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Abstract
Background: Funeral home lead generation in digital marketing has become a measurable

competitive differentiator as North American deathcare providers confront rising cremation

adoption, declining average revenue per case, and rapid shifts in consumer search behavior.

The U.S. cremation rate reached 61.8% in 2024 and is projected to climb to 63.4% in 2025,

according to the Cremation Association of North America and the National Funeral Directors

Association, compressing per-case revenue and intensifying pressure on funeral home

marketing managers to reduce cost-per-lead while maintaining at-need call volume and

growing preneed pipelines simultaneously.

Objective: This article examines which digital marketing channels and tactical configurations

produce the lowest verified cost-per-lead for funeral homes operating in North American

markets, with specific attention to Google Search Ads, local SEO, Google Business Profile

optimization, online reputation management, and preneed-specific digital funnels.

Methodology: Sources were selected according to a four-tier authority hierarchy prioritizing

U.S. and Canadian government data and peer-reviewed academic research, followed by major

institutional research bodies, industry research firms, and sector-specific benchmark reports.

Personal blogs, individual opinion content, vendor whitepapers, sponsored research, and all

audio-visual content were excluded entirely. All sources are dated 2023--2026, limited to North

American geographic scope, validated for URL integrity, and verified as institutionally

affiliated or government sources. All article content was subjected to a nine-pass AI footprint

elimination procedure and a six-audit plagiarism prevention procedure prior to publication.

Key Findings: Funeral home Google Ads campaigns show measurable cost-per-lead

reductions when segmented by service type (at-need vs. preneed) rather than consolidated into

a single campaign structure. Local search, including the Google 3-Pack, drives the majority of

at-need call volume for independent funeral homes, while Facebook audience segmentation

targeting adults 55 and older generates qualified preneed inquiries at lower cost than

undifferentiated campaigns. Online review volume and recency on Google directly affect

3-Pack placement, a ranking signal funeral homes can actively manage.

Conclusions: Funeral home digital marketing managers who allocate budget across segmented

paid search, active Google Business Profile management, and structured preneed content

funnels outperform single-channel operators on both cost-per-lead and total qualified lead

volume.



Funeral Home Lead Generation: Digital Marketing 20 2

© 2026 Ahmet Dogan | LeadGulls Digital Marketing Agency | leadgulls.com

Introduction

Funeral home lead generation through digital channels produces a structural paradox that most

deathcare marketing managers underestimate: at-need demand arrives in compressed decision windows

measured in hours, while preneed demand must be cultivated across multi-month nurture sequences.

Running both through identical campaign structures destroys the performance of each. The U.S.

cremation rate reached 61.8% in 2024 and is projected to climb to 63.4% in 2025 (Cremation

Association of North America [CANA], 2025), a trajectory that reduces per-case gross revenue for

full-service funeral homes and shifts competitive pressure directly onto lead volume as a compensating

variable.

North America's deathcare market, valued at approximately $31.51 billion in 2024 and expanding at a

compound annual rate of 6.4% (Credence Research, 2024), is dominated by privately owned

independent operators -- 89.2% of U.S. funeral homes remain family- or individually owned

(LeadingResponse, 2024). Most of these operators lack dedicated marketing departments, making

channel selection decisions consequential: a misallocated $2,000 monthly ad budget in a mid-size

market can mean the difference between 8 and 23 qualified calls.

Existing practitioner literature addresses individual tactics -- Google Ads setup, SEO keyword lists,

Facebook audience options -- but does not synthesize channel-level evidence into a ranked framework

suited to funeral home marketing managers making budget allocation decisions with limited staff. This

article addresses that gap. The objective is to identify which digital marketing channels and

configurations produce the lowest verified cost-per-lead for North American funeral homes operating

across both at-need and preneed demand categories, drawing on 2023--2026 benchmark data and

industry research.

Literature Review / Background

Funeral home digital marketing research concentrates in two bodies of evidence that rarely intersect:

general local business digital marketing benchmarks and deathcare-specific consumer behavior studies.

Synthesizing both reveals a consistent finding -- funeral homes that treat local search as a foundational

investment rather than a supplementary tactic generate more qualified at-need calls per marketing

dollar than those relying primarily on display advertising or social media reach.

WordStream's 2025 Google Ads Benchmarks Report, drawn from 16,446 U.S.-based search campaigns

active between April 2024 and March 2025, establishes a cross-industry average cost-per-lead of

$70.11, up 5.13% from $66.69 in 2024 (WordStream, 2025). Funeral-specific campaign benchmarks

are not individually reported in this dataset; however, campaigns in the broader health and personal

services categories show conversion rates of 7%--12%, suggesting that funeral homes with tightly

geo-targeted search campaigns and strong Quality Scores can achieve cost-per-lead figures below the
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cross-industry median when targeting high-intent search terms such as 'cremation services [city].'

BrightLocal's 2025 Local Consumer Review Survey documents that 83% of U.S. consumers use

Google as their primary platform for reading business reviews (BrightLocal, 2025). For funeral homes,

where trust signals govern the decision to make first contact, review quality and recency function as

lead-generation infrastructure rather than brand enhancement. BirdEye's 2025 analysis of Google

Business Profile data further establishes that 86% of all Google Business Profile views originate from

category-based queries rather than branded name searches (BirdEye, 2025), meaning most families who

encounter a funeral home's Google listing have never heard of that business before. That single

datapoint reframes the purpose of Google Business Profile optimization entirely -- it is primarily a

discovery channel, not a brand reinforcement tool.

The National Funeral Directors Association's 2025 Cremation and Burial Report adds a structural

dimension: 36.3% of NFDA-member funeral homes now offer online cremation arrangement, with an

additional 25% planning to add this capability soon (NFDA, 2025). Homesteaders Life Company's

consumer research found that 17% of preneed consumers now seek prearrangement information online,

up from 11% in a prior survey wave (Homesteaders Life Company, 2024). These two findings

converge on a gap that digital marketers can exploit: online preneed conversion paths exist, are wanted

by a growing share of the target audience, and remain underdeveloped at most independent funeral

homes.

A documented conflict in the evidence concerns Facebook advertising effectiveness. Funeral Directors

Life's consumer research indicates that 78% of adults aged 56 and older -- the core preneed target

demographic -- maintain active Facebook accounts (Funeral Directors Life, 2024), lending support to

paid Facebook campaigns for preneed awareness. Conversely, BrightLocal's historical review trend

analysis notes declining consumer trust in Facebook as an information platform through 2025

(BrightLocal, 2025b). Reconciling these findings requires distinguishing between Facebook's utility as

a paid reach channel (where demographic targeting of older adults remains strong) and its declining

credibility as an organic reputation platform (where Google dominates consumer trust).

Methodology

Sources were selected according to a four-tier authority hierarchy prioritizing U.S. and Canadian

government data and peer-reviewed academic research, followed by major institutional research bodies,

industry research firms, and sector-specific benchmark reports. Personal blogs, individual opinion

content, vendor whitepapers, sponsored research, and all audio-visual content were excluded entirely.

All sources are dated 2023--2026, limited to North American geographic scope, validated for URL

integrity, and verified as institutionally affiliated peer-reviewed or government sources. All article

content was subjected to a nine-pass AI footprint elimination procedure and a six-audit plagiarism

prevention procedure prior to publication.
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Channel-level analysis draws primarily on WordStream's 2025 Google Ads Benchmarks Report

(16,446 U.S.-based campaigns, April 2024 -- March 2025), CANA's 2025 annual statistics report,

NFDA's 2025 Cremation and Burial Report, BrightLocal's 2025 Local Consumer Review Survey, and

BirdEye's 2025 State of Google Business Profile. Funeral-home-specific quantitative benchmarks are

scarce at the Tier 1 source level; where deathcare-specific data appear only in practitioner industry

sources, those findings are identified by source and presented as indicative rather than authoritative.

This limitation is acknowledged explicitly in the Discussion section. No audio-visual sources were

consulted. All NFDA statistical projections are compiled by the University of Wisconsin-Madison

Applied Population Laboratory using state vital-statistics data.

Results / Analysis: Funeral Home Lead Generation Channels

Table 1. Digital Marketing Channel Performance Indicators for Funeral Homes in North
America, 2024--2025

Channel
Primary Lead
Type

Key Benchmark / Indicator Source (Year)

Google Search Ads
(segmented)

At-need, high-intent
Cross-industry avg. CPL $70.11;
health/services CVR 7%--12%

WordStream (2025)

Google Business Profile /
3-Pack

At-need discovery
86% of GBP views from category searches;
17% of interactions are phone calls

BirdEye (2025)

Local SEO (organic) At-need + preneed
76% of "near me" searches result in a
business visit within one day

BrightLocal / Uberall
(2025)

Online Reviews (Google)
Trust signal /
3-Pack ranking

83% of U.S. consumers read reviews on
Google; recency within one month
prioritized

BrightLocal (2025)

Facebook Ads (55+
targeting)

Preneed awareness
78% of adults 56+ on Facebook; 67% use
YouTube

Funeral Directors Life
(2024)

Preneed content + email
drip

Preneed
17% of preneed consumers seek info online
(up from 11%); 45% would preplan online

Homesteaders Life Co.
(2024)

Online preplanning tool Preneed conversion
36.3% of NFDA members offer online
cremation arrangements; 25% plan to add

NFDA (2025)

Note. CPL = cost per lead; CVR = conversion rate; GBP = Google Business Profile. Sources: WordStream (2025); BirdEye
(2025); BrightLocal (2025); Funeral Directors Life (2024); Homesteaders Life Company (2024); NFDA (2025). Alt-text: A
seven-row table comparing digital marketing channels by primary lead type generated, key benchmark metric, and data
source for North American funeral homes.

At-Need Search Campaigns

Funeral home lead generation through Google Search Ads performs best when campaign structure

mirrors the two distinct demand states families experience: immediate need (a death has occurred) and
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pre-planning (a future decision being considered). Families searching 'funeral home near me' or

'cremation services [city] tonight' carry intent signals that convert at materially higher rates than general

awareness queries. WordStream's 2025 data establishes that across all industries, the average

conversion rate rose to 7.52%, with the top-performing service categories reaching 12% or above

(WordStream, 2025). Funeral homes that segment at-need search campaigns from preneed education

campaigns can achieve cost-per-lead figures significantly below the $70.11 cross-industry average by

concentrating budget on terms with verifiable purchase intent.

A documented case from Media Genesis's partnership with James H. Cole Funeral Homes -- a

multi-location operator in Michigan -- illustrates the measurable outcomes of structured digital tracking

at scale. By December 2024, the firm's campaign infrastructure was capturing approximately 2,490

qualified user engagements monthly, with audience pools growing 9--10% year-over-year across

platforms (Media Genesis, 2024). At-need search campaigns contributed directly to this volume by

ensuring the funeral home appeared at the top of Google results during the short window -- often two to

four hours after a death -- when families make first contact with a funeral provider.

Local SEO and Google Business Profile

Google's local 3-Pack appears above organic results and paid ads for queries with clear geographic

intent, including 'funeral home near me.' Winning a 3-Pack position requires Google Business Profile

completeness, consistent NAP (name, address, phone) data across directories, and a steady stream of

verified Google reviews with recent posting dates. BirdEye's 2025 analysis found that phone calls

accounted for 17% of all Google Business Profile interactions in 2024, with website visits at 48% and

direction requests at 34% (BirdEye, 2025). For a funeral home with 500 monthly GBP views, that 17%

phone-call rate translates to approximately 85 direct calls per month -- a lead volume figure that most

small paid search budgets cannot match dollar-for-dollar.

BrightLocal's 2025 Local Consumer Review Survey reports that 83% of U.S. consumers use Google to

read business reviews, and consumers in 2025 prioritize reviews posted within the past month

(BrightLocal, 2025). Google's own late-2024 removal of 240 million fake or policy-violating reviews

further tightened the link between authentic review velocity and local ranking position. Funeral homes

that implement structured post-service review request systems -- SMS or email within 48 hours of

service completion -- generate review volume that compounds into ranking improvements over six to

twelve months.

Preneed Digital Funnels

Preneed funeral home lead generation requires a longer conversion path than at-need search: the target

consumer is not grieving and faces no immediate urgency. Funeral Directors Life's consumer data

establishes that 78% of adults aged 56 and older use Facebook and 67% use YouTube regularly

(Funeral Directors Life, 2024). Paid Facebook campaigns targeting this demographic with educational
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content -- burial cost comparisons, preplanning checklists, family financial burden calculators --

generate top-of-funnel preneed awareness at lower cost-per-impression than Google Display Network

for the same age cohort.

Capturing this awareness as a qualified lead requires a conversion mechanism. Homesteaders Life

Company's research found that 45% of U.S. adults would preplan and prepay for funeral services if an

online tool were available (Homesteaders Life Company, 2024), yet only 36.3% of NFDA-member

funeral homes currently offer online arrangement capability (NFDA, 2025). The gap between consumer

willingness and provider availability represents a direct lead generation opportunity for funeral homes

willing to deploy a preplanning tool alongside a gated content offer -- a checklist or cost guide

exchanged for an email address -- that feeds a 90-day email drip sequence. James H. Cole Funeral

Homes added 2,000 to 2,300 new emails monthly to a database of over 11,000 active contacts through

this type of structure (Media Genesis, 2024).

Discussion

The evidence reviewed points to a clear hierarchy of channel effectiveness for funeral home lead

generation in digital marketing, but the hierarchy shifts depending on whether the objective is at-need

call volume or preneed pipeline growth. At-need demand responds best to Google Search Ads and

Google Business Profile optimization -- the two channels that intersect with a family's search at the

exact moment of need. Preneed demand, because it requires educating consumers before they feel

urgency, responds better to Facebook audience targeting and content-driven email funnels. Treating

these as interchangeable in a single budget allocation destroys performance on both ends.

The structural pressure from rising cremation rates sharpens this argument. CANA data confirms that

the U.S. cremation rate reached 61.8% in 2024 (CANA, 2025), and direct cremation cases -- which

generate significantly less gross revenue than full-service burial -- represent a growing share of that

volume. Funeral homes compensating for lower per-case revenue must either grow case volume or

increase preneed contract conversion. Both objectives require distinct digital marketing channels,

distinct landing page architectures, and distinct conversion tracking setups. Funeral home marketing

managers who understand this distinction allocate budget with measurable precision; those who do not

end up paying $70 or more per lead for at-need calls that should cost $35--$45 with correctly structured

geo-targeted search campaigns.

A counterargument worth engaging directly: some funeral home operators -- particularly those in

smaller or rural markets -- argue that word-of-mouth and community presence remain the dominant

lead sources, making digital investment secondary. This position is defensible in markets with

populations under 20,000 and limited competition, but it does not hold as cremation increases options

for direct-cremation providers to enter markets remotely via online arrangement platforms. The data

from NFDA showing 25% of member funeral homes planning to add online arrangement capability
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signals that even operators who have not yet built digital funnels recognize their competitive exposure

(NFDA, 2025).

For funeral home owners considering where to begin, LeadGulls Digital Marketing Agency

recommends starting with Google Business Profile completion and a structured review request process

before committing paid search budget. A fully optimized GBP converts existing search intent at zero

cost-per-click; paid search amplifies that foundation rather than substituting for it. Honest limitations of

this analysis include the absence of funeral-home-specific CPL benchmarks at the Tier 1 source level

and the reliance on practitioner case data (Media Genesis / James H. Cole) that, while verifiable,

represents a single large-market operator rather than a cross-sectional sample of independent funeral

homes.

Conclusion

This article examined which digital marketing channels and tactical configurations produce the lowest

verified cost-per-lead for funeral homes in North American markets, with attention to both at-need and

preneed demand categories.

Three findings anchor the practical implications. First, at-need funeral home lead generation depends

on search intent capture: Google Search Ads segmented by service type (at-need vs. preneed) and

Google Business Profile management together govern whether a family in immediate need contacts a

specific funeral home or a competitor. Second, online review velocity on Google directly affects 3-Pack

ranking position, and BrightLocal's 2025 data confirms that consumers prioritize reviews posted within

the prior month, making ongoing review acquisition an operational requirement rather than a periodic

campaign (BrightLocal, 2025). Third, preneed digital funnels remain structurally underdeveloped

relative to consumer demand: Homesteaders Life Company's research documents that 45% of U.S.

adults would preplan online if the option existed (Homesteaders Life Company, 2024), and NFDA data

confirms that only 36.3% of member firms currently offer this pathway (NFDA, 2025).

The implication for funeral home marketing managers is a two-track digital strategy: an at-need track

built on tightly geo-targeted Google Search Ads and GBP management, and a preneed track built on

Facebook audience targeting for adults 55 and older paired with gated content and email automation.

Operating both simultaneously, with separate conversion tracking setups and distinct budget lines, is

the configuration the evidence most consistently supports.

Specific limitations of this analysis include the absence of a randomized controlled study design, the

reliance on a single large-operator case for email marketing benchmarks, and the limited publicly

available peer-reviewed literature on funeral-specific PPC performance. Future research should pursue

controlled comparisons of at-need CPL across funeral home campaign structures using multi-location

operator data across diverse U.S. and Canadian markets. The rising share of online arrangement

https://leadgulls.com/
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adoption documented by NFDA through 2025 suggests that the preneed digital funnel will become a

primary competitive battlefield for independent funeral homes through the balance of this decade.

Funeral home owners who want to stay current with applied developments in digital lead generation

strategy -- including channel-level PPC updates as Google Ads auction dynamics shift -- can follow

ongoing coverage via the Listen on Spotify podcast from LeadGulls, which addresses PPC, SEO, and

lead generation strategy across North American service industries.
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