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“…the majority of married, separated and divorced couples in the United States have not heard of divorce mediation and would not know where to find a mediator should they want one.” (173)


On April 25, 1986, 2,750 members of Kindred Spirits, an organization of single parents with children who live in the tri-state area of New York, New Jersey and Pennsylvania, were surveyed to determine an effective marketing strategy for divorce mediation (171).  It is important to note that this sample is self-selected and may possess certain social or psychological characteristics that lead to their interest in or need for such an association.  Hauser explained that her sample proved to be an educated, affluent group.  


The survey revealed several challenges in marketing divorce mediation.  First, there is a lack of awareness of divorce mediation among American men and women.  The Kindred Spirits survey showed that “the majority of married, separated and divorced couples in the United States have not heard of divorce mediation and would not know where to find a mediator should they want one.” (173) Second, most people are confused by the term “mediation.”  People do not understand the mediation process nor who mediators are or who they should be.  The third problem Hauser’s survey revealed is that there were some whose mediation experience was negative and therefore they would not recommend it to their friends.  Fourth, the ideals of mediation are “out of fashion.”  Mediation was born out of the spirit of the 60’s and 70’s when it was popular to end a marriage on good terms.  Today, that is not case.  Fifth, the survey revealed that parties want their own advocate.  Hauser noted that women especially felt more comfortable with having someone whose sole purpose was to protect their interest.  


The sixth problem with marketing divorce mediation is the belief that it will not work.  Couples are skeptic about mediation because mediators have not attended law school, the mediation process is inadequate for the complexity of their legal or financial issues, or the attitudes of their spouses would not be conducive to the mediation process.  The next problem Hauser identifies is that of referrals.  Attorneys, psychiatrists, psychologists, therapists and social workers do not refer their clients to mediation because “Mental health professionals believe that they can do the job just as well.  Lawyers believe that they can do it better.”  (177)  The eighth problem is that it is perceived that mediators lack training/education because no license or certification is required.  Ninth, divorce mediation asks parties to give up basic needs when they are emotionally vulnerable.  Divorce mediation asks parties to ignore safety, security, stability and order and to instead consider higher needs such as self-esteem.  


After discussing the nine problems, the positive sides to marketing divorce mediation are examined.  She lists eight categories of marketing opportunities for divorce mediation and they are as follows:

· People wish their lawyers were more like mediators.

· Public opinion:  Lawyers and the courts are bad guys.

· Courts are the wrong place for divorce.

· There are good opportunities for referral.

· Certain categories of people are very open to divorce mediation.  They represent built-in markets, opportunities for effective testimonials, or both.

· People know that they should think highly of mediation.

· Mediators are highly educated people.

· Mediation has real benefits (i.e. it saves time & money, self-determination, limits court, focuses more on the children’s needs and welfare)

Public Awareness [OP]
· Promotion of Mediation [OP-1]

· Marketing of Center Services [OP-2]

States

· New York

· New Jersey

· Pennsylvania
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