Campaign, 
the results have proven effective.  
● The total number of impressions for all 

campaign digital marketing was nearly 4.5 
million.

● Total website page views of www.
talkofalifetime.org were up over 31,000. This 
resulted in the downloading of nearly 300 
Have the Talk of a Lifetime brochures. 

● Facebook ads generated 26,149 clicks, 
and the click through rate was a solid 2.93 
percent. 

!  

!  

!  

!  

!  

!  

!  

!  
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How Can “Have the Talk of a Lifetime” Benefit the Burial Vault Industry?

● The videos were viewed 23,886 times in that 
same monitorization month on the Have the 
Talk of a Lifetime YouTube channel.

Testimonials were also starting to be 
contributed.  One noted that: “The combination 
of using the Have the Talk marketing materials 
offered by FAMIC with our well-trained, 
managerial staff, has increased Myers Mortuary 
pre-need business by 25%.” 
 – Shaun Myers, Myers Mortuary, Ogden, UT

More Measurements  
When consumers were surveyed during the 
FAMIC Study here is what they had to say about 
Have the Talk of a lifetime:
Over 75 percent of those surveyed believe that 
having the Talk of a Lifetime will be meaningful.  
This according to the 2015 Funeral and 
Memorial Information Council (FAMIC) Study 
of American Attitudes Toward Ritualization and 
Memorialization.
An online consumer survey was conducted in 
the spring of 2015 by NFDA, with over 1,000 
respondents.  The survey included questions 
about “Have the Talk of a Lifetime.” 
● 16 percent of respondents stated they are 

familiar with or have heard of “Have the Talk 
of a Lifetime.” This is up from 12.6 percent 
in 2014.

● 31.2 percent of respondents said this ad 
campaign resulted in talking to a family 
about memorializing for themselves or a 
loved one.

!  

Easy to Use
We’ve made this turnkey operation very 
simple for you, requiring minimum effort and 
zero dollars to help you forge relationships 
with your funeral home clients.  These are 
things that you can do today.  
Your days aren’t any easier than funeral 
directors; you are all busy.  We’ve put these 
tools together to help you no matter what 
your schedule is, the “top 10” list can help 
you drive the message.  
These are also completely in line with 
consumer behaviors, so you can feel 
confident that what you’re putting out there 
will be in front of the consumers and in front 
of funeral directors.   The effectiveness of 
it is only as good as the effort that you put 
behind it.   

1. Share the campaign materials on your 
websites.

2. Share Have the Talk of a Lifetime with 
your staff, and make sure they have the 
talk with their loved ones.

3. Share Have the Talk of a Lifetime 
messages on your social media accounts.

4. Share Have the Talk of a Lifetime with 
your communities using the PR Toolkit, 
Community Presentation template and 
other resources from the member website 
(famic.org).

5. Add Find a Funeral Professional logo and 
code to your website.

6. Share Have the Talk of a Lifetime with 
your colleagues. 

7. Share Have the Talk of a Lifetime 
brochures/materials with clients to make 
them more aware of the program. 

8. Display Have the Talk of a Lifetime 
materials with your logo during 
conventions.

9. Write an article in your newsletter about 
Having the Talk of a Lifetime.

10. Share your stories on talkofalifetime.
org and with the FAMIC marketing team -- 
famic@associationexcellence.com. 
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About the Author 
Anna Bernfeld is Senior Vice President, 
Member Relations, for the National Funeral 
Directors Association and a founding 
component to the “Have the Talk of a 
Lifetime” effort.  The National Concrete 
Burial Vault Association is a key contributor
to this broad-based campaign, and these 
remarks were presented at the NCBVA 
Conference in 2016.

Franchise Opportunities 

available!

Discover pet memorialization as an additional revenue stream
Leverage your resources

Benefit from your established community relationships
Help pet owners cope with loss and honor their pets

Expand your business...
  Add to your revenue stream

Contact us today to learn more about how to get 
involved in the pet care industry and expand your 
business capabilities.

Contact us today: (877) 741 - 7661 
franchise@pawsandremember.com

● In 2014,  60 percent of those respondents 
who have heard of the “Have the Talk 
of a Lifetime” ad campaign said it only 
encouraged them to talk to their family 
about memorialization.

What is Next?
Continuing the conversation.  Imagine a 
family that has its workbook, they have been 
having on-going conversations, learning what 
mattered most in Dad’s life.  When the time 
comes, that workbook translates through 
an arranger conference, and the next part is 
creating a beautiful funeral.  

What can you do now to further the 
conversation?  Get more involved, share how 
Have the Talk is working for you, and this 
next level of involvement will be what helps 
us begin to change consumer opinions and 
attitudes toward memorialization.

This benefits everyone in the industry, it 
can lead to an increase in advance planning, 
financial preparation, and better overall 
preparation.  This will create more income 
opportunities for products and services, 
including increased sales of vaults and related 
merchandise.

Videos featuring consumers have also 
started to be used on the Have the Talk 
consumer website and YouTube channel. 

You have given a reason to the community 
to believe in a funeral service again.  Show 
them what can be accomplished and prepare 
the next generation for the remembrance of 
life. n

Have the Talk of a Lifetime
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By Ron Overton

In continuing to work with NCBVA and concrete 
precast companies, we would like to address 
trolley booms which are designed specifically 
for the precast industry use.  These rating 
charts vary from other types of crane charts but 
are fairly simple in their design.  

It is extremely important that the operator 
fully understand the crane they are using and 
how the charts communicate the working 
areas, the cranes gross rating and any required 
deductions or reductions from the crane gross 
capacity.  We will look into one popular trolley 
boom type in the precast industry, USTC Trolley 
Boom cranes, and how they format their rating 
charts.

Understanding Trolley Boom Crane Setup
USTC requires the following during setup for the 
chart ratings to be accurate or valid.

1. Crane must be on fully deployed and 
extended outriggers.

2. Crane must be setup level.

3. Ground surface must be firm and supportive.

4. Proper cribbing/blocking used as necessary.

Informational Charts and Diagrams
These charts and diagrams are located in the 
USTC Trolley Boom Cranes operator’s manual, 
and will be clearly visible on either the boom 

or the pedestal.  Rating charts and range 
diagrams are serial- number specific to the 
crane itself.  

Do not use another cranes rating charts, 
as even for cranes of the same model number 
the ratings may vary slightly. They must be 
maintained legible and on the crane at all 
times.

1. Area of Operation Diagram:  Defines 
allowable rated areas around the crane.  
This crane type has a 360-degree working 
area (all around the crane).

2. Combination Range Diagram and Crane 
Rating Chart: This crane has a schematic 
with ratings which displays the relative 
measurements of the crane.  This includes 
from using the boom at the highest boom 
angle down to the lowest boom angle. 

     The difference between these charts and 
other range diagrams is that the gross rated 
capacity is stated right on this combination 
chart.  You do not have to look at a 
secondary chart to obtain the rating.

Area of Operation Diagram:

1. This particular crane has a 360-degree 
working area of operation and does not limit 
capacity by quadrant. (See illustration.)

2. This can vary by crane model, so be sure 
to review your specific trolley boom working 
area diagram.

3. Notice that if there is a rotation limiter, it 
does not have continuous rotation.  If your 
crane has this limiter, it would be helpful for 
setup and lift planning, you know in advance 
for lift planning where the rotation actually 
stops.

FOCUS
SAFETY

Interpreting Crane Rating Charts
Safety Focus  

Interpeting Crane Rating Charts 

By Ron Overton 

In continuing to work with NCBVA and concrete precast companies, we would like to address trolley 
booms which are designed specifically for the precast industry use.  These rating charts vary from 
other types of crane charts but are fairly simple in their design.   

It is extremely important that the operator fully understand the crane they are using and how the 
charts communicate the working areas, the cranes gross rating and any required deductions or 
reductions from the crane gross capacity.  We will 
look into one popular trolley boom type in the precast 
industry, USTC Trolley Boom cranes, and how they 
format their rating charts. 

Understanding Trolley Boom Crane Setup 

USTC requires the following during setup for the chart 
ratings to be accurate or valid. 

1. Crane must be on fully deployed and extended outriggers. 
2. Crane must be setup level. 
3. Ground surface must be firm and supportive. 
4. Proper cribbing/blocking used as necessary. 

Informational Charts and Diagrams 

These charts and diagrams are located in the USTC Trolley Boom Cranes operator’s manual, and will 
be clearly visible on either the boom or the pedestal.  Rating charts and range diagrams are serial- 
number specific to the crane itself.   

Do not use another cranes rating charts, as even for cranes of the same model number the ratings 
may vary slightly. They must be maintained legible and on the crane at all times. 

1. Area of Operation Diagram:  Defines allowable rated areas around the crane.  This crane 
type has a 360-degree working area (all around the crane). 

2. Combination Range diagram and Crane Rating Chart: This crane has a schematic with 
ratings which displays the relative measurements of the crane.  This includes from using the 
boom at the highest boom angle down to the lowest boom angle.  

The difference between these charts and other range diagrams is that the gross rated capacity 
is stated right on this combination chart.  You do not have to look at a secondary chart to 
obtain the rating. 
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20+ OTHER PROGRAMS  
AVAILABLE INCLUDING:

Forklift • Personnel Lift • Loaders

TRAINING • TRAINING MATERIALS • NCBVA CUSTOM PROGRAMS

(866) 531-0403 www.overtonsafety.com

OVERTON
Safety Training, Inc.

NCBVA CUSTOM PROGRAMS FOR:
Articulating Crane  •  Vault Cart  •  Rigging & Signaling
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ABOUT THE AUTHOR
Ron Overton, a NCCCO Certified Mobile 
Crane Operator and Accredited Practical 
Examiner, is the President, Owner, and an 
Instructor for OVERTON Safety Training, Inc. of 
Beaverton, Oregon. OVERTON Safety Training 
has been providing professional services and 
materials for the safe operation of forklifts, 
heavy equipment, aerial/scissor lifts, rigging 
and signaling, personnel lifts, loaders, and 
cranes on a worldwide basis since 1991.  
For additional information, contact Ron at 
+1.866.531.0403 or ron@overtonsafety.
com, or visit the company website at www.
overtonsafety.com. These insights are the 
opinions of the author, and not necessarily 
those of the NCBVA.

SAFETY  FOCUS

Combination Range Diagrams and Rating 
Chart:
1. Trolley Length: Distance from heel-pin 

to the center of the trolley/truck on the 
boom. Note that this is not radius, as the 
rating arc curves inward as the boom angle 
increases.

2. Boom Angle: Angle from boom to horizontal 
ground, ratings for 0-degrees to 40-degrees 
maximum. 

3. Load Ratings: Combination range diagram 
and load chart shows crane gross ratings.

 

To Determine Rating:

1. Find applicable trolley length (vertical 
curved lines shown on the chart).

2. Plot boom angle (you are configured at).

3. Find intersection point.  (Do not interpolate.  
If measurements are between values 
shown, then take the next longer trolley 
length value or next lower boom angle 
value.)

4. Utilize that gross load rating for the crane.

5. You do not need to account for parts of 
line or wire rope on this crane; it is always 
the same and is engineered into the rating 
chart.

Load Handling Deductions or Subtractions:
USTC states on the load rating chart that 
you must reduce the crane gross rating by 
the weight of any items hanging on the hook 
(rigging or load handing devices).  Be sure to 
do this, as it can be a fairly significant number.  
   From the crane gross rating subtract:

1. Actual weight of any rigging.

2. Actual weight of any load handling devices 
hanging.

Cranes NET Rating:
The crane gross rating from the chart (minus 
the weight of all deductions) equals the NET 
crane rating.  Remember, USTC is only one 
trolley boom crane manufacturer. 

There may be other manufacturers who may 
have a different method to communicate the 
crane area of operation, ranges of operation, 
crane gross ratings and any weights that must 
be subtracted.  

Be sure you are aware of how your specific 
crane manufacturer and your specific crane 
communicate this information to the operator.

Take care and work safely!  n



12   NCBVA.ORG  | October 2016

I can’t believe we spent a huge amount on 
customer-service training, and our staff still 
doesn’t consistently give great service. What a 
waste!

We sent out a memo explaining the summer 
dress code. I thought it was pretty clear, but 
the intern showed up dressed for a night at the 
club. In addition to having bad fashion sense, 
she seems to have problems with reading 
comprehension.  

He does the minimum, and that’s it. Why he 

doesn’t take more pride in his work and our 
business, I’ll never know. It’s extremely difficult 
to have him on my team. The guy’s a real energy 
drain.

Sound familiar? Probably. At any given 
moment, there are legions of employees busy 
“working” but not doing the work their managers 
expect them to do or, worse yet, doing their work 
in ways that hurt morale, productivity and the 
bottom line.

Perhaps a few of those frustrating employees 
have a professional death wish—but most don’t. 
In all likelihood, they are as frustrated by their 
performance as you are. 

The onus is on you, the manager, to identify 
and implement the fix. For starters, you must 
come to terms with the five core reasons some 
members of your team aren’t performing to your 
standard. 

Reason One: They Can’t.
If you expect people to do something they 
can’t do, don’t be surprised when they fail. For 
example, if the receptionist is supposed to greet 
guests, answer the phone, order office supplies, 
clean the kitchen, and cure infectious diseases 
all by himself, is there any wonder he can’t get it 
done?

The Fix: Take a hard look at what you ask 
your team members to do. If some of them are 
not meeting your expectations, be sure that 
those expectations are realistic and reasonable. 
Truth to tell, assigning tasks to people who, for 
whatever reason, can’t complete them to your 
standard, means you’ve brought your situation 
upon yourself. Quit beating yourself up: change 
the person you task or change the tasks.  

By Kate Zabriskie

FOCUS
EMPLOYEE

Why Your Employees Aren’t Performing 
and What You Can Do About It
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Reason Two: They Don’t Know How.
All too often people are thrown into a job with 
little or no training. They learn on the job, bring 
what they knew from their last job, or teach 
themselves if you are lucky. In other words, they 
wing it – and most of the time it shows. If you 
are holding people accountable for performing 
tasks for which they’ve had no training, you’re 
going to frustrate the employees and hurt 
morale. It’s as simple as that.

The Fix: Train people on systems, processes, 
and desired behaviors, and do it often. Good 
organizations teach forward as well as learn from 
their mistakes. Spend some time thinking about 
what needs to be completed in a certain way. For 
example, if everyone is supposed to answer the 
phone, “Good morning, Fitzsimmons and Patrick, 
this is __________. How may I help you? Then 
you’d better tell them – script them if necessary 
– show them how to do it with a smile, and do it 
yourself when you answer the phone.  

Reason Three: They Don’t Know They Are Not 
Doing It.
People are not telepathic. When you fail to make 
clear your expectations in terms of both quality 
and quantity of work, and when you fail either to 
correct substandard performance or praise good 
performance, you have no cause to complain. 
Setting clear expectations and providing regular 
feedback matters.  

The Fix: If an employee’s unsatisfactory 
performance is chronic in spite of training, 
managerial direction, and on-the-spot correction 
or praise, it is time to schedule a one-on-one 
meeting to review goals and expectations. 
Employees should know where they stand within 
an organization.  A failure to tell people whose 
sustained job performance is unsatisfactory is 
cruel, and a failure to document the meeting  is 
derelict. Your direct reports and your organization 
deserve better.

Reason Four: They Don’t Think It’s Important.
Sometimes people know the rules, and they 
ignore them because they don’t think the rules 
are that essential. How could someone reach 
that conclusion? It’s easier than you think. 
If managers don’t model desired behaviors, 
reward people for demonstrating those actions, 
and coach their team members to preclude 

deficiencies, they’re sending the wrong 
messages. Park in a spot reserved for visitors 
a couple of times. How long do you think it will 
take others in your purview to start doing the 
same thing?

The Fix: Walk the talk. It’s as simple as that. 
Hold yourself accountable first and foremost.  
Next recognize and reward what you want to 
see and address any shortcomings on the 
spot. Of course, this doesn’t mean becoming 
a patronizing zealot and thanking people for 
doing things they should be doing such as 
wearing clothing to work. Rather, it means having 
standards and sticking to them. If you’ve talked 
to the intern about observing the dress code 
and the next day she shows up looking terrific, 
acknowledge her effort.  

Reason Five: They Don’t Want To.
On rare occasions you may encounter someone 
who is capable, trained, and operating in a 
learning environment but who still fails to meet 
expectations despite repeated coaching and 
counseling.

The Fix: Document, document, document, and 
keep that poison apple away from the others 
in the barrel. There are times when people are 
simply not a good fit for a job, and you need 
either to move them somewhere else in the 
organization or out of the organization altogether. 
Be kind, firm, and quick to act. The better your 
documentation, the easier the process will 
proceed.  

Nobody ever said managing people was easy. 
It’s not. 

It requires time, thoughtful planning, hard 
work, and moral courage; in short, it requires 
leadership. That said, the payoffs can be huge for 
the employee, the organization, and for you. n

About the Author 
Kate Zabriskie is the president of Business 
Training Works, Inc., a Maryland-based talent 
development firm. She and her team help 
businesses establish customer service 
strategies and train their people to live up to 
what’s promised. For more information, visit 
www.businesstrainingworks.com. 

EMPLOYEE  FOCUS
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OK – Let’s address the big question first.  Why 
would I listen to a lawyer about ethics?  Obviously 
there must be a joke in there somewhere – right?  

The truth is that lawyers are bound by a very 
stringent and thorough code of ethics.  On top of 
that, lawyers are one of only a few professions 
that require the taking and passing of an ethics 
exam before an individual can even take the bar 
exam to become a lawyer!   

It’s actually called the Multistate Professional 
Responsibility Examination and is a two-hour 
exam consisting of 60 questions. Please note 
that in New Jersey this exam can be waived if you 
get a ‘C’ or better in a legal ethics course.  

So, lawyers are in fact great sources for ethics, 
as they have to study a professional code based 
on ethics; and pass an exam on the subject.  
Additionally, lawyers in almost every jurisdiction 
have to receive continuing education courses 
specifically in ethics every year.  

Keep in mind, I am just stating that lawyers 
are great sources for ethics – I am not saying all 
lawyers are ethical! Now that we understand why 
a lawyer can talk about ethics, let’s talk about 
why ethics in business are so important. 

Businesses have a few common 
misunderstandings about ethics.  First, many 
businesses think that so long as they make their 
customers happy – then they are doing things 
right.  Second, many businesses think that their 
employees know the difference between what 
is right and wrong, so ethics doesn’t need to be 
addressed.  

Lastly, businesses have a false sense of 
security that if they do something ‘unethical’ 
there is no real consequences.  The truth is that: 
happy customers do equal ethical ways; ethics 

are not right versus wrong; and lastly, a business 
can have serious consequences when something 
is not ethical.

What Are Ethics
There are many beliefs and definitions about 
ethics.  More than a set of moral beliefs, many 
people look at ethics as a way of dealing with 
others. The Golden Rule is an example of ethical 
practices; do unto others as you would have done 
unto you.  

A ‘win-win’ is another view of ethics.  If 
everyone wins – then it must be ethical.  There 
are also views of ethics that are classified as 
absolutist views versus relativist views.  

Consider the following question.  Is it ok to 
murder someone?  An absolutist view is yes or 
no.  

Many people quickly say no to this question. 
This is an absolutist view to ethical decisions. (As 
an aside I was presenting to a group on ethics 
and I asked this question.  The entire room said, 
“Yes, it’s ok to murder someone.”  I left the room 
and did not tell them the rest of the program!)  

Now consider this twist to the question – Is it 
ok to murder someone that is holding your family 
hostage?  Now many people will change their 
answer to yes.  This ethical decision, now based 
on the relative circumstances – is the relativist 
view of ethics.  

If you want to try again, consider stealing.  
Now consider stealing food for a starving child.
The point of this is to show that as much as 
we want ethics to be clear lines – they are not.  
Ethics are not only blurry they are subjective as 
well.  You see most decisions we consider ethical 
or unethical are based on a set of facts.  

Ethics in Business –  
Three Common Misconceptions

FOCUS
LEGAL

By  Poul Lemasters, Esq.
NCBVA Legal Counsel



16   NCBVA.ORG  | August 2016

Edgmont Metallic Pigment  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Copper, Gold, Silver, Antiques 

and 14 other colors of  

Metalink Water-base Coatings 
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1-800-610-1490 
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LEGAL  FOCUS
And to top it off we are judging the facts after everything has 

happened.  It sometimes makes ethical decisions difficult to 
make, understand, and follow.

Everyone Is Happy
The theory that we make everyone happy, so we must be ethical 
is not always a true statement.  Consider the following issue.  A 
customer asks your business to allow them to put something 
into the casket.  

It was something special to the deceased.  In fact, it was the 
cremated remains of the deceased’s pet dog.  The entire family 
is in agreement – so you comply. And guess what, the family is 
happy. 

Fast-forward one-year.  The family now wants to place a 
marker on the grave and include Buffy (That was the dog’s 
name) on the memorial.  Guess what.  The cemetery does not 
allow the memorialization of pets in the cemetery.  

Your ethical decision – that so long as the family was happy 
and you followed the deceased wishes has turned out to 
become an issue.  If the family is upset, your argument that you 
were just trying to make them happy will have little to no value.

Right and Wrong
So sometimes it’s just as simple as being right or wrong.  Right?  
Wrong!  

As a business you can’t rely on your employees to simply 
make right or wrong decisions.  As discussed above, the 
decisions are subjective, and many times are not clear because 
we look at the right decision after all the facts are provided.  

What complicates this even more is the theory of right versus 
wrong, like we do legal choices.  Many times the law – or rules 
or regulations – tell us what is allowed.  

The theory is that if we are allowed to do it, then it must be 
ethical.  Likewise, if we are not allowed to do it than it must be 
unethical.  

This is a false belief.  Legal things are many times very 
unethical; and illegal things can sometimes be the ethical things 
to do.  

Legal choices do not equate with ethics, and this just creates 
more problems. When a business decides that their employees 
know the difference between right and wrong – so they must 
be able to make ethical decisions, you are letting too much to 
chance.  

As a business consider having written ethical guidelines that 
should be followed.  Include issues such as confidentiality; 
respect to workers and customers; honesty; and how to handle 
ethical dilemmas.  

And keep this in mind – be cautious of policies that are 
absolute views on ethics.  These should be guidelines.  

For example, if your policy states that no one shall ever 
discuss information shared by clients, then how do you handle 
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AXIS SELF-PROPELLED
DUMP TRAILER

THE TOWABLE
TRUCKHOE

TH
E

PA
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TR
AC
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II

• Easily load and offload burial
vaults or monuments from trucks

• The boom swings left and right, 
making it easier to set 
monuments and vaults

• Set in any direction—does not 
have to be 90º to the plot

• One-man operated
• Low headroom clearance, 

to fit under tents and canopies
• Self-propelled
• Tow at highway speeds

ADVANTAGES & 
FEATURES

1-800-422-AXIS

www.axisequipment.com
LOGAN VAULT 
HANDLER

LOGAN MONUMENT
HANDLER

Over 20 years experience in manufacturing
the most widely used burial vault handles.

BURIAL VAULT HANDLES

accurate®

Wire and Strip Forming, Inc.

www.accuratewsf.com/handles/    sales@accuratewsf.com   phone: 630-260-1000    fax: 630-260-0033
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information that is potentially harmful to someone 
in your business; Or someone outside your 
business?  Your policy should guide your business, 
not lead it into a corner. 

It’s Just an Ethical Violation
This is probably the biggest concern for business 
today.  If we break the law – we know that we could 
be fined or even go to jail.  If we make a mistake, 
we may get sued and have to pay damages.  

But what happens when we make an ethical 
mistake?  Previously it could just be a mark 
against us.  Maybe an upset customer that writes 
a stern letter.  

Perhaps an association gives us a warning and 
asks us to act better.  But there is more now.

With social media, when someone thinks we 
acted unethically, we could become the target of 
a campaign that could do substantial harm to our 
business.  And, so long as the belief is true, the 
customer could have full reign to vent to the world.  
That is bad –but it can get worse.

Until recently an ethical violation was not 
punishable by court.  There is now case law that 
allows individuals to file claims against a business 
for not acting in an ethical manner.  

For years this was limited mostly to medical 
malpractice claims, where individuals filed suit 
against a doctor for unethical practices – resulting 
in harm to the patient.  This has become a method 

of filing a claim to avoid some of the difficulties of 
the typical malpractice case.

Now we have seen this same tactic used 
in deathcare.  Recently there was a case filed 
against a funeral home for unethical practices – 
which played a part in a wrongful cremation.  

Some people reading this may be saying, 
“thank goodness I am not a funeral home”, 
or “thankfully I do not do cremations.” But 
understand that this is not limited to cremation.  

We live in a society that is litigious and believes 
that people should act ethically.  The potential 
of this type of claim is not limited to anyone 
anymore.  

Some may be thinking I should avoid ethic 
policies to avoid these problems!  Wrong again.  
The claim against the funeral home was based 
on industry ethics – not the business’s practices.  
You are better to have written guidelines and make 
sure you follow them rather than falling under 
some guidelines that you may not even prescribe 
to.

What does this all mean?  It means that as a 
business you cannot turn a blind eye to the ethical 
side of your business; nor can you just hope and 
rely on everyone to do the right thing.  

Ethics are a part of business that must be 
discussed and practiced.  Only by embracing and 
understanding the potential ethical issues of your 
business can you actually control the issue. n

About the Author 
Poul Lemasters’ professional career covers both funeral service and law.  He now operates and 
is principal of Lemasters Consulting, Cincinnati, Ohio, a consulting business specifically for the 
funeral industry.    

He works with funeral home owners, funeral directors/embalmers, cemeteries, and crematory 
owners and operators, and assists in areas of legal, compliance, regulatory, and business 
solutions.  Lemasters also serves as ICCFAs (International Cemetery, Crematory and Funeral 
Association) special cremation legal counsel and GPL compliance advisor.

Working in the funeral industry for over 20 years and holding a funeral director’s license and 
embalmer’s license in Ohio and West Virginia, Lemasters’ experience includes managing both 
small and large funeral homes, as well as working with both independent and corporate owned 
funeral homes.  And he is actively involved in local, state, and national funeral and cemetery 
associations.

Lemasters attended Cincinnati College of Mortuary Science, graduating in 1996, and also 
went on to attend Northern Kentucky University, Chase College of Law, graduating in 2003.  As an 
attorney, he is admitted to practice law in both Ohio and Kentucky. 

His law practice began in the area of civil defense work and includes serving as corporate 
counsel for Alderwoods during 2005-2006.  As its corporate counsel, he advised on funeral home, 
cemetery, crematory, and insurance issues.  

He can be reached by phone at (513) 407-8114 and via email at poul@lemastersconsulting.
com. Visit his website at www.lemastersconsulting.com.

LEGAL  FOCUS



20   NCBVA.ORG  |  October 2016 

American Concrete Industries 
Auburn, ME

American Vault Company 
Cleveland, OH

American Wilbert Company 
Bridgeview, IL

Arnold-Wilbert Company 
Goldsboro, NC

Arrow Vault Company 
Lafayette, IN

Atlas Concrete Products, Inc. 
Orlando, FL

Babylon Vault Company 
New Windsor, MD

Baumgardner Products 
Company, Akron, OH

Baxter Burial Vault Service, Inc. 
Cincinnati, OH

Baxter Vault Company 
Baxter Springs, KS

Beck Vault Company 
Rome, NY

Bell Vault & Monument Inc. 
Miamisburg, OH

Brewster Vault and Monuments 
Millville, NJ

Bruns-Doric Vault Company 
St. Louis, MO

Brutsche Concrete Products, 
Inc., Battle Creek, MI

Buckeye Vault Service 
Mansfield, OH

C & M Precast 
Kerrville, TX

Carolina Doric, Inc. 
Florence, SC

Central Burial Vaults, Inc. 
Tulsa, OK

Central Burial Vaults, Inc. 
Oklahoma City, OK

Century Burial Vault 
Oxford, MA

Charleston Wilbert Vault Co. 
Summerville, SC

Cheboygan Cement Products 
Cheboygan, MI

Chesapeake Burial Vault 
Company, Barclay, MD

Concrete Vaults, Inc. 
Newton, KS

Crummitt & Son Vault Corp. 
Martins Ferry, OH

D of K Vaults, Inc./Gray 
Brothers, Columbus, OH

D of K Vaults, Inc./Gray 
Brothers, Iola, KS

D. G. Robertson, Inc. 
Williston, VT

Dardanelle Vault & Monument 
Co., Dardanelle, AR

Deihl Vault & Precast Inc. 
Orangeville, PA

Doody Burial Vaults, Inc. 
Winchendon, MA

Doric Manufacturing 
Company, Boaz, AL

Doric Mississippi Inc. 
Clinton, MS

Doric of Northeast Arkansas 
Jonesboro, AR

Doric of Tennessee, Inc. 
Nashville, TN

Doric Vault Co. of Central GA 
Griffin, GA

Doric Vault of Western New 
York, Inc. 
Buffalo, NY

Doric-South, Inc. 
Demopolis, AL

Esterly Burial Vault Company 
West Reading, PA

Evans Eagle Burial Vaults 
Leola, PA

Everlasting Vault Company 
Randallstown, MD

Fond du Lac Wilbert Vault 
Corp., Fond du Lac, WI

Forsyth Brothers Concrete 
Products 
Fithian, IL

Forsyth-Puttmann LLC 
Terre Haute, IN

Golden Eagle Vault Services, 
LLC 
Rocky Mount, VA

Grable Burial Vault Service 
Logansport, IN

Hairfield Vault Company 
Morganton, NC

Hardy Doric, Inc. 
Chelmsford, MA

Harris Precast, Inc. 
La Porte, IN

Huntingburg Vault Company 
Huntingburg, IN

Ideal Burial Vault Company, 
Inc., Depew, NY

Jefferson Concrete 
Watertown, NY

Lake Shore Burial Vault 
Company 
Brookfield, WI

Lycoming Burial Vault 
Company, Inc. 
Montoursville, PA

Memphis Vault Company 
Memphis, TN

Mercer Vault Company 
Fredericksburg, VA

Minchew Sand & Concrete 
Products, Inc. 
Waycross, GA

Minnick Services, Inc. 
Fort Wayne, IN

Montgomery Vaults 
Rockville, MD

Neher Burial Vault 
Springfield, OH

NOR-DON Vault Company, 
Inc., Strafford, MO

Northwest PA Burial Svc., Inc. 
Cochranton, PA

Norwalk Vault Company 
Bridgeport, CT

Ostwalt Vault Company 
Concord, NC

Palm Vault Co. 
Ada, OK

Patriot Vault & Precast 
Park Hills, MO

Pennsylvania Vault Company 
Johnstown, PA

Perfection Concrete 
Vandalia, IL

Precast Concrete Products, Inc. 
Blissfield, MI
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Name of Plant ___________________________________________________________________________

Plant Mailing Address______________________________________________________________________

Plant Street Address_______________________________________________________________________

Plant Telephone_________________    Fax Number_______________________________________

Owner’s Name_____________________________  Evening Phone______________________________

Plant Manager/Contact Person__________________  Evening Phone_______________________________

Types of Outer Burial Receptacles Produced
  Top Seals       Air Domes      Sectionals
Other________________________________________________

Please return this application with full payment to:

The National Concrete Burial Vault Association, Inc.
P.O. Box 917525
Longwood, FL 32791
(888) 88-NCBVA
Fax (407) 774-6751

For a NCBVA member in good standing, the 
Plant Certification Inspection fee is $1295. 

National Concrete Burial Vault Association, Inc.
Member Application for Plant Inspection

NCBVA Certified Vault Manufacturing Plants
(Continued) 

Pennsylvania Concrete Vault Co.
   Greensburg, PA 
Perfection Vault
   Woodson, IL
Phenix Vault
   Phenix City, AL
Pioneer Vault, Inc.
   Doylestown, PA
Poplar Bluff Doric Vaults, Inc.
   Poplar Bluff, MO
Precast Concrete Products, Inc.
   Blissfield, MI 
Precision Precast Inc.
   Pittsfield, MA
Quality Burial Vault Co.
   Houston, TX
Rex Vault Service
   Newton, IL
Rocky Mountain Monument/Vault
   Sandy, UT
Roland-Wilbert Vault Co.
   Clinton, IA
Roland-Wilbert Vault Co.
   Marion, IA
Saginaw Wilbert Vault Corp.
   Saginaw, MI
Sam Green Vault Corp.
   Lynchburg, VA
St. Louis Wilbert Vault Co.
   St. Louis, MO

Saline Vault Co.
   Sweet Springs, MO
Santeiu Vaults Inc.
   Livonia, MI
Sexton Wilbert Corporation
    Bloomington, IN
Sheldon Vault Co.
   Sheldon, IA
Shore Vault & Precast Co.
   Exmore, VA
Simerly Concrete Products, Inc.
   Bristol, TN
Simerly Vaults, Inc.
   Knoxville, TN
Southern Ohio Vault Co.
   Portsmouth, OH
Southern Vault Service
   Blakely, GA
Spoerr Precast Concrete
   Sandusky, OH
SI  Funeral Services
   Cedar Hill, TX
SI Funeral Services
   Gerard, PA
SI Funeral Services
   Parsons, KS
SI Funeral Services
   San Antonio, TX
Sunnycrest, Inc.
     Auburn, NY

Superior Burial Vaults, Inc.
   Salt Lake City, UT
Superior Vault Co.
   Bryantown, MD
Superior Vault Co. 
   Charlestown, IN
Superior Vault Co., Ltd.
   Mississauga, Ont., Canada
Swan’s Concrete Products
   Westbrook, ME
Turner Vault Company
   Toledo, OH
Vanden Boomen Burial Vaults Inc.
   Appleton, WI
Vanden Boomen Burial Vaults Inc.
   Wausau, WI
Vincent & Son, Inc.
   Galena, IL
Washington Wilbert 
Vault Works Inc.
   Laurel, MD
Warga Concrete Products Inc.
   Fort Wayne, IN
Watts Vault & Monument Co.
   Des Moines, IA
Wayne Burial Vault Co., Inc.  
    Indianapolis, IN
Welte Vault Co.
   Danbury, IA
West Plains Vault & Mfg. Co.
   Pomona, MO

Whitman Vault Co.
   Whitman, MA
Wicomico Vault Co., Inc.
   Salisbury, MD 
Wieser Precast
   Stewartville, MN
Wieser Doric Vault Co.
   LaCrescent, MN
Wilbert Burial Vault Co.
   Atlanta, GA
Wilbert Burial Vault Co.
   Waycross, GA
Wilbert Burial Vault Co.
   Muskegon, MI
Wilbert  Burial Vault Co.
   Traverse City, MI
Wilbert Services
     Lancaster, NY
Wilbert Vaults of Houston, Inc.
   Houston, TX
Willbee Concrete Products
   Jackson, MI   
Williams Wilbert
   Des Moines, IA
Williams Vault Company
   Emporia, VA
Willmar Precast Co.
   Willmar, MN
Zeiser Wilbert Vault Co.
   Elmira, NY

136 South Keowee Street
Dayton, OH 45402
(888)88-NCBVA
Fax (937) 222-5794

Precision Precast Inc. 
Pittsfield, MA

Rex Vault & Mausoleum 
Service, Inc. 
Newton, IL

Rooks Vault & Monument 
Fort Valley, GA

Saginaw 
Saginaw, MI

Saline Vault Company 
Sweet Springs, MO

Sam Green Vault Company 
Lynchburg, VA

Shore Vault & Precast Company 
Exmore, VA

Simerly Concrete Products, Inc. 
Bristol, TN

Simerly Vault, Inc. 
Knoxville, TN

Southern Ohio Vault Company 
Portsmouth, OH

Southern Vault Services, Inc. 
Blakely, GA

St. Louis Wilbert Vault 
Company 
Saint Louis, MO

Sunnycrest Inc. 
Auburn, NY

Superior Vault Company 
Bryantown, MD

Superior Vault Company 
Charlestown, IN

Superior Vault Company, Ltd. 
Mississauga, ON

T & C Precast LLC 
Henderson, TX

Temple Vault, Inc. 
Central City, AR

Tim White Vaults and 
Monuments 
Crestview, FL

Turner Vault Company 
Northwood, OH

Vanden Boomen Burial Vaults 
Inc., Appleton, WI

Vanden Boomen Burial Vaults, 
Inc., Kronenwetter, WI

Vincent, J.P. & Sons Inc. 
Galena, IL

Warga Concrete Products 
Fort Wayne, IN

Washington Wilbert Vault 
Works, Inc. 
Laurel, MD

Watts Vault & Monument 
Company 
Des Moines, IA

Wayne Burial Vault Company 
Indianapolis, IN

Welte Vault Company, Inc. 
Danbury, IA

West Plains Vault & Mfg. 
Company 
Pomona, MO

Whitman Vault Co. 
Whitman, MA

Wicomico Vault Company, Inc. 
Salisbury, MD

Wieser Doric Vault Co. 
La Crescent, MN

Wilbert of North Texas 
Grapevine, TX

Wilbert Vaults of Houston, Inc. 
Houston, TX

Williams Vault Company 
Emporia, VA

Willmar Precast Company 
Willmar, MN

Wimmer Manufacturing 
New Castle, IN

Youngstown Burial Vault 
Company 
Youngstown, OH
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National Concrete Burial Vault Association
“Serving the death care industry with the very best”

APPLICATION FOR MEMBERSHIP

Key Contact____________________________________Nickname_____________
Title ______________________________________________________________
Company Name _____________________________________________________
Street Address _______________________________________________________
City _____________________ State _______________ Zip __________________
Phone ___________________________ Fax ______________________________
E-mail ____________________________________________________________
Company Web Site ___________________________________________________

  Check here if you prefer to have your mail sent to your home.
Home street Address _________________________________________
City _____________________ State ______________ Zip ___________
Home Phone _________________ Home Fax ______________________

COMPANY INFORMATION
  Burial Vault Manufacturer   Funeral Director
  Crematory    Cemetery

 Doric  Wilbert  Eagle  Trigard
 Con-O-lite  Other              Provide Graveside Services

Metal Vaults  Plastic Vaults    Fiberglass Vaults
Offer sizes for   Children   Adults   Oversize

 Associate Member: Tell us in 25 words or less about your product/services

 Please enroll me in NCBVA today!
Signature indicates that you have read and agree to abide by NCBVA’s Code of Ethics 
and the rules that govern the National  Concrete Burial Vault  Association. Signature is 
required before this application can be processed.

_________________________________________              ___________
                              (Signature)     (Date)          

Dues Schedule

 Manufacturer Member
Dues are based on total units sold at 
this location.

Please check appropriate level:
  1-999 Units .........$225
  1000 - 1999 .........$350
  2000 - 3499 .........$430
  3500 - 4999 .........$580
  5000 and more ....$700

  Associate Member .....$300

  Franchise Group .......$1000

Payment Information
Include payment with this completed 
form. We accept Visa, MasterCard and 
American Express

  Check is enclosed

Please charge my
 Visa    

 American Express    

 MasterCard   

Account #_____________________

Expiration date _________________

Mailing 
Information

NCBVA
P.O. Box  917525

Longwood, FL 32791
(888) 88-NCBVA

Fax: (407) 774-6751

www.ncbva.org

We believe that concrete is an ideal material for the construction of burial vaults for the interment of human remains and that 
a properly constructed concrete burial vault is worthy of acceptance by the public. Our sales and advertising policies will 
be governed by standards acceptable by the public and the funeral profession and by principles advocated by the National 
Concrete Burial Vault Association, Inc. We pledge fair trade practices to our competitor, whose product we will not dispar-
age. We shall conduct our business on sound business principles, striving to build a relationship of respect and confidence for 
the burial vault industry with the public, with the funeral director and with the cemetery’s management. We will abide by the 
rules and regulations of the National Concrete Burial Vault Association, Inc., thereby contributing to a stronger and greater 
national industry.

CODE OF ETHICS
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National Concrete Burial Vault Association
“Serving the death care industry with the very best”

APPLICATION FOR MEMBERSHIP

Key Contact____________________________________Nickname_____________
Title ______________________________________________________________
Company Name _____________________________________________________
Street Address _______________________________________________________
City _____________________ State _______________ Zip __________________
Phone ___________________________ Fax ______________________________
E-mail ____________________________________________________________
Company Web Site ___________________________________________________

  Check here if you prefer to have your mail sent to your home.
Home street Address _________________________________________
City _____________________ State ______________ Zip ___________
Home Phone _________________ Home Fax ______________________

COMPANY INFORMATION
  Burial Vault Manufacturer   Funeral Director
  Crematory    Cemetery

 Doric  Wilbert  Eagle  Trigard
 Con-O-lite  Other              Provide Graveside Services

Metal Vaults  Plastic Vaults    Fiberglass Vaults
Offer sizes for   Children   Adults   Oversize

 Associate Member: Tell us in 25 words or less about your product/services

 Please enroll me in NCBVA today!
Signature indicates that you have read and agree to abide by NCBVA’s Code of Ethics 
and the rules that govern the National  Concrete Burial Vault  Association. Signature is 
required before this application can be processed.

_________________________________________              ___________
                              (Signature)     (Date)          

Dues Schedule

 Manufacturer Member
Dues are based on total units sold at 
this location.

Please check appropriate level:
  1-999 Units .........$225
  1000 - 1999 .........$350
  2000 - 3499 .........$430
  3500 - 4999 .........$580
  5000 and more ....$700

  Associate Member .....$300

  Franchise Group .......$1000

Payment Information
Include payment with this completed 
form. We accept Visa, MasterCard and 
American Express

  Check is enclosed

Please charge my
 Visa     MasterCard   

Account #_____________________
Expiration date _________________

Mailing 
Information

NCBVA
P.O. Box  917525

Longwood, FL 32791
(888) 88-NCBVA

Fax: (407) 774-6751

www.ncbva.org

We believe that concrete is an ideal material for the construction of burial vaults for the interment of human remains and that 
a properly constructed concrete burial vault is worthy of acceptance by the public. Our sales and advertising policies will 
be governed by standards acceptable by the public and the funeral profession and by principles advocated by the National 
Concrete Burial Vault Association, Inc. We pledge fair trade practices to our competitor, whose product we will not dispar-
age. We shall conduct our business on sound business principles, striving to build a relationship of respect and confidence for 
the burial vault industry with the public, with the funeral director and with the cemetery’s management. We will abide by the 
rules and regulations of the National Concrete Burial Vault Association, Inc., thereby contributing to a stronger and greater 
national industry.

CODE OF ETHICS

136 South Keowee Street
Dayton, OH 45402

(888)88-NCBVA
Fax (937) 222-5794
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Casket & Vault  
Lowering Devices 
Chairs 
Roller Bars 
Casket Stands 
Drapes 
Tarps 
Skid & Grave 
Boards 
Cocoa Matting 
Vault Emblems 
Vault Hardware 
Monument Yoke & 
Slings 
And Much More ! 

Phone: 800-515-0400      Fax: 757-488-1589      www.acsupplies.com 

 

CEMETERY SUPPLIES 
AMERICAN  

 
Manufacturer & Distributor of  : 

Cemetery, Funeral Home, Burial Vault, and Cremation Supplies 
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The Bulletin
The Bulletin is the bi-monthly publication of the National 
Concrete Burial Vault Association.  We would very much be 
interested in hearing from you!

Make sure to add us onto you mailing list for news releases 
about your company, special events, staff promotions or 
additions, and new products and services that would be of 
interest to the association and its members.

We would also look forward to receiving any photos of 
products or installations you have, either color or black & 
white.  If they are at least 300 dpi and 1 mg at 8 x 10 inch 
format, we will even consider them for the cover!

And, we are also interested in receiving any thought 
leadership articles on industry trends and techniques, along 
with case study stories that promote the high standards of the 
association.  (Or, if you just have an idea, let us know and we 
can write it for you or with you!)

Please contact me at any time!

Don
Donald A. Mounce, APR | The Bulletin Editor 
National Concrete Burial Vault Association (NCBVA) 
136 South Keowee Street | Dayton, OH 45402 
(888)88-NCBVA | Fax (937) 222-5794 
info@ncbva.org | www.ncbva.org 

NCBVA|136 South Keowee Street|Dayton, OH 45402-2241


