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INPUT FROM GROUP LEADERS 

This report comes from the feedback of 23 different infertility 
peer support group leaders and their groups across 15 
different US states. The conversation began with these two 
questions. 

1. What information was/is most important to you when 
searching for a fertility center? 

2. What was/is the most annoying thing about researching 
and choosing a fertility center? 

  

RESPONDENTS 

 All 23 respondents were women.  

 22 of the 23 respondents had undergone or are 
currently undergoing infertility treatment themselves. 

 All 23 currently facilitate a peer group in their area. 

. 

 

WHAT DID THEY SAY 

While there were dozens of responses, suggestions, 
complaints, and recommendations from the 23 respondents, 
three problems dominated the conversations and threaded a 
common theme among the group. Though every issue is 
worth exploring further, in the interest of making this guideline 
as widely relevant as possible, I chose to discuss these three 
themes. 

 

1. Cost Confusion/Cost Transparency 

2. Lack of Connection to Peer or Professional Support. 

3. Clarity of Success Rates 

 

STATES OF 

RESPONDENTS 

New York 

Pennsylvania 

Virginia 

Maryland/District-of- 
Columbia 

North Carolina 

Georgia 

Florida 

Ohio 

Michigan 

South Dakota 

Illinois 

Kentucky 

 Alabama 

Minnesota 

Iowa 
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COST CONFUSION 

Depending on their area , most respondents estimated the average total cost of infertility treatment with IVF to range 

from $15,000 to $20,000, yet most said their group members had no idea of finding out what costs they might incur 

ahead of time. 

¨Financial Infertility¨: The Challenge for Patients 

Patients want to know how much they are going to spend because they want to prepare financially, as well as 

emotionally. Unexpected, additional costs in treatment add more stress to an already emotionally overwhelming life 

experience. 

No Crystal Ball:  The Challenge for Practices 

In the beginning , doctors have no way of knowing for certain which additional costs a patient will need. Furthermore, 

displaying an inventory of potential costs in the interest of transparency could give an edge to competitors who would 

then appear to be less expensive because they are not being transparent.  

The Bigger Picture 

Patients are investigating cost as much as they possibly can. Take a quick look at the Keyword Planner tool in your Google 

AdWords account, and you´ll notice the average number of monthly searches for ¨ivf rates¨ is nearly double what it is for 

¨infertility treatment¨. Rather than getting an arbitrary number of from a top Google ranking site like ivfcostcalculator.com, they 

could get a better idea from you, their practitioner.  

 

 
NEXT PAGE: How To Test Benefits of Cost Transparency 

 

Data and table from OkCopay analysis 
performed for NerdWallet 



Testing Cost Transparency 

How to give patients the information they demand without giving an advantage to other 

clinics 

Why test cost transparency? 

 It is tremendously important to patients. 

o 2/3 of the respondents identified it without being prompted 

o All agreed that it was a major issue for themselves or other members of their group 

 We may be assuming a competitive edge 

o As very few clinics publish a list of potential costs tests, etc. we do not actually know if it will give 

competitors an unfair advantage. All assumptions should be tested to be validated or dismissed. 

What is the goal? 

o To determine whether there is a competitive advantage to being as cost transparent as possible. 

How to test? 

o If you look at your practice’s page through Google Analytics you will probably notice that the cost page, if you 

have one, is the most common page that people visit. Often, they leave that page without taking an action.  

o Run an A/B test for your cost page that leads half your visitors to one page and half to another.  

o The first page is the control page. Your current cost page is fine. 

o The second page is the variable, that could include these elements 

1. An embedded video of your practice’s most personable doctor explaining how cost uncertainty leads to greater 

stress, and the practice’s commitment to minimizing that stress 

2. A section highlighting what cost info to look for on other sites—because they will look at other sites. 

3. A call to action button to speak with someone who will review a list of potential costs that could incur and why. 

Should link to a call button or a schedule an appointment form 
  

 

  

  
 
By this information alone, the 
patient may believe that these are 
the complete costs of treatment. 
 
Even though, other print can be 
listed elsewhere, the numbers can 
be confusing if not explicit. 
 
From the patients interviewed, this 
results in a dissatisfied experience 
and less “word of mouth” referrals 
to the practice, 
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¨All I want to know is that my problem is human. 
And that my emotions are human.¨--support group member 

from North Carolina 

Lack of Connection to Support 

This issue surpassed cost confusion as conversations went on to become the number one 
priority of patients regarding information from their fertility center. People emphatically 
reinforced the notion that the emotional and mental side of infertility is inseparable from 
every other aspect of infertility treatment as a category. What shocked me is that 
apparently that´s not a given. 

 

Of all of the people that I spoke to in putting this guideline together, nearly all of them told 
me they found their peer support group on their own.  

The single strongest feeling that was communicated by the survey group as a whole, was 
the feeling of loneliness that someone going through infertility experiences and an 
overwhelming urge to rid that loneliness. 

Often, doctors say that they sometimes concentrate so much on the medical side that the 
emotional side is given less focus. That is logical, but not acceptable. People are 
desperate to connect, and enabling them to find groups and resources doesn´t only lighten 
the distress of the patient, it benefits the referral network of the practice as well. 

NEXT PAGE How To Empower Your Patients So That Everyone Benefits 

 



 

How to Empower Patients to Find Support 

How equipping patients also leads to more new patients 

Why focus on support? 

o After extracting which items were the most important, lack of support rose to the top. Group leaders often said 

that many of their group members had undergone treatment for years without knowing that organizations and 

groups existed in their area. 

o ¨If you have a cancer diagnosis, the first thing they will tell you is to seek professional and peer support.¨--

Group leader from Illinois 

o All agreed that it was a major issue for themselves or other members of their group 

o Respondents often said that they or members of the group switched clinics because of recommendations from 

people in their group. 

Become a Professional Member of RESOLVE 

o RESOLVE, The National Infertility Association, offers professional memberships to clinics that include directory 

listings, use of logo, and opportunities to promote educational events as often as 3x per quarter. At $1,000 for 

the year, you should have no problem returning this investment in word of mouth referrals, IF you truly honor it. 

Create a directory  

o Every new patient should go home with info on support groups. 

o Have a list of professional counselors who specialize in infertility. 

Provide Physical Space 

 Let groups meet at your office and provide refreshments (depending on the group´s affiliation, some 

associations may have bi-laws that ban them from meeting at the practice). This also shows that your practice 

is sensitive to the fact that people are already spending a lot of money. They don´t have to spend more cash at 

Panera.  Clinic staff does NOT have to be present. As one group leader from North Carolina says, ¨keep it 

peer-led, and you will do fine.¨ 

Website and Social Media 

o Every resource that you´re aware of should be under its own tab as a directory of links and contact info on your 

website. 

o Whether you are active on social media or not, patients come to find you and connect with each other through 

your pages (right now, mainly Facebook). Use these channels to let people talk, connect, and listen. 

 
 
The single greatest benefit that 
social media offers fertility centers 
is the ability to be at the center of 
a community of people who are 
deeply passionate about their 
experience with you, and who 
want to recommend you to others. 
 
They will connect one way or 
another. It is better that you 
empower them and serve as a 
resource for them than ignore 
them. 

 

          Empowering People Through Social Media          

   

   



 

 

 

  

Success Rates Matter…A lot 

Publishing SART Success Rates 

 Lack of connection to support and cost transparency always came up before success rates 
in the conversation. But when asked to rank success rates over cost, everyone said that 
success rates were more important. 

 Success rates were also the deciding factor in patients going to clinics in cities further 
away from their own. Clinics looking to attract patients from other market can use special 
landing pages comparing their success rates. 

 Doctor personality was also ranked higher than cost in terms of why people switched from 
one clinic to another. 

 When asked to prioritize success rates or doctor personality, it was about a 60% to %40 
split, but the larger segment chose success rates above all other factors. 

 Some clinics are reluctant to publish their success rates online because the information is 
deep and varied. That was however, the greatest complaint regarding the matter. Patients 
will find your success rates whether practices publish them or not, often using 
fertilitysuccessrates.com or SART data. 

 Some practices link to these sites. Even better might be to include a screenshot of your 
practice´s data with a video of one of your doctors explaining how SART collects the data 
and what each category means. Respondents often said that it seemed like their doctor 
forgot that all of this information was brand new to their patients, and not knowing what it 
means makes the process all the more overwhelming. 

NEXT PAGE Honorable Mention and Conclusion 
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Honorable Mention 

Additional feedback that people asked to be included  

Doctor Personality  

I chose to focus this guideline on the feedback to which practices could realistically respond and make 

changes. A physician´s personality isn´t among them although it is extremely important to patients. 

That said, if you are the proprietor of the center, you may choose to more heavily weigh a doctor´s bedside 

manor in your hiring process, knowing that ¨word of mouth referrals will be an increasingly large part of your 

business. 

Protocols 

¨Know what Plan B is before you start Plan A¨. –peer group leader from Kentucky.  

People reported that they often had to research protocols on their own. Patients would like one hand out for 

the ten most common protocols, not only the one that they are on, and to be explained why they are one 

instead of another. 

By placing protocol information on the clinic website, patients won´t have to search for info on their own, and 

they have a back-up in case they misplace their handout. 

Doctor Availability/Contact Policy 

Those that received phone calls and personal contact with their doctors were exceptionally more satisfied with 

their clinics that those who did not. Satisfaction with doctor personality could be partly improved with 

expectations of how much doctors will be involved in follow up communication or availability. It may help to 

write a practice policy that states which matters will be addressed by a doctor, nurse, or other staff member. 

Will it be by phone or by e-mail? 

 

In Summary 

There was an overarching theme to all of the conversations; that of deep human emotion. It sounds 

elementary, to say that a couple or an individual´s experience with infertility is extraordinarily stressful, 

anxious, and lonely. 

Yet, from the feedback of every respondent, it is clear that there is a wide breach between the communication 

that patients want from their practitioners and what they experience. 

This report serves to align every part of the patient-clinic experience under a human culture of patience, 

support, inclusion, and listening. It is evident from the conversations and public online reviews that those who 

more completely meet these needs are rewarded by their patients becoming the most passionate, forthright, 

and convincing advocates for their business. 
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