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Challenges & Objectives 

Santa Monica Fertility offers state of the art fertility treatments including: egg donation, 
surrogacy, gender selection, egg freezing and a range of other innovative procedures at 
the forefront of fertility research. Dr. Jain is a board-certified reproductive endocrinologist 
with 20+ years of academic and clinical experience. With considerable competition and 
not having done paid search in the past, one of the challenges includes the fear of the 
unknown.  

MWI provided various services to Santa Monica Fertility including web design, translation 
to Simplified and Traditional Chinese characters, SEO, and content marketing, but the 
focus of this case study is paid search. 

One of the benefits of paid search programs is the ability to immediately generate traffic. 
This is helpful in identifying how various visitors perform and interact with the website 
which is useful in optimizing website content.  

Key Tactics 

Building a state of the art website that was both informative and easy to navigate helped 
the paid search campaigns get off to a good start. Other the tactics included: 

● Ad scheduling. Analyzing daily data to determine which times and days the searcher is 
more likely to reach out and schedule a consultation. 

 
● Ad copy testing. Having specific keywords contained in the ad copy and landing page 

help the user have a consistent experience. 
 

● Negative keywords. There were many irrelevant keywords searched that could trigger 
the ads that were immediately removed as to preserve budgets. 

 
● Call tracking. ~90% of all leads are now coming from inbound phone calls, optimizing 

the campaigns for phone call generation has proven to be a vital tactic. 
 

● Search engine diversity. Running campaigns with both Google and Bing has proven to 
be a good traffic mix and allows for the ability to reach different audience segments. 

 
● GeoLocation bidding. Testing ad positioning in different locations allows to show up in 

the position you desire in the location that means the most. 
 

● Device optimization. With a high % of traffic coming from mobile & tablet devices, being 
able to optimize the campaigns to a specific device type has increased leads. 

 
Results 

The paid search campaigns were launched in late June, 2014. As we started to receive 
data, we began optimizing the campaigns for maximum return on investment. In the first 
30 days, we saw 221 visitors come to the site. In August that dipped slightly to 195, but 
then went up to 232 in September, and 327 in October. Visitor numbers in and of 
themselves are nothing to be proud of, since anyone managing a paid search campaign 
can generate as many visitors as they are willing to pay for. But the visitor numbers are 
provided in order to give perspective to the number of conversions produced from those 
visitors. 
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Since the campaign launch in June, conversions, or people filling out a form on the Santa 
Monica Fertility website, have increased by 610%, starting with 13 leads in July and 
growing to 177 leads in the month of October--a conversion rate of 54%. The 
click-through rates of the campaigns have also steadily improved, to attract higher quality 
traffic, which has helped result in higher conversion rates. 

 

The results have been so impactful in the U.S. that Dr. Jain has decided to expand the 
campaigns internationally.  
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