From McFunerals to
Meaningful Farewells

A case study in how to unlock profit by
delivering what customers really want,
not just what the industry offers.

When crematorium group Pontes faced their largest ever capital
investment, CEO Tom Wustenberghs refused to simply upgrade
facilities. Instead, he partnered with The Transformation Architects to
reimagine death care from first principles.

Their systematic approach created innovative funeral formats
preferred by two out of three customers over traditional ceremonies,
validating a method that breaks the “orange juice problem.”

This makes its lessons relevant to any industry delivering what's easy
to operate instead of what customers truly need.

» The Challenge Despite 80%+ satisfaction scores, Tom sensed
families deserved more than routine farewells. The data looked

good, but people were settling for what was offered rather than E E %

demanding what they actually wanted.

» The Orange Juice Problem “Imagine you want Coca-Cola but
the café only serves Pepsi,” explains Transformation Architect
Alain Thys. “You order orange juice instead. When asked about
satisfaction, you say it was fine. But you never wanted orange
juice, you wanted Coca-Cola.”

Death care families face identical challenges Overwhelmed of customers preferred
by grief and logistics, they accept what's available rather than innovative funeral formats over
seeking what they truly need. traditional ceremonies

» The Solution Tom and Alain assembled an “impossible team”:
neuroscientists, anthropologists, ritual designers, and experience
experts. Using a three-track methodology, they discovered what
families actually wanted and designed experiences to deliver it.

Up to €750 premium pricing
accepted by one-third of
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Every industry has practices that prioritise

operational convenience over customer needs: @ Deep Understanding: Beyond Al and reports.
» Healthcare focuses on curing patients, 9 A New Story: How life should be.

while there's desperate need for healing
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» Retail optimizes transactions, while shoppers
want discovery

Meanwhile, epidemics of loneliness, workplace stress,
and infantelisation of the elderly go unaddressed.

For death care operators
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