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SOCIAL PITCHING THE COLLABORATIVE DIVORCE PROCESS 
 
Now that I’ve outlined how the social pitch is composed, let’s go back and review mine 

again. Can you identify the separate elements? As you do, consider how it would change if 
you were delivering it. 

 
I am Joryn Jenkins. I help people divorce each other without 
destroying their families or their finances.  
 
I’ve been practicing law for 38 years. During that time, I’ve 
published extensively, including five books on the collaborative 
divorce process. I’ve received an award given only in the 
Supreme Court of the United States, once a year, to one person. 
 
Divorce is terrifying. There are so many questions! “How do I 
tell my spouse?” “What is going to happen to my kids?” “What is 
it going to cost?” “How long will it take?” 
 
I solve that problem by offering an alternative to the 
conventional courtroom divorce. It costs less and it takes less 
time. You make the decisions, not some judge who doesn’t know 
you or your kids or share your values. And it protects your 
relationships with the people you care about: your children, 
your friends, your neighbors . . . and, yes, your soon-to-be-ex.  
 
When I was seven, my parents divorced. My mother loaded us 
kids into the van and moved us three thousand miles away. I 
never saw my father again. 
 
I don’t want to see that happen to other children . . . to other 
families. 
 
I am known for helping my clients restructure their families, not 
destroy them.  
 
I’m Joryn Jenkins. I’m a lawyer . . . for families. 
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This is an example of a cocktail party pitch. Pitch is important, because it 

communicates how you can help others and what makes you unique from all the other 
people providing the same service, but especially from the trial attorneys. Pitch is also 
important, because it communicates your passion, your vision, and your mission.  

When I was 36 years old, I had already been practicing for 13 years. I was making my 
reputation as a commercial trial attorney. As I’ve mentioned before, I became romantically 
involved with and eventually married a man from Miami, Todd. Up until that time, I had had 
nothing to do with family law. 

Todd had “won” custody of his daughter, now my stepdaughter. (When we started 
dating, he had already been to trial, but he was still waiting for the judge’s ruling.) We spent 
the first ten years of our marriage defending ourselves in front of judges, one of who was 
Carol Gersten. The ex-wife represented herself throughout all of this. Every time we went to 
court, we lost something.  

Eventually, we had the opportunity (again) to mediate, after ten years of post-divorce 
litigation. In the meantime, Carol had become a mediator. Our attorney suggested that we 
use her. I demanded, “Are you kidding me?” (In court, it had seemed like she hated my 
husband.)  

Well, we went to mediation and we were placed in separate rooms, because that’s 
how mediation is these days. I was allowed to keep Todd company. We played Hangman. 
After two hours with his ex, Carol came into our room and asked, “Did you know your ex-
wife is crazy?” 

My husband responded, somewhat abruptly, “Why didn’t you know that when you 
were the judge?” 

Carol responded soothingly, appealing to me; she knew I was a lawyer. “Come on, you 
guys. You know the answer. Judges only see a snapshot of your lives; they never see the 
whole picture.”  

We did eventually settle the case. We had a savvy mediator who knew where the 
wife’s interests were, which we would never have known. As it turns out, her sole interest 
was in not paying child support. At the time, she owed us $106,000, which we forgave. She 
stood to pay another $48,000 before my stepdaughter emancipated, from which we also 
arranged to absolve her. 

That is why I am here, and that is why I believe in collaborative divorce. 
There are more than three types of pitches, but these three are the ones you need to 

craft for yourself. There is the “elevator” pitch, the “cocktail party” pitch, and the “press” 
pitch. For those of us who are more matured in our marketing efforts, we might also create 
a partnership pitch, for example, for purposes of forming collaborative teams, for marketing 
to first responders, and for other related marketing purposes. 

Do you clearly articulate the value of the services you provide? Do you have a 
compelling answer to the question “What do you do?” One that invites questions? Clarity is 
the ability to communicate your message in a way that convinces. 

The elevator pitch’s sole purpose is to plant a seed with the listener that will 
encourage him to ask questions, thereby giving you permission to explain your passion for 
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collaborative practice and why he might care about it, too! Timing is important. Thirty 
seconds is the general rule, which translates to 65-95 words.  

Think about it. Most people in my shoes would simply say, when asked what they do 
for a living, “I’m a lawyer.” That was my pitch for years and years. The obvious response was 
always, “That’s nice.” A dead end to the exchange. Any possible conversation came to a 
screeching halt. 

Once I realized how crucial it was that I answered this question in a way to invite 
discussion, my elevator pitch morphed. It is: “I help people divorce each other without 
destroying their families or their finances.” 

You will use your elevator pitch in the least likely of places. One day, I was waiting in 
line at Sam’s Club to make a return, because my husband hates to return purchases. (He had 
bought the long, flat boxes of tissues, not the square little boxes that fit in our decorative 
dispensers at home.)  

Bored to death on a line that might as well have stretched to the moon, I was standing 
behind this guy who was dressed head-to-toe in Gator garb. He was blue and orange all over! 
I commented (not my most inspired opening, by the way), “Oh, my gosh, you’re a Gator, aren’t 
you?”  

He responded, clearly tickled to have someone to talk to, “No, no. But my daughter is 
a double Gator. Undergrad and law!”  

Of course, he asked me what I do. I wasn’t dressed like a lawyer. I certainly had no 
makeup on and I just as surely was wearing jeans and sandals, my standard shopping at 
Sam’s garb. It was early; I’m not sure that I had even showered yet that day. 

But I gave him my elevator pitch. Then my social pitch. One thing led to another, and, 
two days later, his daughter (who had never heard of collaborative practice and was looking 
at dissolving her marriage) was in my office asking me to tell her more about this thing called 
“collaborative divorce.” 

So, in addition to the elevator pitch, there is also the cocktail party pitch. It is longer, 
about two minutes, or 260-380 words. This social pitch is built of several components: your 
name, what you do, your typical client’s problem, and your solution, i.e. what pain or 
suffering your service alleviates, and what end result people will get when they use this 
service. You should also explain why you are passionate about the service you perform for 
folks. And you should close with your reputation, i.e. what you are known for. 

Once you’ve crafted your social pitch, the next important step is to practice it so that 
it becomes ingrained, so that you can give it with confidence. During my daily drive to work, 
I typically run through my social pitch at least three times in 12 minutes. I used to have it 
pinned up to the mirror in my bathroom. Before I had it memorized, I would practice it every 
morning three times before I left the bathroom. (Yes, I probably spend too much time in front 
of the mirror. But I’m a girl.) 

Because practicing it is so important, where else can you practice your pitch? You can 
pitch pretty much anywhere . . . at McDonald’s, at the grocery store, at church, at your bar 
association, at your children’s school, etc. Also, pitch to first responders, i.e. the first people 
to know someone is getting divorced, like your masseuse, your nail technician, your 
clergyperson, your hair dresser, etc.  
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While pitching can be done anywhere, anytime, you should take care to avoid the 
most common pitfalls. There are some wrong times or places to make a pitch. Do not make a 
pitch when you have no rapport with the listener. Do not use jargon while making your pitch. 
Do not make a pitch when you have no credibility because you cannot deliver what you 
promise. Don’t be boring; failing to deliver your pitch with passion is a big mistake. Not 
personalizing your pitch to your listener is another pitfall.  

Finally, inconsistency is a huge danger for pitch delivery. If you pitch anything 
passionately 1,000 times, you can achieve almost anything. But even a compelling pitch that 
only comes out of your mouth once a month will fizzle. Pitch every day. 

How to improve your pitch: 
 

• Clearly understand the value of the services you offer and the 
problems you can solve. 
• Write your pitch down and learn it by heart. 
• Create a version of your pitch that can be tweeted (140 
characters or less). 
• Pitch to people deliberately and specifically. 
• Pitch as often as possible to people you don’t know. 
• Train your support staff to pitch their version of your pitch. 

 
When crafting your pitch, consider who your listener is. Construct an avatar of your 

perfect listener or even picture a real person whom you would like to reach. For a 
collaborative professional, your ideal listener would likely be a family law attorney, family 
counselor, or financial professional with whom you would like to team up collaboratively.  

Also, it could be people who earn at least $75,000 annually, have at least a $250,000 
net worth, and have minor children; these are folks who earn enough to afford a 
collaborative divorce and who would have issues related to their children that would benefit 
from a collaborative divorce.  

Additionally, they will likely have similarly-situated friends and colleagues to whom 
they could then also promote collaborative divorce. 

Once you have constructed your avatars, think about what it is that they want to 
know. What is their big, burning question? For a collaborative professional, it will likely be 
how collaborative practice could benefit her career, i.e. by how lucrative it might be, how it 
might reduce the stress in her life, and how she might help the people she cares about by 
practicing collaborative divorce. For the potential client or the first responder, perhaps it 
will be how it can help his family or her client, how much it will cost, or why it is superior to 
litigation. 

Be sure that your pitch positions you in a positive light and that you are attracting the 
sort of client you want. There is no point in pitching to bulldog litigators who would never 
have the right personality to practice collaboratively or to individuals who do not have the 
funds to pay for a collaborative divorce, unless you are also running a pro bono collaborative 
divorce project. (More on that later.) 

Your pitch should explain how what you offer is different from what other service 
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providers offer. Not difficult for us collaborative professionals, is it?! It should describe your 
unique take on things; there is no point in being a clone of an existing influencer in your 
profession. 

Be clear as to the desired action you want your listener to take. Do you want him to 
find out where to be trained as a collaborative professional? Or to consult with you about 
representing him collaboratively in his divorce? 

Now let’s craft your personal social pitch; this is what you use at the cocktail party, at 
the flea market, and at the networking event. I’ve even given my pitch, and brought in a new 
(cooperative) client, at a garage sale! Let’s start with a simple outline:  

 
1) Your name and what you do; 
2) Your authority; 
3) The problem/pain; 
4) The solution/gain; 
5) Your authentic why (why do you do it?); and 
6) Your reputation (what do your clients say about you?) 

 
Here is an example of a pitch outline designed for a collaborative practitioner. Pick 

and choose the elements that work for you and see what you get: 
 
• Introduction 
• Famous person quote about divorce 
• How many divorces per hour? How many filed in your county annually? (You 

should be able to google this information for the most recent data.) 
• How many of the audience’s parents were divorced? Probably 50% 
• How many in the audience have been divorced themselves?  
• Your background 
• Your name 
• Who you are; establish your credibility. 

o How many years in practice? 
o Education 
o Experience – litigation? collaborative cases? 
o Publications? Books? 
o Teaching 
o Speaking 
o Another claim to fame? 
o Joke - laugh at yourself 
o Namedrop 
o Statistics from successful collaborative cases 
o Use your passion/enthusiasm 
o Don’t be afraid to brag, but do it with humility 
o Employ adjectives and adverbs to bring your passion alive 
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• Define the problem that you are trying to fix. Identify three facets of it. (Why 
three? Because people can easily recall three, and possibly four items.) 
o Make people aware of the problem. 
o Make people afraid of the problem. 
o Plant the seed of doubt. 
o Explain why collaborative is a better option. 
o Personal story? 
o War stories from past litigated cases (give an example)? 
o Collaborative story (give an example)? 

 
• Consequences of litigating rather than collaborating 

o Cite startling statistics. 
o Stories – give examples of friends being forced to take sides; neighbors being 

subpoenaed to testify; grandparents being alienated from their grandkids; etc. 
 
• What’s the solution? Name three characteristics of it. 

o What’s your vision? 
o What will the world look like if . . . ? 
o Shotgun benefits? 

 
• What do you want from the listener? What’s your “ask?” 

o Referrals? 
o Speaking opportunities? 
o Connections? 
o Partnerships? 

 
• How to present 

o Memorize it. 
o How do you close after each piece? 
o Do you have a tag line or memory hook? 
o State the name of your business again at the close. 
o Remember that gestures help to tell your story. 

 
Now, let’s review the pitch basics. What’s the universal constant in our pitches, the 

pitch of the collaborative professional? We inform people of their right to make a choice, that 
there is a conscious decision to make about which divorce path to take, that there are many 
courtless divorce process options. They need only make the same choice as their spouses 
make. 

Where do you pitch and how do you deliver your pitch? The easy answer is 
“Everywhere and all the time.” (For more on that, see some of the stories infra.) The more 
organized and planned answer (again) is through networking, or “word-of-mouth 
marketing.” 
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1) First, provide a full and remarkable solution, in our case, our collaborative 
services. 

2) Then, accelerate awareness of who you are and the value of the services you 
provide, by attending events and sharing with the folks you meet there. 

3) When you do, show an authentic interest in those with whom you converse. 
How? Hey, we’re collaborative professionals; we know the answer to this one! 
Listen actively; ask questions. Connect. Find out how you can help those with 
whom you do connect. 

4) Then follow up. Relentlessly. Schedule lunch, email materials you may have 
discussed, send a written thank-you note (very unusual these days and 
therefore noteworthy), etc. 

 
What’s your goal for such marketing? Rarely do we hope to land a consult with the 

person with whom we connect, although that does, of course, occasionally happen. But, 
regardless of that possibility, we simply aim for referrals. Referrals result most often from 
established relationships. People refer to professionals they know, like, and trust.  

And you don’t just ask for help. You offer it, as well. “Tit for tat,” as my grandma used 
to say. So, build mutually beneficial relationships. “How can I help you and your business?” 
“Tell me more about your referral sources. Do I know anyone I might be able to refer to you?” 
“Do I know anyone to whom I might introduce you?” 

Schedule a one-to-one with each person with whom you spend any time at these 
events. Discuss his business, your practice, how he can help you, and how you can help him. 
Try to figure out why he should care about collaborative practice. 

Identify your best referral sources, your first responders. Schedule some “social” time 
with these folks, as well. Perhaps a coffee or a glass of wine. Ask how you can help them. How 
can you refer them business? 

How do you find new referral sources? Let’s review this: 
 

1) Service organizations 
2) Charitable organizations 
3) Business oriented groups 
4) Professional organizations 
5) Referral organizations 
6) Religious organizations 
7) Other organizations and groups 

 
Then what? 
 

1) Join 
2) Volunteer for a committee 
3) Volunteer for a position 
4) Host a meeting 
5) Present 
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6) Lead 
7) Mentor 
8) Fill a gap 

 
Now that you’ve crafted your initial cocktail party pitch (remember, it will morph as 

you watch it land and realize that you can hone it still more), let’s review these pitching tips: 
 

• Memorize your pitch. 
• Practice! Practice! Practice! Deliver it at least three times a day. Deliver it while 

driving your car or on line at the grocery. Tape it to your bathroom mirror and 
to your refrigerator door. Tape it to your front door and deliver it at least once 
on your way out in the morning. 

• Now you can make it conversational and practice saying it often.  
• Time yourself to no more than two minutes (260-380 words). 
• Watch it how it lands. How does your audience respond? Do you need to 

clarify, amend . . . ? Rewrite it again. 
• Project. Speak clearly so that you are heard. 
• Smile. Act enthusiastic and you’ll be enthusiastic. Body language is effective 

internally, as well as externally. If you don’t show us that you believe in what 
you do, neither will we. 

• Finish strong; if you rush, your memory hook fades in your haste to finish and 
ends up sounding like an apology . . . not good! 

• Teach it to your family and staff.  Your kids should know it as well as you do. 
• Deliver it to your prospective clients. Deliver it at events. Deliver it to your 

referral sources. Deliver it to other collaborative professionals. Deliver it to 
everyone. 

 
Now let’s review the most common errors that professionals make when they pitch: 
 

• They pitch at the wrong time or in an inappropriate place; 
• They lack rapport with their listener; 
• They lack clarity in their pitch; 
• They lack credibility; 
• Their pitch is not extraordinary; 
• They forget to ask, their call to action, so they don’t get; or 
• Their pitch is internally inconsistent. 

 
So, what’s the first, most crucial step to raising the public perception of who you are, 

what you do, why you do what you do, and the value of the services you provide? The answer 
is “pitching!” Pitching is how we will all change the way the world gets divorced! 

Now get out there and start pitching! 


