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W
hen it comes to marketing, the traditional view for 
many firms is that it should be geared towards one 
objective – increasing visibility (or brand awareness 
as it’s often incorrectly referred to) within either 
their local area or their sectors of choice. 

The means firms use to increase their visibility ranges from the 
effective (developing a consistent online strategy, utilising specialist 
expertise to establish credible thought leadership credentials and 
leveraging relationships both domestically and overseas) to the massively 
ineffectual and expensive, like unstructured international travel.

For a while it worked too. Firms picked up new clients here and 
there and developed relationships with overseas firms that brought in a 
bit more work. Clients were retained but arguably more from a ‘better 
the devil you know’ (or, more accurately, ‘better the devil that knows 
you, your products and your technology’) standpoint than as a result of 
any investment in client care or quality of service.

But could these wins really be attributed to canny marketing 
strategy? Were results measured? Were ineffective marketing activities 
dropped and successful activities refined to increase returns from and 
reduce costs of future campaigns? 

The fact of the matter is the market is now more competitive than 
it has ever been and on top of that, the purchasers of patent and 
trademark services have become more astute, more value-aware and 
more promiscuous. 

The bigger firms have begun to market more aggressively, taking 
advantage of the increased geographical presence they’ve built up as a 
result of deliberate expansion or merger and acquisition. Smaller outfits 
have been able to set up on the back of providing lower cost services to 
smaller regional clients with restricted budgets. The phantom of online 
registration looms heavy and looks likely to follow in the footsteps of 
online renewals as yet another low cost option for those clients who still 
see IP as just another commoditisable necessity, a means to fill in forms. 

But where does that leave the firms genuinely looking to grow? 
Those firms should refocus their marketing activities and replace 
‘visibility’ with ‘education’ as their key objective. 

If you look at the high end of any market there is always a point 
where value outweighs cost. Think about cars, TVs, supermarkets, 
holidays. There is always a market for the expensive and why? Because 
people have been educated as to why they have to pay more for one 
option than another; they are told where the additional value is held 
and how that additional value will make their lives easier. 

When you talk about IP this type of education relates to something 
much more straightforward and much more achievable – making sure 
C suite executives and directors (and in some cases in-house counsel) 
understand the true value of IP and, more importantly, the additional 
value a business can realise by having access to professional advisors 
capable of delivering the highest quality IP advice.

One of the main gripes patent specialists have is that their bosses 
often don’t truly understand the value of their IP nor the part a better 
formulated IP strategy could play in increasing the value of their business 
and their assets. They are just told to cut costs and are often precluded 
from strategic discussions they could make a valuable contribution to.

It is widely felt that if management boards had a better 
understanding of the intricacies of IP they would not only be able to 
create more intrinsic value, but also secure the business against the 
potentially disastrous costs of infringement or preventative actions.

In-house counsel also express a desire to learn more about how 
to protect and enforce intellectual property rights, especially if that 
protection could save them the time and expense of infringement 
litigation further down the line. 

 
So where do you start?
The start point is to get closer to your clients. Go to them and offer 
your help. Very few clients will refuse the offer of a bit of extra support, 
especially if they don’t have to pay for it! This is a strategy employed to 
impressive effect by accountants. Their decision to rebrand themselves as 
business advisors and work more closely with their clients has not only 
pushed them to the forefront of the professional services when it comes 
to marketing, it’s also allowed them to enjoy substantial organic growth. 

By now you should have structured client management and client 
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development strategies in place. The educational angle will provide an 
additional reason to get in touch and arrange your next meeting. Once 
you have collected the key points your clients need help with from 
your initial meetings you can distil those into fact sheets you can mail 
out to clients to maintain contact as part of your tactical CRM (client 
relationship management) plan. 

Develop structured client management and client development 
strategies, client education could give you a cornerstone to build your 
strategy around.

However there are also much bigger financial benefits at stake. 
Getting closer to clients will increase client retention - though, 
because of the specialist knowledge of a clients’ portfolio an attorney 
develops over time, your relationships are already strong. The real 
benefit from spending more time talking to your clients about their 
business is you will increase the likelihood of uncovering new fee 
earning opportunities. You will learn more about future plans, future 
strategy and future expansion and diversification, all of which will 
require your help.

Take the time to educate your client’s senior management on the 
best way to approach the situation and how different approaches to IP 
could not only help them achieve the desired outcome, but improve the 
likely financial returns. This is a way to add more value and ensure more 
opportunities will fall your way.

One of our clients recently commissioned a research project which 
involved us meeting the head of legal for one of the UK’s largest 
food and beverage manufacturers, an international concern with an 
enormous portfolio of trademarks and, thanks to recent diversification, 
a quickly expanding patent portfolio. 

He eulogised about his current advisors. They provided training. 
They split their time between educating the newest members of his 
team (saving him the time, hassle and expense of putting that training 
programme together) and working with the senior management to 
demonstrate how different approaches to IP could create more value 
from the different areas of the business.

At the same time he also mentioned the age-old solicitor practice 
of secondment. “Not enough patent firms offer secondment...I don’t 
understand why!” His view was that by placing an attorney in-house, 
the board not only had immediate access to specialist IP advice (advice 
they were more likely to consider because of the ‘external factor’) but 
that the firm also developed a stronger and more profitable relationship 
with the client.

Many firms sometimes struggle with what messages to promote 
through their marketing activities, relying on the formulaic (and 
ineffective) framework of number of offices, number of partners and 
key technical areas. Not only is this dull for the reader it also offers the 
firm no platform whatsoever from which to show how they differ from 
the competition or, more importantly, how they deliver value over and 
above transactional filing services. 

Imagine if you promoted the fact you invested your own time to 
work consultatively with the senior management of your clients? That 
you were prepared to share strategic advice that would introduce 
different options that would, in all likelihood, increase financial returns?

The knock-on is equally attractive. Once word gets out there that 
you are investing in educating clients, there will be a positive effect on 
new client acquisition. You will have positioned yourself as much more 
than ‘just an attorney’. You will achieve the much coveted ‘trusted 
advisor’ status and people will be drawn to working with you. 

And the best thing is there are no limits to how this education can 
be delivered which will allow you to freshen up the programme year 
on year and maintain the value it provides for your clients. Different 
objectives require a different approach so whether your clients want 
additional investment, an exit strategy or simply more from their IP, you 

can build an educational programme that delivers against your clients 
specific requirements.

One could offer a free annual IP audit performed having first studied 
your client’s business plan. This will allow you to report back with not 
just a list of suggestions as to how you could get more work, but with 
a list of commercial recommendations showing how developing the 
business’ IP will help it achieve its key objectives. 

This brings us back to a consistent online strategy as an effective 
marketing tool. Aside from personal referrals, the internet should now 
be responsible for the majority of your new enquiries. If firms are going 
to take advantage of those enquiries they need to stop using their 
website as an online brochure and offer visitors a reason to explore, 
return to and recommend your site. This can be achieved by using your 
site to kick off the educational process. Add downloads, checklists, 
questionnaires, self-audit forms, explain terms and processes and then 
offer further advice at every turn.

Current clients are no different. Offer them access to reports, 
case studies, industry insight they can use to develop their businesses 
through restricted ‘client zones’. Not only will it make them feel more 
valued, it’ll place you in the shop window when interest levels rise to the 
point where additional advice is required. 

An educational strategy will always deliver a higher return than 
constantly flirting with ‘increased visibility’. It will give you a foundation 
upon which to build stronger client relationships by allowing you to 
deliver real added value to your clients. It will differentiate you from 
your competitors which in turn will have a positive effect on new client 
acquisition. And the best news? No significant investment is required; 
you already have the knowledge and you already have contacts waiting 
to be educated. 
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Planning clients’ IP education

•  Plan your calendar at the start of the year.  

•  Which clients need what training?  And at what 

interval?  
•  What format would work best for them – short 

sharp interactive bursts or a more formal 

strategic discussion based around current 

commercial objectives?  
•  Where do you deliver – at their premises, at 

yours or off-site?


