By David Gage

any mediators want to help people resolve their

disputes and are willing and able o mediare a

wide range of contlicrs. Mediating a wide range of
conflicss, however, creares a muarketing challenge right out of
the starting gate: s lack of differentiation among mediators.
No one, induding mediators, wants o market plain vanilla,
By specializing, mediators eliminate half of the matkering
b ser themselves apart from the crowd,
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strange dynamics of people in a family business trying 1o blend
home and office, generations and genders, and at some level,
I was aware of the significant potendal for conflice. Observing
my marernal grandparents, their sons and the “cutsider” son-
in-law, my father, all worldng rogether, was a major wnpetus
for me 1o become a psychologist, to specialize in working with
families, and, finally. t stare a firm chat specializes in resolving
family business and business partner dispures.

Tweniry-five years ago, when Twld a fow psychologist vol-
leagues of my interest in mediating business pariner disputes,
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tion clauses in their contracts and they fancied themselves

on the cutting edge of alternative dispute resolution {ADR).
Mediation, unfortunately, was still mostly confined to divorce,
baseball and shuttle diplomacy in international conflicts. Few
business co-owners ever considered a stepwise ADR approach
that included mediation prior to arbitration.

The advice from my colleagues to marker business media-
zion services broadly was sound from an immediate-income
perspective, but my passion was mediating within the confines
of intimate co-owner teams, Additionally, there was nothing
that feft unique to me abour mediation for werkplace conflicts.
Although T was not a marketing person, I thoughe that being
unique would help when trying 1o spread the word. Therefore,
while offering our services in all kinds of workplace-conflier
sttuations could produce more business in the short rerm, |
theughr thar our business would grow faster over the long rerm
if we specialized.

Being one of the few mediation firms in the counrry
dedicared to resolving conflicts among owners of private busi-
nesses proved advaneageous in certain ways, [t made it easier
for editors and reporters from the major publications ta find
our practice when stories about family business and partner
feuds became public. That meant free ink. Stories appeared in
The Wall Streer_fournal, The New York Times, Fortune, Inc., The
Washington Post, crc. Being the experts in a specific area also
meant getting paid to write articles.

More exposute in the print media makes marketing easier
for two reasons. Firse, the ability w showcase newspaper and
magazine stories on a firms Web site helps potentdal clients see
that you are credible. Second, the exposure raises your stand-
ings with online search engines, making it easier for your targer
audience to find you.

People looking for mediators typically begin by scarching
the Web for “mediation” and something abour their specific
situation of needs. They will eype phrases such as “mediation
and business parmers,” o, “conflict, stblings and business” into
search boxes. Mediators who write content-specific articles or
whao are interviewed about their expertise gready improve their
chances of having search engines display thern higher on their
Hsts

OF course, nothing makes vou an expert like » book.
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Diespice knowing that everyone, especially nowada

write & boek, 1 still consider somebody who s published as an

sxpers. {")iyxintzi?}' a well-known publisher adds credibiliog, bur
even a seif-published book grearly enhances one’s credibili vy
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example, we have colleagues carving out spaces for themselves
in mediation nvolving aviation, trusts, seniors, congregations,
and more. These and other areas need professionals skilled in
mediazion and experes in chose specific areas.

In addision to working in a niche marker and publish-
ing articles, a book and a workbook, we have differentiated
our firm by having a multidisciplinary team approach. We
use co-mediators in 90 percent of our cases. Not all types of
mediation requite a tearn approach, but because every business
parener conflict is a rangled mix of interpersonal and either
business or legal issues, they lend themselves 1o co-mediarion.
Co-mediated engagements are conducted by a team of rwo
mediators, one with a background in psychology and the other
with a background in law, business or finance. The specific
combination depends on the clients’ needs.

Mediators often worry that charging for the services of
a ream will hure their marketing efforts and cause porential
clients to look elsewhere. It is true that some people flinch at
the cost, question the necessity and ask for a sole mediator.
Interestingly, though, that has not often been the case for our
firm. Most potential dients seem to recognize the inherent
logic of a multidisciplinary team approach and appreciate that
it is probably more efficient and may aciually save chem time
and money. Most importantly, they understand chat it gives
them a better chance of success and, therefore, is worth every
extra penny.

Co-mediadion adds value in cases involving many other
types of conflict. Siblings with inheritance issues have calied
for help. Families involved in real estate (e.g., vacation homes)
appreciate a co-mediation approach. We have received numer-
ous requests to do co-mediation in non-owner and non-family
situations. These often involve broader workplace and business
issues (e.g., health care, boards of directors and organizational
issues).

It appears to me thar the differentiation markedng suraregy
has worked well. We do she kind of work we love 1o do - with
business owners — and we have a broad base of mediation werk
for a srall eeam. Or, perhaps our firm just arived where my

psychologist colleagues suggested we stare many vears ago! &y
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