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INTRODUCTION TO PUBLISHING FORTES 
 
Why publish? Because it gives you credibility and it turns you into an expert in your 

field. When you read books, don’t you assume that the authors are experts on the subject 
about what they are writing? And this assumption is generally correct because during the 
writing process, you become much more knowledgeable about your subject.  

But you are a collaborative professional, not a writer. Where do you even begin? 
Because collaborative is such a relatively new practice method, there aren’t many books yet 
on the subject. Use your own specialty to put your personal spin on collaborative practice. 
For example, I litigated divorces for many years before I transformed my practice into a full-
term collaborative practice. So, when I wrote War or Peace, my first book on collaborative 
practice, I compared war stories from my litigated divorces to my peaceful collaborative 
stories. It is not only an entertaining read, but it drives home the point that collaborative is 
a much kinder and gentler way to get divorced.  

In this section, you’ll learn the Who, What, When, Where, Why, and How of publishing. 
I’ll provide you with helpful tips, as well as errors to avoid. We’ll not only discuss book 
writing, but also smaller scale publishing, like blogging and writing for journals.  

While producing a book may seem like a daunting task, there is no time like the 
present to begin it. Once you have read this section, I strongly encourage you to get started 
on your book. I have mentored any number of folks to finally get their books out there, and, 
while intimidating, once you start, the book will seem to write itself. If you need a book 
mentor, consider reaching out to me at Joryn@OpenPalmPress.com; I’ll be happy to help.  

Before you know it, you’ll be the author of your own book, and well on your way to 
changing the way the world gets divorced®! 

mailto:Joryn@OpenPalmPress.com


JORYN JENKINS 

193 

 
 
 
 
 
 
 

PUBLISHING BASICS 
 
Publishing frequently on a subject gives the author credibility. Credibility is the ability 

to write clear and compelling blogs, articles, tweets, and books that people will read, relate 
to, and share with others. 

Writing helps you learn and understand your subject better, which again leads to 
credibility because you will come across as more knowledgeable when you discuss your 
subject. 

Who is your reader? First, construct an avatar of your perfect reader or picture a real 
person whom you want your words to reach. What does she want to know? Identify the 
burning questions this reader wants answered. Is it someone thinking about getting 
divorced? Is it someone else who practices collaboratively? For the collaborative 
practitioner, your audience is not only the ideal client (who is getting divorced, has children, 
has assets and liabilities, and earns enough to afford a collaborative divorce), but also other 
collaborative professionals (including other attorneys, mental health practitioners, and 
financial professionals), and other professionals who may be interested in practicing 
collaboratively. 

What do you offer that’s unique? Every piece you write should offer your distinctive 
take on CP. There’s no point in being a clone of an existing CP personality. No one has yet 
written your book. Your perspective is yours alone. 

What’s the specific next step you want your reader to take right after she puts down 
your book or finishes reading your article? Include a call to action in every piece you write. 

Where do you publish? It is important that you publish in a place where your ideal 
reader will read. You don’t want to publish your article on the benefits of collaborative 
practice in Modern Dog Magazine (unless it is about the pain of losing a beloved pet in the 
conventional courtroom divorce process). 

How often do you publish? You should publish as often and as consistently as 
possible, while still offering fresh, quality content. You don’t have to post every day, but you 
should post at least a couple of times each per week. Keep track of how many readers and 
comments you get based on the day and time you post.  

Set aside a specific hour each day to write. If possible, avoid using a writing service. If 
you must, be sure that it is not a ghost writer situation. Instead, it should be a true 
collaboration.  

Make sure that your article is well written regarding grammar, syntax, spelling, etc. 
Even if you are making stellar points, if they are hiding behind poor grammar, it will be 
difficult to find a publisher. Publishers are offered many articles, so you must make it as easy 
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on them as possible to publish yours. Have a friend or colleague proofread your article before 
you submit it. At the very least, have your best-read staffer give it a quick read. Your staff 
person will learn something and you will ensure that there are no glaring typos. 

Be choosy when determining which journal to send your article to. It is unethical (in 
the publishing world) to submit your publication to more than one journal at a time. But to 
avoid wasting time, don’t just submit your article to the most prestigious journal if you really 
don’t feel that it could be published there. Don’t sell yourself short, but be realistic so that 
you don’t waste time. Besides, the most prestigious journal may not be the one that reaches 
your target audience. 

Don’t be offended if you are asked to revise your article and resubmit it. Instead, be 
happy! You weren’t rejected! 

 
What types of articles do you publish? 
 

• Academic papers relevant to your mission; 
• Blogs; 
• Articles; 
• Books; 
• Newsletters; and 
• Comments and posts in LinkedIn, Facebook, etc. discussion groups. 

 
Where do you find your material? 
 

• Record your presentations (more on presenting later) and the Q&A after. Post 
the video on YouTube and on your website. Send it to a transcription service 
or fiverr.com and convert the transcribed copy into an e-book you can give 
away (free gift) to potential clients on your website; 

• Questions from the audience can be the kernel for a written piece; 
• Top tips; 
• Worst mistakes; 
• Best strategies; 
• Divorce stories; 
• Collaborative divorce issues and problems; 
• Commentaries on pieces in the news, for example: 

o Celebrity divorces; 
o Collaborative pieces; and 
o Divorce tragedies; 

• Stories from your own life, or your own practice. 
 
How often are you featured in the media? 
 

• On your own TV show; 
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• On your own radio show; 
• On YouTube or Google Hangout; 
• With your own newspaper article; 
• With your magazine or e-zine article; 
• On your own website; 
• On your own podcast; 
• As a guest on someone else’s podcast; 
• As a guest on a talk radio show; 
• As a guest on TV; 
• Quoted in someone else’s magazine article; or 
• As a guest blogger on someone else’s website. 

 
PUBLISHING TIPS 

 
• Imagine the avatar of your perfect reader. This may be your perfect 

client, or it might be someone else, like a referral source or a partner 
who serves the same clients as you do but with a different service. 

• Identify the big, burning question that your avatar wants answered. In 
collaborative practice, it might be how to obtain a kinder and gentler 
divorce. It might also be how to assist those involved in domestic 
disputes in a more positive, less stressful way for all involved. 

• Offer a unique perspective. Write about something in your profession 
that bothers you. For example, the way children are treated in the 
traditional divorce system and the impact that it can have for years to 
come. Take a stand and become known for what you stand for. 

• Always include the specific next step that you want your readers to take 
right after they finish reading. 

• Publish in the appropriate journals. Be sure to appeal to the journal’s 
scope and aim. Always follow the journal’s rules and procedures. 

• Get featured as a contributor in a relevant magazine. 
• Post regularly and consistently. 
• Create a weekly editorial calendar; plan your blog schedule.  
• When blogging, use key words to increase search engine optimization. 
• Always employ good grammar, syntax, and spelling. 
• Be choosy, but realistic when submitting articles to journals for 

publication. 
• Take positive criticism well and apply it. 
• Write a white paper (an authoritative report giving information or 

proposals on an issue) on the future of your profession. Carry 
professionally designed and printed copies with you, and hand them 
out when appropriate. Also, post it on-line, on both your website and 
social media discussion groups. 
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• Record detailed information about a project on which you are working, 
and after a month has passed, or significant progress has been made, 
prepare a report showing the progress made and your impact, as well 
as any testimonials you’ve received about it. 

• Document cases you’ve worked, including interviews of those involved. 
• Create your book map (an outline of the entire book) early, but revise 

it often, as your experiences during the writing process impact it. 
• Create a map for each chapter. 
• Understand that no one has already written the book you will write, the 

book by you. Write your book. Aim for 35,000 words. 
• Organize your blogs and articles into the map of your book; expand any 

that require additional discussion to fit as chapters into your book, 
3000 (1000-5000) words for each chapter. 

• In fact, review your writings of any kind over the last year, including 
letters to clients, letters to counsel, pleadings, documents, handouts of 
any kind, etc., to determine whether they might function as chapters in 
your book. 

• Decide whether to publish conventionally (traditional publishing), 
publish cooperatively (hybrid publishing), or self-publish.15  

• Find an editor with whom you can, someone who understands who you 
are and who complements your existing writing abilities, and who 
comes recommended by other writers. 

• When designing your cover, start with fiverr.com. 
• Request a foreword. Start with the perfect person for the book by you, 

even if he’s a celebrity or at the top of his industry. If you don’t ask, he 
can’t say “yes.” 

• When you request the foreword, send him a presentable draft of the 
book, as well as a suggested draft of his foreword. 

• Request testimonials. Same rules for testimonials as for forewords. Or 
interview your clients for testimonials. 

• Publish your book. There’s no time like the present, so just get started 
already! 

• If you feel that it’s too big a job to do for you alone, reach out to another 
author who’s willing to mentor you in the writing of your book.16 

 
PUBLISHING ERRORS 

 
• Failing to write to your avatar; 
• Offering stale material; 

                                                           
15 Contact Open Palm Press (Joryn@OpenPalmPress.com) for details on hybrid publishing. 
16 Consider reaching out to me, as I have mentored numerous would-be authors. Joryn@OpenPalmPress.com. 

mailto:Joryn@OpenPalmPress.com
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• Failing to let your avatar know how you want him to proceed; 
• Failing to abide by a journal’s rules and procedures; 
• Posting less that once a week; 
• Using poor grammar, syntax, and spelling; 
• Simply submitting your article to the most prestigious journal without 

considering which journals your ideal reader reads most often; and  
• Taking criticism poorly. 
• Failing to ask the best people for your foreword or for your 

testimonials. 
• Giving up before reaching out to an author-mentor. 
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PUBLISH 
 
Do you have authority in your profession? Are you perceived by the public as “the 

expert,” as having the right answers to their questions? Credibility enables you to write clear 
and compelling blogs, articles, tweets, and books that people will read, relate to, and share 
with others. 

First, determine who your reader is. That should not be difficult at this point. 
Remember your perfect listener from constructing your pitch? The avatar to whom you 
spoke when you crafted your perfect pitch? This is the same person, the perfect reader whom 
you want your words to reach, but in writing now. What does she want to know? Identify the 
burning questions your avatar, this reader wants answered. Is she someone who is thinking 
about getting divorced? Is she someone who is a first responder, the first to know when 
someone else is thinking about getting divorced? Is she someone else who practices 
collaboratively? 

What can you offer this reader that is unique? Every piece you write should offer your 
unique perspective on CP. No one has yet written your blog, your article, or your book. 

Creating a blog is not hard. Go on-line, search “how to write a blog” and follow the 
instructions. I won’t waste your time now explaining the steps here. 

It is the writing itself that challenges many of us. But ideas are just not that tough to 
come by. It’s just that being able to identify topics about which to write is a talent that most 
people have not tried to stimulate or to enhance. Once you’ve developed the habit, however, 
it becomes second nature. 

What happened today in your collaborative case that stole your breath away? What 
happened that scared the crud out of you? If you’re a trial attorney, too, what happened in 
court that convinced you yet again that you really want to stop going there altogether? When 
you pitched him, what tale did your listener share in response, of the anguish that his 
children suffered as a result of the litigation that his divorce lawyer automatically initiated 
when she was retained? (This happens more often than you would think.) What difficulty did 
your collaborative teammate share with you at lunch, seeking your input and advice? These 
are all fertile and abundant topics about which you should at least be blogging. 

You will often find that one topic leads to the next. Sometimes, comments on your 
blog will suggest related productive topics for you to discuss, about which to write. If you 
wrote about one mistake that someone made in a full-team meeting, this may suggest the 
other three related mistakes that a team member might make. If you suggested the right way 
to correct the problem, perhaps comments people left for you to that piece suggested other 
corrections about which you can then blog. 
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Be yourself when you blog. People will want to relate to you. What differentiates 
bloggers from the old news reporters is their use of voice. Although the information that you 
provide will be why they begin to read, it is your personality that will keep them reading. As 
scary as it may seem to you, your readers want to feel that they know you.  

Think about the posts that attract you. Don’t you feel that you know their authors? I 
know that I do. 

Always place links both to highly trafficked websites and to your prior posts within 
your subsequent posts. This will increase the number of people who click over to check you 
out, and it will also boost your blog’s SEO. 

So will including photos, by the way. While readers come to your blog for content 
and/or because they like you personally, let there be no doubt that they are attracted to 
visual images. And while you can always use free, on-line images, it’s just as easy and 
certainly more effective if you take your cell phone out and snap two images each that work 
for every blog you post. 

Respond to comments that others leave on your blog. This is your opportunity to 
connect directly with your readers. At the very least, on-line protocol finds it perfectly 
acceptable to say “thank you for your comment.”  

In fact, part of my profile advice later in this volume is that you should read blogs 
written by others and leave comments for the writers whom you like. Sign up for LinkedIn 
and Facebook discussion groups that make sense for your practice area, your profession, or 
your preferences. As a side effect, you can participate in on-line discussions and find topics 
worthy of writing about that way.  

And this is how you can also use social media to boost your own blog. Post your 
newest blog to the discussion groups to which it relates. This will make it easier for potential 
readers to find your blog in the first place. 

Now what about re-using content you’ve already posted? A blog is generally around 
500 words, give or take 200, although I personally violate that rule all the time. But a 500-
word blog can easily be turned into a 2000-word article, or, better still, a 1000-to-5000-word 
chapter in your soon-to-be-book.  

For those of you who blog regularly, have you published your book yet? If not, then 
sit down and list all of the blogs you’ve ever written. Organize them by topic. Is there a 
unifying theme among a majority of them? Now that some time has passed since you wrote 
many of them, how many can be improved and expanded into book chapters? 

Once you’ve organized those that naturally group together into a structured 
symphony unified by a common theme, what holes do you see that need to be filled? Perhaps 
you’re too close to see it; ask a friend (preferably a collaborative professional) to review it 
with you to help you identify the gaps. Now you’ve got some more blogging to do, don’t you? 

What’s the specific next step you want your reader to take right after she puts down 
your article or finishes reading your blog? Don’t forget to include a call to action in every 
piece you write. 

Finally, title your blog. Obviously, as you’ve written it, you’ve played with some 
potential titles as you went along. Once you’ve reached your conclusion, though, you already 
have a good idea of what you want to call it. The trick is to come up with a title that is search 
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engine friendly but still accurate; you want people to click for it, but not to be disappointed 
when they actually start reading it.  

Increasing your SEO involves using those magic “keywords” that everyone talks 
about. There are some great posts on Hubspot, among others, that will help you find and 
apply keywords to your titles and your content to increase your SEO and your on-line 
visibility.  

But now we’re moving into profile, which I will cover later in this volume. Suffice it to 
say that you can search for “writing blog titles” and you’ll find everything you ever wanted 
to know about the subject, many times in easy-to-follow instructions. 

Establish your credibility, your authority in your profession, easily, by publishing. 
Once you’ve become proficient at blogging and tweeting and writing articles, it is now time 
to write your book. Let’s cover that next. 


