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Dignity Funeral business

Deaths, volume, profit and market share
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The changing mix in 2021 post CMA
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Underlying Average Revenue
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Funeral branch network
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At-Need Funerals
How to judge at-need performance in the future
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Cost to Deliver a FuneralLocal Market Share

Source: Dignity reporting database, Dignity management accounts
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TRIALS & PILOTS

Driving growth in volumes and revenues
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+36.4%

+13.6%

Price Trial Strategy Pilot

Local Market Share
% Chg vs pre period
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Source: Dignity reporting database, Dignity management accounts
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MARKETING
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C R E M AT O R I A



Crematoria Figures
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Crematoria
How to judge this division in the future
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Crematoria
How to judge this division in the future
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Crematoria
How to judge this division in the future
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Crematoria
How to judge this division in the future
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Crematoria
How to judge this division in the future

21

(Number of Crematoria)
Yield per Crematoria (£k)x

Cremations per 
Crematorium

Price per 
Cremation

Ancillary Sales per 
Cremation

1
2

39 44 45 46 46 46 46 

 -

 20

 40

 60

2015 2016 2017 2018 2019 2020 2021

 -

 500

 1,000

 1,500

 2,000

2015 2016 2017 2018 2019 2020 2021

£819 

£861 

£896 

£921 
£911 

£885 £887 

 £800

 £850

 £900

 £950

2015 2016 2017 2018 2019 2020 2021

£184 £186 £188 £186 £184 

£149 

£180 

 £125

 £145

 £165

 £185

 £205

2015 2016 2017 2018 2019 2020 2021

Source: Dignity reporting database, Dignity management accounts



Crematoria
How to judge this division in the future
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C E N T R A L  O V E R H E A D S



Central Overheads

Inc Marketing
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FY19
£31.4m

Source: Dignity management accounts
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Central Overheads

Exc Marketing
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Source: Dignity management accounts

*Other: Data & Analytics, Procurement, Health & Safety, Communications, Internal audit, 
Fleet, Legal, PMO etc 
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P R E - N E E D  T R U S T



Pre paid funeral plans
Trust plans only
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Financial Assets

Held by the Trusts (i)

Source: Dignity Statutory accounts
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Defensive Investments
(between 11-14%)

Index linked gilts and corporate bonds

Illiquid investments
(between 5-6%)

Private equity investments

Liquid investments
Cash

Core growth investments
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Financial Assets

Held by the Trusts (ii)

Source: Dignity Statutory accounts
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Return on Trust Assets
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£88.2m on starting assets 
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£38.3m on starting assets 
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C A P I TA L  E X P E N D I T U R E



Capital Expenditure

31
Source: Dignity Statutory accounts



Capital Expenditure
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Funeral Services Financial Performance

Source: Dignity Statutory accounts
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Crematoria Financial Performance

Source: Dignity Statutory accounts
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£78.3m £75.7m

£68.3m

£(28.2)m
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Cash Flow

Source: Dignity Statutory accounts
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Net cash generated from 
operating activities

£22.4m
(FY20 £26.8m)

Net cash (used)/generated in 
investing activities

£(5.7)m
(FY20 £12.5m)

Net cash used in 
financing activities

£(19.3)m
(FY20 £(17.5)m)

OPERATING INVESTING FINANCING

* Purchase of property, plant and equipment and intangible assets



Q 1  F Y 2 2  P E R F O R M A N C E



Q1 FY22 Performance

Source: Dignity management accounts
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Funeral Division

2,108 

165 

Underlying Average Revenue
£2,273

Underlying weighted average (£) Ancillary Revenue

12.7%
(Q1 FY 2021: 11.5%)

Funeral Market Share

Volumes

21,200
(Q1 FY2021: 23,800)

862 

215 

Total Average Revenue
£1,077

Underlying weighted average (£) Ancillary Revenue

12.6%
(Q1 FY2021: 11.1%)

Crematoria Market Share

Volumes

20,800
(Q1 FY2021: 22,600)

Crematoria Division

(Including  memorial sales)



B U S I N E S S  M O D E L
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We can simplify the core Dignity Business Model to 10 
components….

Business Model



FUNERAL 

PLANS

FUNERALS
Including

Memorials

CREMATIONS
Including 

Memorials

CENTRAL 

COSTS

Costs of 

Customer 

Acquisition

Revenue

Costs of 

Service

i

We have 3 Revenue categories from which everything derives plus our central costs



I

CcFc

CF

CaFa

P

CTLc

Pa

If we make Plans P and Funerals F etc….describe the mnemonics
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In practice…

Footer

FUNERAL RETURNS (AN) = ( F – Fa – Fc ) x #   where # is the number of funerals performed in a year 

CREMATORIA RETURNS (CR) = ( C – Ca – Cc ) x #    where # cremations performed

PLAN RETURNS (PN) = ( P – Pa – Fc ) x #   where # plans sold

CARRY (I) = Excess Return earned on Trust assets over funeral inflation and costs

DIGNITY RETURNS = AN + CR + PN + I - CTCc

Operational Gearing Example

AN = (2300-100-1900) * 50,000 = 300 x 50,000 = £15m

If only 33% of Costs are Variable then if Volumes go up 50% then Fc falls 22% so

AN = (2300 -100-1475) x 75,000 = 725 x 75,000 = £54.4m



W H AT  N E X T ?



Kate Davidson

O R G A N I S AT I O N A L  C U L T U R E





James Wintle

R E G I O N A L  R E S T R U C T U R E



“We strive to be the most trusted, respected and valued 
end of life provider in the UK, and the most inspirational 
and rewarding employer for those who serve this goal.” 

Mission Statement
United behind a common purpose



• One joined up business (crems and funerals)

• Federation of strong local businesses supported by Dignity’s national 
scale 

• The only name in our communities for end of life

• Consistently exceptional customer service

• Great people, premises, branding, websites

• Culture that brings out the best in and attracts the best people

• Empowered and rewarded as business owners

Start with the end in mind
Early stages on a long journey to building something exceptional



Business Plan Process
Confederation of respected local businesses supported by a strong national brand 



2022 Schedule
Business Leaders in place by July, all business plans built by November

Phase 1 - Organisation

Phase 2 - Goal Setting & Business Planning

Phase 3 - Execution

Phase 4 - Monitor and Review

Jan-22 Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22 Oct-22 Nov-22 Dec-22 Jan-23 Feb-23 Mar-23 Apr-23 May-23 Jun-23 Jul-23 Aug-23 Sep-23 Oct-23 Nov-23 Dec-23

Stage 1
(SL / SC)

x x x x x x x

Stage 2
(NL / NC / HCs / 

NE)
x x x x x x

Stage 3
(Scot / SW / Ang)

x x x x x

Stage 4
(SE / West / NW)

x x x x

Annual OKR Cycle



Regional Restructure Phases
4 key phases with every region on Phase 4 by year end

• Appoint Head of Region

• Design structure of region:

• Businesses / brands

• Service centres

• Appoint Business Leaders 

• Middle manager roles under consultation

• Assessment centres

• Appoint service delivery leads

Phase 1 – Organisation

Phase 2 – Goal Setting & 
Business Planning

Phase 3 - Execution

Phase 4 – Monitor and Review



• Fewer brands over time
• Easier to monitor, higher return on marketing spend

• Consolidate up to the point a Brand does not feel local

• Currently 500 brands, migrate to c.250 over time (wide range as we don’t 
know answer yet)

• We are in the first phase, likely to be several phases

• 1x business leader per Brand, unless two or more Brands are set to 
consolidate in the near term
• We want Business Leaders to have sense of ownership and belonging to a 

Brand/Business

Organisation phase principles
Framework for new regional structure



• Entrepreneur / business owner, supported 
by Dignity’s national network

• Manage team, conduct funerals, service 
delivery, grow brand within community

• Clear objectives

• Empowered / decision making autonomy 

• Player / manager 

• Become the brand 

• Ownership – compensated based on the 
value they create 

The Business Leader role

Size of Business

Time spent 
conducting 
funerals / 

service delivery

Business Leader expected activity levels

What is a Business Leader?



Regional Restructure Phases
4 key phases with every region on Phase 4 by year end

• Build OKRs with Head of Region

• Build OKRs with regional business leaders 
(crems/funerals)

• Build business plan for every business in region

• Business 10 year history / competitive dynamics / 
10 year vision / mission statement / plan 

Phase 1 – Organisation

Phase 2 – Goal Setting & 
Business Planning

Phase 3 - Execution

Phase 4 – Monitor and Review



Objectives and Key Results
Methodology to focus business behind same key issues throughout the organisation

• Ambitious / aspirational goal setting for each business

• Objectives built by the business leaders

• Align and focus business behind core objectives

• Objectives (The “WHAT”) – highest priorities for team to achieve

• Key Results (The “HOW”) – roadmap that’ll tell you if you’re on the 
right path 

• Quarterly OKR cycle 

• Cascade through business



Objectives cascade through the business

BL 1 BL 2 BL 3 BL 4 BL5 BL 6 BL 7 BL 8 BL 9

Region
Objectives

Region
Objectives

Region
Objectives

Dignity 
Objectives

Region
Objectives

BL 10 BL 11 BL 12

Corporate objectives are broken down into their components



Divisional OKRs
Divisional OKRs bring focus, alignment, clarity

Funeral 
Volume

Funeral 
Plan Sales

Memorial 
Revenue

Funerals

Cremations

Service 
Delivery

Cremation 
Volume

Memorial 
Revenue

DoD -> 
DoF

Standards Efficiency

1 2 3

1 2

1 2 3



Key initiatives
The same key initiatives flow through the majority of the business plans

Team & Culture CAPEX Social MediaRe-branding / Websites

Service Delivery Community Engagement Innovative productsMemorials / Funeral Plans



Example of a Busines Leader 10 year vision
Business Leader Richard Jackson’s business vision…

“The team will be exceeding funeral volumes like never before... aim high, 900+. 

The team will be made up of individuals that see natural career progression supported by 
development plans and succession planning. Staff retention will be excellent, and we will be 

a brand that everyone who wants to work within the end-of-life sector chooses to go to. 

We will have the reputation for being the only end of life provider you should use in the 
community. The brand will be recognised and supported by strong opinion formers who will 

assist naturally when talking about funeral brands. 

The teams will be almost self managing as everyone will understand, live and breathe 
winning behaviors.”



Regional Restructure Phases
4 key phases with every region on Phase 4 by year end

• Team / culture 

• Training

• Rebranding:

• Design brand / new websites / fascias

• CAPEX:

• Branch interior (incl’ back of house) / exterior 

• Marketing / community engagement

Phase 1 – Organisation

Phase 2 – Goal Setting & 
Business Planning

Phase 3 - Execution

Phase 4 – Monitor and Review



Regional Restructure Phases
4 key phases with every region on Phase 4 by year end

• Quarterly OKR cycle for every business & every region

• Data dashboards to support 

• Linked to OKRs

• Share best practice holistically 

Phase 1 – Organisation

Phase 2 – Goal Setting & 
Business Planning

Phase 3 - Execution

Phase 4 – Monitor and Review



Strategic Trial Area
c.1 year into trial and results starting to show through 

Empowerment

Property

Price & Product

Team & CultureData & Analytics

Branding

Volume +27% vs. avg.  
2017/18/19 (vs. non-trial 

+3%)

Market share +1.0%

Increase in volume to our 
own crems



Reflections on progress so far
50% of the way through the business planning

• Business Leaders highly motivated

• Very positive feedback from the field

• Embracing empowerment but will take time to bed-in

• Already seeing benefits of collaboration across the whole group

• Large investment into property

• Recruitment



Much more to come…
Long-term plan – much more for us to do

• Best in–class culture

• Retention / pay / progression / development / inductions / apprenticeships

• Dignity Academy – comprehensive training programme across the business 

• Data & dashboards 

• Standards of practice 

• Improved systems 



Becky Sappor

R E G I O N A L  R E S T R U C T U R E :
R E B R A N D I N G  O U R  B U S I N E S S E S



21 June 2022 66

WHY?

Footer
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Change the face of the industry

Footer



Brand 
Education

Brand 
Awareness

Brand 
Loyalty

Increased 
market 
share
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Support wider business goals

Footer
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HOW?

Footer
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Dedicated creative team

Footer

Creative Lead
Creative Brand 

Designer x2
Creative 

Artworker



• Collaborative process with Heads of Regions and Business Leaders.

• Includes education on the importance of good brand and design in 
successful businesses

“Working with you all on the re-branding of Frederick W Paine has been a pleasure.

Most of all I have felt like I have learnt something from this process.”

Dawn Trigg, Business Leader
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A collaborative process

Footer
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Applying new identities 
across a range of media
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Print

Footer



21 June 2022 74

Exterior & interior

Footer
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Evolve Dignity’s digital presence

Footer



• 36 brands by end 2022

• Progress is already underway with 10 brands

21 June 2022 76

WHEN?

Footer



BREAK



Mike Hilliar

F U N E R A L  P L A N S



• Everything is changing in Dignity’s 
funeral plan business

• New people, new products, new 
marketing and new regulation

• Wide implications across the 
business

79

Introduction
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Nearly 30% of Funerals come from Funeral Plans

Number of Funerals Funerals as a result of a FP

80

Over 20,000 Funerals a year from 
Trust Funeral Plans



Footer 81

• Over 220,000 Dignity Funeral Benefit Back 
book

• Generally full price funerals

• This is a growing way of funding a funeral as 
people bought into Michael Parkinson in the 
1990s

• 2,500 Funerals from Insurance plans in 
2021…but this will grow considerably

…what about Insurance Plans



• Consumer research in the early 90s into Over 50s and whole of life insurance plans showed that 
the main reason for taking out a policy was to cover funeral costs. Dignity responded by offering 
a funeral product to enhance the customer product whilst also building a future pipeline of at 
need business 

82

Funeral Benefit products are very valuable to Dignity



g

Funeral Benefit Sales – last 10 years



Footer
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Dignity Funeral Benefit -
Over 50,000 policy holders over the age of 70



• Since 2002, funeral plans have been 
‘regulated’ by the Funeral Planning 
Authority (FPA)

• The FPA has been seen more as a trade 
body than a regulator

• Membership is voluntary, meaning that the 
less scrupulous players in the market tend 
not to sign up

• Dignity has been a leading voice in 
campaigning for stronger regulation for the 
industry, including commissioning a report 
by Fairer Finance

85

Regulatory background



• The Financial Conduct Authority (FCA) was 
established in 2013 to replace the Financial 
Services Authority 

• It is the conduct regulator for nearly 60,000 
financial services firms in the UK

• Remit includes investments, pensions, 
mortgages, consumer credit, insurance, 
debt management, banking and deposits

• Legislation passed early in 2021 extends the 
remit to include funeral planning

• It is a much more active regulator than the 
FPA

86

The FCA
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Timeline

Legislation laid 
before parliament

November 2020

Financial Services 
and Markets Act 

amendment passed

January 2021 July 2021

Rules published

Window to apply for regulation

September – December 2021 July 2022

Commencement of 
funeral plan regulation

We are here



• The biggest change for the funeral planning 
industry is that regulation will become 
mandatory

• Anyone selling funeral plans after July 2022 
without FCA authorisation will be breaking 
the law

• Some smaller players are choosing not to 
continue, and one has gone into 
administration

• The overall market could shrink, but Dignity 
may well end up with a greater share
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Impact of regulation - industry



• Several providers have withdrawn their application or not applied at all

• The largest of these is Safe Hands

• As a result, Safe Hands entered administration on 23 March

• For five weeks. Dignity carried out funerals for Safe Hands customers at no charge

• We were willing to do this as a responsible funeral plan provider to ensure that no family goes 
without a funeral

• We have recently agreed a deal to carry on providing funerals at a discounted fixed rate for six 
months, subject to court approval

• During that six-month period we will assess the book in detail and make an offer to SH 
customers to switch to a Dignity plan

• We are also in discussions with several other providers we might be able to help
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Update on other providers



• Strategic shift 

• Moving from a 
partnership model to a 
branch focused 
distribution approach

• Dedicated funeral plan 
consultants supported by 
training & competence
team

• Ambition to grow the 
market and Dignity’s share
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Impact of regulation – Dignity operations



• Provision of statements to all customers, including existing plans, at least every 
three years

• Plans must be guaranteed after 12 months, meaning Promise or equivalent on all 
plans sold from July 2022

• Funeral Director must be nominated at the point of sale

• Nominated Representative pack must be sent separately to the representative 
unless the plan purchaser actively opts out
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Other new rules



• Elimination of poor sales practice

• Greater protection for consumers, no more Safe Hands situations

• Improved product reputation

• Level playing field

• Improved systems, processes and records
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Benefits of regulation 



Charlotte O’Shea

F U N E R A L  P L A N S :
P R O J E C T  C A S T R O



• Restrictive and uninspiring 

• Branches felt uncomfortable selling them

• Laborious paper based application process

• Limited and dated digital experience 

• Messaging was based around removing the financial burden 
from next of kin
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Existing Funeral Plans







“There’s a church in Barnes - I’ll leave my  
husband to decide on the reception, as long as 

there is tequila. I want tell me it’s not true by 
Blood Brothers to be played.  

My children love reading poems with me [so] if 
they would be up for it, I’d like them to read”

Dame Deborah James













• Fully Tailorable 

• Accessible and Inclusive

• Greater transparency

• Editable 

• Inspiring 

• Encourage a Celebration of Life 

Funeral Plans Reimagined



Nikita Jan

E S G  &  S U S TA I N A B I L I T Y



“We aim to be ‘net-zero’ across the Dignity 
network by 2038.”

21 June 2022 105

Our Climate Pledge

Footer



Laura Bratt

E S G  &  S U S TA I N A B I L I T Y :
R O A D M A P  T O  2 0 3 8



21 June 2022

Dignity Journey so far…



21 June 2022

Carbon Disclosure Year on Year 



21 June 2022

Dignity plc

Ethical Environmental Community People

Communications Engagement Strategy

All Groups provide updates Quarterly

Dignity’s ESG Committee



Our 2022 focus



Kate Davidson

C L O S I N G  R E M A R K S



Q & A



THANK YOU


