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King & Spalding’s female intellectual property partners are banding together 

to market the firm to their in-house counterparts, part of a broader effort by 

law firms to make inroads into the shrinking intellectual property legal 

market. 

 

Conceived two years ago, the Atlanta-based firm’s Women in IP ramped up 

this fall. Members include the firm’s half dozen intellectual property 

partners plus associates and patent agents. The firm launched the program’s 

web page in October as part of a marketing push, Houston partner Jill 

McWhirter said. 

 

Next month, members will participate in Managing Intellectual Property’s 

International Women’s Leadership Forum in San Jose, McWhirter said. The 

firm is a sponsor of that conference, she added. “The firm is interested in 

promoting women and interested in helping women achieve success. This is 

one of the ways,” she said. 

 

Other firms are relying on female intellectual property lawyers to target 

client prospects, but at least one segment of the market, patent litigation, is 

on the downswing, according to legal analytics company Lex Machina. 

Lex Machina has reported that 329 new federal patent cases were filed in 

September, representing a 40 percent drop from the 549 cases filed in 

September 2013. There have been fewer case filings in month-over-month 

comparisons of 2013 and 2014 monthly totals since May. 

 

DLA Piper hosted its eighth annual Women in IP Law event in September. 

The Silicon Valley luncheon, open to men and women, attracted 200 guests, 

including in-house counsel at technology companies. 

 



Fish & Richardson has hosted L.E.A.D.— for leadership, enrichment, action 

and diversity— client events since 2005, Dallas partner Natalie Arbaugh 

said. Female in-house lawyers and business owners are invited to those 

gathering, typically held in two cities each year. “I would consider that good 

marketing. It gives us an opportunity to connect with current and potential 

clients,” she said. 

 

Such groups are a smart way to differentiate a firm, because the “legal 

market is increasingly competitive, including the intellectual property 

litigation market,” said Kent Zimmermann, a principal at the Zeughauser 

Group legal consultancy. 

 

“Now more than ever, firms that are committed to intellectual property as a 

core strength have reason to do everything they can to weld themselves to 

their clients and differentiate themselves in the market,” he said. 

 

Silvia Coulter, who leads the client development and strategic growth 

practice at the LawVision Group consultancy, believes it’s best to target 

intellectual property decision makers at corporations, not just female in-

house intellectual property lawyers. 

 

“They’ll be successful, but they could be even more successful by targeting 

people who hand out the work for IP litigation, period,” Coulter said. 
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