
“Houston Strong” describes the Houston community’s attitude and perse-
verance after Hurricane Harvey. With our office and staff based in Houston, 

we have either experienced the storm’s wrath first-hand or know someone who 
has been affected by it. We have also adopted the term Houston Strong within our 
business, as it describes both our resilience as we recover with our community and 
the determination we practice when serving our clients. Our staff is made up of 17 
professionals specifically dedicated to the Funeral and Cemetery Trust industry, 
including Relationship Consultants, Trust Assistants, attorneys, a licensed funeral 
director, and a former insurance 
company sales executive. We also 
have a focused legal staff, invest-
ment portfolio managers, and a tax 
team ready to support our clients. 
Our services span from advising 
single “rooftops” to managing ac-
counts for regional and national 
consolidators. With an average 
tenure per employee of more than 
17 years working with funeral and 
cemetery trusts, trust administra-
tion, and preneed sales, we are 
here to help in both typical and 
unusual situations, with goals to 
provide unique solutions to all of 
our clients.
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A New Year 
By David Falconer, Senior Vice President, Funeral and Cemetery Trust Manager

There’s something energetic about closing the 
books on one year and looking forward to the 

fresh start of another. Around this time each year, I like 
to reflect on the experiences we’ve had and plan for 
the promises to come. In this edition of our Insights 

Newsletter, we highlight the resources and experienc-
es of the Regions team and its dedication to serving 
our clients. We also share some thoughts on how to 
communicate with your regulators, discuss the cur-
rent investment landscape, view investments, and 

highlight one major way we’ve seen our clients grow 
their businesses. On behalf of all of us at Regions, we 
wish you a happy and prosperous new year!

Insights

Houston StrongAssociate Spotlight — 
Kathy Crumbley 

Kathy Crumbley has been a part of the 
Regions Funeral and Cemetery Trust 

team for more than 18 years. She started 
working for our predecessor company, 
Southwest Guaranty Trust, in 1998 as a 
temporary employee and was hired as 
a full-time Administrative Assistant in 
March 2000. Today, she specializes in 
coordinating the deposit and payment 
processing for our Trust Insurance Op-
tion (TIO) Trusts. She works with ap-
proximately 10 different insurance com-
panies and has processed thousands of 
deposits and payments for our clients 
during her career.  

At one time our team had three Kathys/Cathys, so she is also known in the office as 
KVC (Kathy Vallet Crumbley). Kathy is a native of Houston. She graduated from Jesse 
H. Jones High School and is currently continuing her education, attending Lone Star
College in pursuit of a degree in Business Finance. 

Together with her husband, Kathy has a blended family of four daughters, one son, 
ten grandchildren, and one great-granddaughter.  

Kathy was ordained as a minister in 2011 and is one of the Adult Sunday School 
teachers in her church.  Ministry allows her the opportunity to visit the sick, assist 
with youth programs, and volunteer wherever she can be a help to those in need. 
Kathy’s other passion is music. At one time in her life she enjoyed a career in writing 
and singing country western songs, but she has since traded that in for singing in her 
church choir. 



With more than 30 years of experience in man-
aging funeral homes and working for preneed 

sales organizations, I have had the pleasure to collab-
orate with a variety of funeral and cemetery profes-
sionals in both the United States and Canada. I have 
seen the challenges and the successes within our 
profession, and I have come to the conclusion that 
one question serves as the foundation for success for 
any organization: What statement can you make that 
truly differentiates you, and is it communicated and 
measurable?

Maybe that sounds like three questions. Similar to 
being granted three wishes from the proverbial genie 
in the bottle, it’s important to really think about your 
three responses before you give them. Otherwise, “I 
want to be rich” could result in a new birth certificate 
with your name as “Richard.” So let’s address our 
question in the three parts. 

“What statement truly differentiates you?” This 
is not a slogan but the value offering statement that 
sets the true competitive edge you have in the mar-
ketplace. Do the following statements truly set some-
one apart? We are the most caring. We have the best 
staff. These are great qualities, but our challenge is 

this: There are many caring, great people working 
down the street or across town, so how do you set 
yourself apart? The key is whether your answer is im-
portant and identifiable to the consumer. If you don’t 
take the time to answer this question in a way that 
matters to your clients, you risk your services becom-
ing a commodity. 

How do you communicate your message? Once 
you have defined your true advantages, how do you 
communicate them? If you only have 3 minutes to 
explain why clients should do business with you, 
what response communicates your differential value 
offering? Can the people in your organization convey 
the same message? Do they understand the meaning, 
and do they believe it?

Is your message measurable? One of my best men-
tors advises, “Inspect what you expect.” If expectations 
cannot be measured, how do we know that we are 
achieving our goals? Is the measurement understood by 
our market and staff?

We have all read books, attended seminars, and 
heard consultants talk about these things, but only 
you can be the driving force to implement your goals. 

I have seen this process work very successfully and 
move businesses to the next level. Achieving your 
goals cannot be done from only the top down. Every-
one involved in your business needs to buy in.

When this important step is taken, it institutionaliz-
es and builds the framework for effective goals and 
objectives for your organization. If we don’t take the 
time to plan properly with a common message, we 
can become a commodity and become stuck in the 
“whirlwind” of our daily business.

An example of this strategy in action is the Regions 
Funeral and Cemetery Trust value statement: Regions 
is not just a Trustee. As the largest provider of funeral 
and cemetery trust services in the country, our expe-
rience and ancillary banking services can help our cli-
ents with their goals to grow their revenue in a mea-
surable way, support their business operations, and 
help recruit and retain employees.

Unfortunately, there is no genie in a bottle ready to 
grant three wishes, but there are strategies and solu-
tions that business owners can use to help differenti-
ate themselves from competitors.  

More Than a Commodity
By Jack Stepanek, Funeral and Cemetery Trust Strategist

Are Not FDIC-Insured
Are Not Deposits

Are Not Bank Guaranteed
Are Not Insured by Any Federal Government Agency

May Lose Value
Are Not a Condition of Any Banking Activity

Investment, Insurance and Annuity Products

Some products and services are made available through Regions Asset Management, a business unit within Regions Wealth Management. Investment advisory services are offered through Regions Investment Management, Inc. (“RIM”). RIM 
is an Investment Adviser registered with the U.S. Securities & Exchange Commission pursuant to the Investment Advisers Act of 1940.  RIM is a wholly owned subsidiary of Regions Bank, which in turn, is a wholly owned subsidiary of Regions 
Financial Corporation.
 
This information is general in nature and is not intended to be legal, tax, or financial advice. Although Regions believes this information to be accurate, it cannot ensure that it will remain up to date. Statements or opinions of individuals refer-
enced herein are their own—not Regions’. Consult an appropriate professional concerning your specific situation and irs.gov for current tax rules.

Employees of Regions may have positions in securities or their derivatives that may be mentioned in this report or in their personal accounts. Additionally, affiliated companies may hold positions in the mentioned companies in their portfolios 
or strategies. The companies mentioned specifically are sample companies, noted for illustrative purposes only. The mention of the companies should not be construed as a recommendation to buy, hold or sell positions in your investment 
portfolio. 

Regions Asset Allocation Process and Philosophy
Have you ever wondered how much of an impact 

results from certain investment decisions? There 
are many different types of investment decisions that 
an individual, or an institution, can make. Do you buy 
shares of ExxonMobil or Chevron Texaco, Home Depot 
or Lowes? Do you invest now or wait for a correction? 
These types of decisions fall into the security selec-
tion and market timing categories. So, how much of 
an impact do these decisions have on the total return 
of your portfolio? In other words, how much do these 
decisions contribute to the total value of your port-
folio in 10, 15, or 20 years from now? The answer will 
absolutely surprise you. 

Research shows that about 4.6%* of portfolio total 
returns are derived from security selection (wheth-

er you buy Stock A or Stock B). It also shows that a 
mere 1.8%* of portfolio total returns are derived from 
market timing. So, what decision matters the most? 
Research shows that 91.5%* of contributions to port-
folio total return are derived from asset allocation, 
which is the amount of a portfolio invested in stocks, 
bonds, and diversified strategies.

At Regions, we believe asset allocation may be one of 
the most important decisions an investor will make, 
as it can determine both the return and risk charac-
teristics of an investment portfolio. The portfolio’s 
allocation among equities, fixed income, diversified 
strategies, and cash–and how it relates to the client’s 
disbursement policy–may affect long-term financial 
success. The goal of our asset allocation process is 

to establish a strategic asset mix that maximizes the 
probability of the portfolio reaching its long-term in-
vestment objectives. 

This asset allocation process pertains to all different 
types of investors, including individuals, trusts, insti-
tutions, and certainly funeral and cemetery trust as-
sets. As state regulations play a very important part 
in allowable investments, this does not change the 
asset allocation process that Regions uses to help all 
clients achieve their goals. 

* Source: Financial Analysts Journal: July/August 1986, G.P. 
Brinson, B.D. Singer and G.L. Beebower




