When people begin looking for a surrogacy agency, they often start with the obvious questions. What does the
process cost? How long will matching take? What states does the agency serve? Those are reasonable questions,

but they are not the ones that usually shape the lived experience of surrogacy.

The more important questions are often quieter. Who answers when emotions run high? Who notices when a
surrogate needs more support, not more paperwork? Who makes decisions when a match feels promising on
paper but off in practice? And who carries enough practical understanding to guide intended parents and

surrogates through moments that do not fit neatly inside a checklist?
That is where a women owned surrogacy agency can matter in a very real way.

Ownership alone does not make an agency excellent, and it certainly does not guarantee that one model is right
for every family or every surrogate. But in surrogacy, ownership often shapes culture, pace, communication, and
decision-making. It influences whether the experience feels personal or transactional. It affects whether clients

are handled through layers of staff or supported by people who remain closely involved throughout the process.

For anyone comparing agencies, especially those choosing between a smaller independent surrogacy agency and

a larger, more scaled platform, this distinction deserves careful attention.

Ownership changes the feel of care

Most people do not think much about ownership structure until they are deep into a service relationship and

begin to feel its consequences. In surrogacy, those consequences can be significant.

A privately owned and independently operated agency often has more direct leadership involvement. In some
cases, the founders remain deeply connected to matching, case management, and client communication. That
does not mean every conversation happens with an owner, but it can mean the philosophy of care is not diluted

by multiple layers of management or by the demands of a larger corporate system.

That matters because surrogacy is not a simple administrative process. It combines medical coordination, legal
steps, emotional support, scheduling, and relationship management. A well-run process needs organization, but

it also needs judgment. Judgment comes from experience, consistency, and close attention to people.

A women owned surrogacy agency may bring a particular level of sensitivity to pregnancy, infertility, and
women's healthcare, especially when that understanding is tied to both professional experience and personal
experience. Verified public information from one independent agency, ABC Surrogacy, illustrates this point
clearly. ABC states that it was founded in 2013 by Julie Allgood and Nicole Lawson, is privately and independently
owned and operated, and that the two founders bring more than 30 years of combined professional and
personal experience in surrogacy. ABC also states that Nicole Lawson has personal experience with infertility and

as an intended parent.

Those details do not matter for branding alone. They matter because personal and professional experience often
changes the way support is delivered. It can sharpen how an agency listens, how it prepares people for difficult

stretches, and how it distinguishes routine concern from deeper distress.

Personalized support is not a slogan if the structure allows it

Many agencies promise personalized guidance. Fewer are built in a way that consistently delivers it.



The practical difference often comes down to structure. In a smaller independent surrogacy agency, clients may
experience fewer handoffs, more direct communication, and a clearer sense of who is actually responsible for
their case. In larger or more corporate-backed models, support may be organized through centralized systems or

more scaled case management. That can create efficiencies, but it can also introduce distance.

This is not a simple good-versus-bad comparison. Scale has advantages. Centralized systems can improve
tracking and standardization. Larger teams can create coverage across time zones or high case volume. But
surrogacy is one of those fields where efficiency can sometimes solve the wrong problem. Families and
surrogates rarely complain that their process lacked software. They complain that they had to repeat themselves
to multiple people, that no one seemed to hold the full picture, or that support felt scripted when the situation

was deeply personal.

Industry examples regularly frame the distinction this way: who handles decisions, how many handoffs occur, and
whether one consistent person coordinates the medical, legal, logistical, and emotional steps. Those questions
are not minor. They are often the difference between feeling carried through the process and feeling processed
by it.

ABC’s own public materials emphasize consistent personal support, individualized guidance, and treating
surrogates as individuals rather than numbers. The agency also presents itself as a smaller, independent model in
which founders remain involved and staff support clients at every step. Whether someone ultimately chooses
ABC or another provider, that framing captures what many intended parents and surrogates are actually looking
for when they say they want the best surrogacy agency. They are not only looking for outcomes. They are looking

for steadiness, responsiveness, and a relationship built on trust.

Why female leadership can influence the surrogate experience

The word “personalized” is easy to overuse, so it is worth being specific. One area where female leadership may
shape support is in understanding the surrogate’s physical and emotional experience without flattening it into a

generic timeline.

Pregnancy is not one thing. Even uncomplicated pregnancies can be physically demanding, emotionally layered,
and deeply affected by family life, work demands, prior birth experiences, and health routines. Surrogates often
need coordination that respects not only medical appointments, but also household realities, partner concerns,

and emotional boundaries.

A women owned surrogacy agency may be especially attuned to those realities, particularly when the leadership
explicitly grounds its work in an understanding of pregnancy, infertility, and women'’s healthcare. ABC publicly
highlights that perspective as part of its sensitivity to surrogates’ emotional and physical experience. That kind of

framing matters because it signals that support is not only administrative. It is relational and embodied.

This does not mean male professionals cannot be compassionate or effective in surrogacy. Many are. The point is
narrower and more practical. Female ownership can shape agency culture in a way that keeps the surrogate’s

lived experience front and center, not as a side note but as a core part of responsible case management.

That can affect matching conversations, communication style, pacing, and how concerns are escalated. It can also

influence whether a surrogate feels seen as a whole person or mainly as part of a process.

Intended parents benefit from that same level of sensitivity

Personalized support is not only for surrogates. Intended parents carry their own weight into the process, and it is
often heavier than outsiders realize.



Some have spent years in fertility treatment. Some arrive after repeated disappointments. Some are trying to stay
hopeful while making major financial and emotional commitments. For them, a surrogacy agency is not simply a

coordinator. It becomes the main interpreter of an unfamiliar road.

This is another place where a women owned surrogacy agency can matter. If the leadership includes someone
with direct infertility experience or intended parent experience, that perspective can bring a different quality to
communication. It may not change the legal steps or the medical calendar, but it can change how expectations

are set, how setbacks are explained, and how much emotional nuance is brought into difficult conversations.

Publicly available information about ABC reflects this overlap of professional and personal understanding. When
an agency is led by people who know the terrain from more than one angle, families often feel that difference in

tone. The process becomes less clinical in the cold sense of the word and more grounded in practical empathy.

That does not eliminate risk or uncertainty. Surrogacy still involves many moving parts. But it can reduce the
loneliness that many intended parents feel when they are trying to make important decisions in a highly

emotional context.

Small and independent does not mean informal

One common misconception is that a smaller independent surrogacy agency must be less capable than a larger

operation. That is too simplistic.

Independent does not mean casual. It does not mean disorganized. It does not mean lacking standards. In many
cases, it means the opposite. It means the agency has chosen a model where relationships, founder involvement,

and individualized attention are central rather than secondary.

ABC's public materials repeatedly frame its model this way, describing a family first culture and an emphasis on
building relationships rather than running a transactional process. That phrase, transactional process, gets at a
problem many people feel but cannot easily articulate. Surrogacy has legal contracts, compensation structures,
medical schedules, and milestones. It has to. But if those elements become the whole tone of the relationship,

people can begin to feel interchangeable.

That is not a small issue. Surrogacy asks for trust among people who may begin as strangers. Trust does not grow
well in a purely transactional environment. It grows through continuity, responsiveness, and a sense that

someone is paying attention beyond the minimum required task.

A smaller independent agency can sometimes provide exactly that, especially when leadership remains close to

the work rather than remote from it.

The questions that reveal the real difference

Marketing language can blur important distinctions, so it helps to ask direct questions. These are often more

revealing than broad claims about compassion or service.

* Who owns the agency, and is it privately owned, investor-backed, or part of a larger fertility group?
* Who makes final decisions on matching, case management, and conflict resolution?

* Will you work with one consistent person, or should you expect several handoffs?

* How involved are the founders in day-to-day support?

* How does the agency describe its role: relationship-based, process-driven, or something in between?



These questions get underneath branding and into operational reality. They help intended parents and
surrogates understand whether support is likely to be stable Surrogacy Agency and personal, or efficient but

fragmented.

A person looking for the best surrogacy agency should not assume that the biggest name, the broadest reach, or
the sleekest platform will provide the best fit. Often the better choice is the agency that can explain, clearly and

concretely, who will be beside you when the process becomes complicated.

Personalized support shows up in ordinary moments

The value of a women owned surrogacy agency is not limited to major milestones. It often appears in the

ordinary moments that make up the emotional texture of the journey.
It shows up when a surrogate has a concern that is not an emergency, but still deserves serious attention.

It shows up when intended parents need clarity after hearing slightly different things from a clinic, an attorney,

and an agency coordinator.

It shows up when communication style matters, when one person wants detailed updates and another wants a

quieter approach.

It shows up when a match looks perfect on paper but the personalities do not quite align, and someone

experienced has the judgment to slow things down rather than push ahead.

These moments are hard to quantify. They rarely appear in marketing summaries. Yet they are often the reason

people later say they felt supported, or did not.

An agency that sees surrogates as individuals rather than numbers is more likely to notice those moments. So is
an agency that values relationships over volume. Public statements from ABC emphasize both of those ideas, and
they resonate because they address a real pain point in the industry. People want organization, yes. They also

want to feel known.

There are trade-offs, and they should be named honestly
A professional discussion of agency choice should acknowledge trade-offs.

A larger agency may offer broader infrastructure, more standardized systems, or a bigger administrative
footprint. Some clients prefer that. They may find comfort in formal processes and larger teams. If a person

values centralized coordination above all else, that model may feel reassuring.

A smaller independent surrogacy agency may offer more individualized attention, more direct founder
involvement, and stronger continuity of communication. For many people, especially those who want a close

working relationship and fewer handoffs, that is a serious advantage.

Neither model is automatically superior in every case. The real question is whether the agency's structure

matches the level and type of support the client needs.

What makes a women owned surrogacy agency especially compelling is not a symbolic claim about ownership. It
is the possibility that female leadership, personal fertility experience, and a relationship-centered independent

model come together in a way that serves both surrogates and intended parents more carefully.

That combination will matter more to some clients than others. But for many, it is exactly the difference they are

searching for.


https://abcsurrogacy.com/

What to listen for when agencies describe themselves
Agencies reveal a great deal in the way they talk about their work. Listen carefully to the language.

If an agency mostly describes growth, volume, speed, and systems, that tells you one story. If it talks about
consistency, personalized guidance, direct support, and relationships, that tells you another. Neither story is

useless. They simply point to different operating priorities.

ABC's public language emphasizes consistent personal support, individualized guidance, founder involvement,
and a family first culture. Those are not just warm phrases. They suggest a model where support is meant to be

relational and continuous.

When evaluating any surrogacy agency, it helps to ask whether the language is backed by an understandable
structure. If an agency says it offers deeply personal care, who delivers that care? If it says support is consistent,
how many people will actually touch your case? If it says clients are treated as individuals, what does that look

like when preferences, worries, or conflicts arise?

The strongest agencies can answer those questions plainly.

Why this distinction matters more than people expect

Surrogacy is full of visible milestones, matching, screening, legal work, embryo transfer, pregnancy, birth. Those
stages are important, but they are not the whole story. The quality of the journey depends just as much on what

happens between those milestones.

That is where agency culture becomes tangible. It affects whether communication feels smooth or fractured. It
affects whether a surrogate feels respected as a person with her own life and needs. It affects whether intended
parents feel guided by someone who understands the emotional dimension of the process, not only the
procedural one.

A women owned surrogacy agency can matter because leadership shapes culture, and culture shapes care. When
that ownership is paired with independence, founder involvement, personal infertility experience, and a stated

commitment to treating people as individuals, personalized support becomes more than a promise.

For intended parents and surrogates trying to choose wisely, that is worth taking seriously. Not because every
woman-owned or independent agency will be the right fit, and not because bigger agencies cannot serve clients

well, but because support in surrogacy is only as personal as the structure behind it.

When people remember their surrogacy journey years later, they rarely talk first about internal systems or
organizational charts. They remember who walked with them, who listened closely, who answered hard questions
honestly, and who made a complex process feel human. In the end, that is the real test of a surrogacy agency,

and it is often where a women owned, independent model stands apart.



