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“Today it seems that 

many people are 

lost when it comes 

to memorialization, 

and often don’t see 

the value. Even 

if cremated, it is 

still important to 

memorialize a loved 

one, as it helps the 

grieving process for the 

individual.”

Marketing to the New Generations

With the growth of 
a global family 
base, marketing 

to new generations of customers 
becomes ever important to 
business growth and expansion. 
Bryan Poirier, who serves as 
Marketing/Sales Manager as 
well as Client Representative 
with Quincy Memorials in 
Massachusetts, has generated 
a unique approach to this 
audience.

“We have created an 
information booklet which goes over things that we feel people 
need to know in shopping for a monument,” adds Poirier. “We have 
even written and posted several segments to our website.

“This booklet is a great marketing tool to give to individuals, 
as each section contains easy to read information and not in-
depth articles. They can take this information home, share it with 
the family, and this helps educate them on the importance of 
memorialization.” 

“We also give these to our partners in the death care industry, 
such as cemeteries, funeral homes, 
and with pre-planning councils 
on aging. Likewise, we have sent 
them to churches for bulletin use, 
along with local newspapers and 
magazines,” says Poirier.

“It is very important to get this 
message out, as nothing is necessarily 
proprietary to our company since 
much of it was gleaned from our 
participation in MBNA.  We have 
decided to publish this general 
information in future issues of 
MBNews in order to present the 
information and ideas to monument 
builders across North America.”

(Editor’s Note:  Please keep an eye 
out for these future articles during 2013!)

Quincy Market
“Our customer base surrounds the greater Boston 
area,” notes Poirier.  “When someone comes into 
our showroom, I like to first ask them if they have 
something in mind.

“If they don’t, I direct them toward our 
inventory.  This allows them to walk around, get 
some ideas on what we have, and then we can meet 
and plan from there.”

“We also have a video monitor which displays 
a hundreds of memorial pictures, which also 
allows families to focus and discuss together,” says 
Poirier.  “We feel it is important to then ask a few 
clarification questions regarding the interests of the 
departed, which always helps best memorialize a 
family member.

“In our market, we use a lot of Barre gray, 
Mountain rose, black, and various ranges of darker 
gray colors which are popular in our region. We 
also have a high Irish-heritage population base, so 
utilizing green colors is also important.”

“Size ranges are varied, as it is most important 
in the planning process to show what is possible,” 
says Poirier.  “While 90 percent of customers may 
still opt for two and three foot serp tops, displaying 
options we have found helps them in their 
decision.”

Company History
Quincy Memorials, Inc., 
was founded in 1950 by 
The Ricciardi Family. In 
1979, 29 years later, the 
business was purchased by 
Yves and Donna Poirier.  
Yves runs the company 
and main office, and 
Donna is semi-retired but 
still active in the business. 
Both of them grew up in 
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the granite industry in Barre, Vermont. 
Donna’s grandfather, Rudolph Rouleau, and her 

father, Lucien and family, were owners of Rouleau 
Granite Company in Barre. It was once one of 
the largest granite and memorial manufacturing 
business in Barre, and she remains proud that Barre 
still quarries some of the best and most beautiful 
granite in the world. 

Her maternal grandfather and Yves’ father were 
both stone cutters and designers in the granite 

manufacturing plants.  So Bryan and his brother 
Jeff are now the fourth generation involved in the 
memorial industry.

“I came on board full-time in 2008, while Jeff 
has been active since 2005 and serves as Client 
Representative and Manager of our Waltham 
location,” says Bryan Poirier.  “We have our main 
operation in Quincy, as well as operations in 
Kingston and Waltham. We are very proud to work 
together and serve Eastern Massachusetts with high 

quality memorial tributes.”

Bryan’s brother, Jeff (above), 
serves as the Client 
Representative and Manager 
of the Waltham location 
pictured on the left.

Ann Hefner serves as the 
Kingston Branch Manager 
pictured on the left.
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business, you need images, words, and feelings, 
to make it distinctive and to make it a brand. 
Branding involves several elements:

perception – How do you want your 
customers/clients to think about your business? 
How would your customers describe you and 
your business? What value do your products/
services provide, and how do you want the 
world to perceive that value?

logo – Clarify your message based upon the 
perception you want your customers to have 
about your business, your niche, and how you 
want to position yourself. Distill that into an 
image that will be the visual representation of 
your company: your logo. 

tagline – Then translate that into a powerful, 
compelling tagline. Keep it brief (3-7 words). 
Make it memorable. Be sure it fits your 
business. The best taglines are evocative, 
meaning they conjure images, thoughts, and 
feelings. 

graphicS – Choose visuals that best express 
and integrate with your logo and tagline. 
Support your message with every visible aspect: 
colors, typeface, styles, and other graphic 
elements.

Step 6: create Your WebSite
The nature of your business will drive and 
designate your website by topic — e.g., 
content, features, directions, contact info, blogs, 
links, biography, photos, itineraries. Then start 
writing your copy, making sure its tone fits the 
website design. 

State the key benefits clients will receive, the 
key values you deliver, and the key concerns you 
share. What topics does your website need to 
cover? Use that list to create your website pages. 

• Home page

• About page

• Who We Serve page

• Product page

• Blog page; Resources page; E-zine;  
 Special Reports 

• Media page/Press room

Design and develop your site using your visual 
brand elements (logo, color). Review and test 
it before going live, to make sure everything 
works error-free. Offer a free report or e-zine 
that provides value to website visitors while 
building your list at the same time. 

Subscribe to an auto-responder program, 
to make it easy to follow up with prospects 
and send out broadcasts to your clients and 
prospect. Then go live and do a final testing to 
ensure accuracy on all platforms. 

  
Step 7: optiMize, Market, anD netWork 
First, identify your search engine optimization 
(SEO) goals and your return on investment 
targets. Hire a specialist to do foundational 
search engine optimization with meta-tags and 
images. With your specialist, set up monthly, 
robust search engine optimization strategies, 
driven by your specific goals.

Next, establish search engine marketing 
(SEM). Set up pages on and participate in 
social networking sites. Post comments on 
blogs that relate to your business, customer 
base, and overall market. Write and publish 
articles offline and online for inbound links. 

These seven steps aren’t simple, and they 
take work, but they generate results and this 
year you just might watch your monument 
business take off. With a powerful brand, 
backed up by a website that delivers.

Are you ready to create 
a powerful brand and 
produce a website that 
delivers? Karen Saunders, 
owner of MacGraphics 
Services, (toll-free 
+1.888.796.7300), leads 

an outstanding team of professionals who 
can lead you through her integrated 7-step 
branding and website launch system. Visit  
her website to receive a free 60-minute audio 
“Put the Bling Into Your Brand” and to learn 
more about her extraordinary branding, 
graphics, and website design services at  
www.BrandingAndWebsiteDesign.com.
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Memorializing Cremains
“Today it seems that many people are lost when it 
comes to memorialization, and often don’t see the 
value,” notes Poirier.  “Even if cremated, it is still 
important to memorialize a loved one, as it helps 
the grieving process for the individual.

“For the family to remember that a person lived, 
they need something by which to memorialize 
them.  It becomes a place for family to go, and 
many families that I have talked with often regret if 
they do not have a proper headstone.”

Poirier relayed a terrible, true life story regarding 
a cremation that happened because they were not 

properly memorialized.  “One of my 
Kiwanis member friends had a very 
unique story about cremation ashes.  
Her father in law was cremated and half 
of the ashes were scattered at sea.  

“The other half were forgotten and 
were in the back of the son’s truck.  The 
truck happened to get totaled in an 
accident and was sent to be demolished.”  

“This friend received a phone call 
that there were some ashes discovered 
in the back of the truck before it was 
demolished.  Luckily they found them 
and mailed the ashes back,” says Poirier.

“The ashes were then kept secure, 
and upon the death of his wife, were 
buried with his wife.  His name was 
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engraved on the monument so that there 
was a permanent record that he existed and 
a place for family to visit.”

“I think this is a good story for two 
reasons.  It gives an example of random 
things that can happen with cremation 
that just would not happen with burial.  It 
also shows that the family both scattered 
and buried the ashes, as they felt it was 
important to have a memorialized resting 
place for their loved one,” adds Poirier.

“Another large problem with cremation 
is that many times family members are 
just not picking up the remains of their 
family member from the funeral home.  
There must be some dehumanization that 
takes place for this to happen, and it is sad 
because these people do not have a tribute 
to the departed.”  

Threats to the Industry  
“Many people within our industry see 
cremation as the biggest threat to our 
industry,” notes Poirier.  “But I believe 
a more important threat is the lack of 
customer education, and how people view 
of memorialization of the cremated.

“That simply needs to change.  I wrote 
a recent letter to former MBNA President 
Don Calhoun expressing such, excerpts 
of which I want to share in this article (see 
page 24).”

“It is not about whether a person gets 
cremated or conventionally embalmed. It 
is more that they simply need to know the 
importance of a memorial to the departed 
and family,” adds Poirier.

“In serving on the MBNA Cremation 
Committee, with the use of information 
provided by MBNews, and with the 
introduction of the new video series by 
MBFilms, we are able to better inform and 
educate people on the value and service 
we provide to them. MBFilms may prove 
to be our best marketing tool in a number 
of years, as these videos are simply another 
great opportunity to market our profession 
to new generations.”  MB
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MB NEWS: How did you get started in the memorial 
industry? What was your first job in it?  

BRYAN J. POIRIER: I have been helping out in 
the family business as long as I can remember.  I started out 
stapling index cards, filing folders, and cleaning the office.  
When I obtained my driver’s license, I started cleaning stones 
and chasing rubbings.  I always knew that someday I would be 
involved full time.

MB: How/why did you start/maintain the business? 

BP: My great-grandfather, Rudolph Rouleau, started Rouleau 
Granite, a manufacturer in Barre, Vermont.  My grandfather, 
Lucien Rouleau, ran the company for over 30 years, making it 
one of the largest manufacturers in Barre.  My other grandfather, 
Rosaire Poirier, worked in the sheds as a stone cutter and 
designer.  My parents bought Quincy Memorials, Inc. in 
Quincy, Massachusetts in 1979, and have been managing it 
ever since.  The short answer is, “It’s in my blood.” 

MB: What are you most proud of in your profession?

BP: I know that the product and job I do may not be what 
many people consider to be fun, or something they want to do, 
but I know people need us and really appreciate the final result.  
People entrust us to create a dedication to someone they loved 
deeply in their lives.  That is truly an honor.

MB: What are you least proud of in your profession?

BP: Memorials are a very emotional purchase, and sometimes 
we forget that the more we work the day-to-day aspects of the 
death industry.

MB: What gives you the most joy in life?

BP: My friends and family, who I also enjoy spending time 
with, would say winning…but I would say just the thrill of 
the competition.  Losing isn’t the worst thing when you enjoy 
the ride.  You know what they say, “If you don’t fail, it means 
you aren’t trying.”  I also enjoy being outside in the sun and in 
nature.

MB: What do you dislike most in life?

BP: Maintenance.  I like progression.  For example, I would 
much rather plant a new garden than mow my lawn.  However, 
it still needs to be done, and I know that. 

 

MB: If there were three portraits on the wall behind 
your desk, other than family, who would they be and 
why?

BP: There would definitely be a portrait of my family, so 
there would have to be four, because they are what we are doing 
everything for and are the ones that stick with us through the 
good and the bad.  

While I understand he is also family, the first would be a 
picture of my grandfather, Lucien Rouleau.  I wish he could 
have lived long enough to pass down more of his knowledge of 
the business.  However, to this day, I sometimes read old memos 
that he wrote as President of Rouleau Granite.  

The second would be a picture of the New England 
Patriot’s banners, because to me they and the team represent 
hard work, success, and admiration.  

The third would be our company logo.  When I look at that 
logo, I think to myself about what I want the logo to represent, 
and that starts the ideas flowing. 

MB: If you were not a monument builder, what would 
you be?

BP: Before I joined the family business, I was a marketing 
analyst, and enjoyed it very much.  In fact, I have brought 
a great deal from what I learned during those years to help 
grow and analyze Quincy Memorials.  I could also see myself 
teaching marketing someday.  

MB: Why would you do that?

BP: I have always taken great interest in branding, 
positioning, and figuring out why one company or person is 
more successful than another.   

MB: What would you expect the epitaph to be on 
your monument?

BP: The one that I really like, and is on the back of my 
business card, is, “Don’t cry because it’s over, smile because it 
happened.”  

When I think of someone in my life that has passed, this 
brings me comfort and makes me think about the good times 
when they were alive, rather than that they are now gone.  

I would also like the Poirier family motto somewhere, which 
is “Onques Ne Fauldray,” which is Latin meaning “Will Not 
Fail.”  I take this not to mean I can’t ever lose, but more to 
mean that if I work hard and treat others with respect, I cannot 
ultimately fail.    

Member Insights – Bryan J. Poirier

Bryan J. Poirier • Quincy Memorials, Inc. • 18 Willard Street • Quincy, Massachusetts  02169
Phone:  +1.800.696.4402 • Fax:  +1.617.472.2030

Email:  bryan@quincymemorials.com • Web:  www.quincymemorials.comContact:

Dear President Calhoun –
I am writing to you because I have concern for our industry’s future. Our industry 
needs to take a proactive role and educate everyone so that our potential 
customer pool becomes larger. We need to educate everyone on the importance and 
value of memorialization so that more people will come to us.  
If you ask a memorialist, “What is the biggest threat to the memorial industry 

today?” most will say cremation. I disagree, to an extent.  
Just because you are cremated does not necessarily mean you cannot or should 

not be memorialized.  The biggest threat to the memorial industry today is the lack 
of value that many people perceive in memorialization. If this view is not changed, 
then cremation won’t matter at all. To many people, a memorial is no longer a 
necessity, and to many it is just a waste of money. Just as a funeral director 
these days must justify and sell the value of a service, we as memorial dealers 
need to justify and sell the value of a memorial.    
Our biggest threat is the person who says they are going to be cremated and 

scattered, not the one who says they are going to be cremated.  This view of 
cremation has made the cemetery and monument optional, when once it was 
customary and clockwork that when you died, you were to be buried and buy a 
headstone. 
We as an industry need to take on these threats head-on, or there will be no 

industry, as cremation and negative views on memorialization keep gaining steam.  We 
need to re-educate people on the importance of memorialization.  
The best time to do this is around the time most people are thinking about 

memorials...Memorial Day! We as an industry need to own that holiday like the candy 
industry owns Halloween.  
It takes a joint effort from the entire death care industry, funeral homes, 

cemeteries, cremation industry, etc to deliver the value properly and clearly.  
If these other parts of the equation don’t stress the value and importance of 
memorialization, then how can we expect the consumer to feel any different?          
By stressing the importance of memorialization, families will be less likely to 

complain about the cost of a permanent structure that that they perceive to hold 
tremendous value. Value is what we must sell.  If the value is there, then our 
pool of customers will grow and so will our industry.       
I challenge us all to find and create unique ways to get the message out.  
“Human beings are not as concerned with how long they will live, but how long 

the memory of their life will live.” Sincerely,

Bryan James Poirier 
Sales & Marketing Manager 
Quincy Memorials, Inc.
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