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Drive Impact with Truemed

A strategic guide to maximizing performance through your partnership.

3 N Y 2

You're ready to accept
H SA/FSA CONTENT AUDIENCE TACTICS

e HSA/FSA Our Everything
payments make sure Marketing Merchant Working

your customers Insights Partners Together
understand its value. N N o\ Y,

In these pages, you will find Who are looking to drive growth Connecting the HSA/FSA
strategic recommendations and and increase revenue through message across every stage of
best practices to unlock your their new HSA/FSA payment the customer journey drives
partnership with Truemed. option. consistency of message and

improved conversion.
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Activate Truemed Across Marketing Channels
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Activate Truemed Across Website

a A Surface HSA/FSA eligibility across every
touchpoint along the purchase path.
WEBSITE
Optimize the Discovery ’ ‘ Consideration ’ ‘ Conversion
Buyer Journey
GOAL GOAL GOAL
Make eligibility visible Help shoppers understand Remove friction at the
- ) from the first visit. what qualifies and how point of purchase.

Truemed works.
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WEBSITE

Optimize the Buyer Journey

Surface HSA/FSA eligibility across every touchpoint along the purchase path.

[ Discovery ] ‘ Consideration ’ ‘ Conversion
GOAL GOAL GOAL
Make englblllty visible from the first visit Help shoppers understand what qualifies Remove friction at the point of purchase.
and how Truemed works.
ASSETS
ASSETS ASSETS . PDP Widget
° HSA/FSA Landing Page ° Cart & Checkout Badging
® H.omepa'ge B'ann?r ° FAQ Page Updates
° Site Navigation Link
. . CUSTOMER BENEFIT
O CO"eCtIOI’l with Badges CUSTOMER BENEFIT More completed purchases, fewer
Shoppers understand how to pay before abandoned carts.

they reach checkout.

CUSTOMER BENEFIT
Shoppers see eligibility before they
even start browsing.
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WEBSITE | DISCOVERY

Homepage Banner

Reaches every visitor and communicates that you accept
HSA/FSA payments on eligible orders.

THORNE

1]

THORNE' w

Effective Banner Components
- Clear, bold text like "HSA/FSA Eligible”

- Choose contrasting or eye-popping colors
for the banner

- Link to your HSA/FSA landing page

Keop building my stack

Products we think you'd like

Based on your supplement interests, we also recommend these products.
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WEBSITE | DISCOVERY | HOMEPAGE BANNERS

Additional Examples

Q sk @ ® @wio

1]
ki

[—] Hatch Aduts Babieskck  ShapAl

H Hatch

Time to reset
your sleep

AN\ \\\\ N

Spm;cl.qunmg starts with your sleep hyglens.

3D & o &8 7o °C
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WEBSITE | DISCOVERY

Site Navigation Link

Gives shoppers a persistent entry point, which also
strengthens SEO for HSA/FSA queries.

Effective Link Components
- Clear, bold text like "HSA/FSA Eligible”

- Link to your HSA/FSA landing page

@ Truemed

(® Backcountry

'GEARHEAD "
ADVENTUR

Gearhead Adventura | Ep.S Gaarfwad Adventure | Ep. 4 iearhead Advanture | Ep. 3 Gearhead Adventurs | Ep. 2
Cl———— Teus 0¢ Taboo tagria Trahbiog Now Zastan

Semunit

ey @ @Truemed

Earm 10% Cash Back, Fres 2-Dsy Usa Your HSA Or FSA Funds
Shipping, A Personal Gearhesd” & More Free Shipping On Orders Over $68 Need To Start & Return? Toward Eligible Gear

SO SRMT R SHIPPING OPTIONS = o ETUK POuICY SEE1F 180 QUALFY >
| e Expert Ao = Email Us O Testus " Chat Now X, 1-801-204-4355 @ Help Center

Our Gearheads Can Help

Homepage Navigation Link
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WEBSITE | DISCOVERY | SITE NAVIGATION LINK

Additional Examples: Site Navigation Link

Top Bar Navigation

= Z
2 (O) @Nikestrength ;
E Exclusive athlete content, workouts & more. < C s PranonG < aueKse £ ouTOH eSS
“ e ~
I ; AIMO:‘\\‘IV\.!'\\IM SALE SHOF»  YOURSANCTUARY »  LEARN~  CONTACT a & 9 a
QE —_=
wn &
o)
=
)
<
Handcrafting Saunas For Your
Best Life, Since 1977
Footer Navigation . JOIN THE LIST

Claim Early Acoess x
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WEBSITE | DISCOVERY

Collection with Badges

HIGHERL!

Lets shoppers filter eligible products at a glance
and build a qualifying cart.

Introducing...

R ————
HIGHERIERE o 2

Effective Collection Components
- Clear, bold text like "HSA/FSA Eligible" VOCLE WWD SHAPE
- Highlight the value for the customer (save 30%) T

- Prominent placement on website

- Filter your HSA/FSA products

HSA/FSA Collection
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WEBSITE

Optimize the Buyer Journey

Surface HSA/FSA eligibility across every touchpoint along the purchase path.

‘ Discovery ’

GOAL
Make eligibility visible from the first visit.

ASSETS
. Homepage Banner
° Site Navigation Link
. Collection with Badges

CUSTOMER BENEFIT
Shoppers see eligibility before they
even start browsing.

Consideration ]

GOAL
Help shoppers understand what

qualifies and how Truemed works.

ASSETS
° HSA/FSA Landing Page
° FAQ Page Updates

Conversion

CUSTOMER BENEFIT
Shoppers understand how to pay
before they reach checkout.

GOAL
Remove friction at the point of purchase.

ASSETS
. PDP Widget
° Cart & Checkout Badging

CUSTOMER BENEFIT
More completed purchases, fewer
abandoned carts.
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WEBSITE | CONSIDERATION

HSA/FSA Landing Page

A dedicated landing page is one of the most important
components to invest in because it...

1. Funnels traffic from campaigns
This is where you'll link from related email, ads, banners, and social.

2. Educates your customers on the process
It helps build trust by reassuring customers that your products are eligible
and that the savings are real.

3. Improves SEO
By including "HSA/FSA" in your URL, you will improve discoverability and
will rank higher on search engines.

@ Truemed

= pur P’e“ T ®

Lot puain Battes sheu

funds, save an
average of 30%

Now you can spend your pre-tax savings on
pain-reducing Purple sleep.

Shop eligible products
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WEBSITE | CONSIDERATION | HSA/FSA LANDING PAGE

Effective Components

Shop with FSAHSA funds, By
; 4 c@ra;n:Tfm purp’e
1. Leads with value for the customer (save 30%) o= ¥ - i
2. Introduces Truemed + value proposition '
‘We've partnered with Truemed to help you sawe on pain.
3. Walks through the process step-by-step ’ ek .
® =
4. Highlights your top eligible products ettt
o
A
.. el eliginle products i Ll bl -]
- Falll "—J'— c—
-  —

Select Truamed at
checkout

[ Y

@ Truemed
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WEBSITE | CONSIDERATION | HSA/FSA LANDING PAGE

Additional Examples

PELOTON
cclluma

Purchasing grling

HSAFEA aligible praducts

WETH
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WEBSITE | CONSIDERATION

FAQ Page Updates

Preempt common questions so shoppers convert
without contacting support.

Content should answer these three questions:
- How does it work?
- Which products qualify?
- Am eligible?

@ Truemed

(A’
DREAMCLOUD

Got questions? We've
got answers.

Ready to Maximize Your Savings and
Sleep Quality?

Don't let your pre-tax dollars go to waste. Upgrade o a
DreamCloud mattress o adjustable base today and
make: the most of your HSAFSA benefits

Shop tow
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WEBSITE | CONSIDERATION | FAQ PAGE UPDATES

Additional Examples

MOLEKULE

Get 15% OFf

@ Truemed

bine

Common Questions

All your Trusmad FEA/HSA quastions.
angwared hars,

MOLEKULE

<

~

Let's stay connected.

e support

What I an P or KA and whatare the bamefits]

[ p—

Gl my HSAFSA ot MalabteT

ol e my reglan cradlt card at chachour?

What s # Lottar of i

Al Nacasiity, und how s s camplianty

10 there fees assuciated with using Truemed's services?

Whe shauid | use my FSA/SA dollars?

ek for me o

FS0E Rave A HSA/FSA. Gan | 3611 banati from Trasmea?

190NElive 16100 U, Ean {605 gt reimBursad wiih Trusmad?

@

TONAL

Save $750° on Tona | Sumseres Se | Shop Now

FREQUENTLY ASKED QUESTIONS

GETTING STARTED

What Is Truemed?

What is a Letter of Medical Necessity (LMN)?

How lang does it take for me to receive my Letter of Medical Necessity?
What are FSA and HSA accounts?

Are thare fees associated with using Truemed's services?

USING YOUR HSA/FSA

How do | use Truemed to get reimbursed for my Tonal purchase?

Can | use HSA/FSA funds to pay for my membership?

What if my HSA/FSA dossn't have encugh funds to cover Tonal?

Can | use my regular redit card at checkout?

Can | use HSA/FSA funds to pay for Tonal alangside anather discount coda?
Can | use Affirm financing with HSA/FSA funds?

When should | use my FSA/HSA funds?

REIMBURSEMENT DETAILS

How does using my HSA/FSA account save me money?
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WEBSITE

Optimize the Buyer Journey

Surface HSA/FSA eligibility across every touchpoint along the purchase path.

‘ Discovery ’ ‘ Consideration ’ [ Conversion
GOAL GOAL GOAL
Make eligibility visible from the first visit. Help shoppers understand what qualifies Remove friction at the point of
and how Truemed works.

ASSETS purchase.

. Homepage Banner ASSETS

° Site Navigation Link ° HSA/FSA Landing Page

. Collection with Badges S FAQ Page Updates ASSETS

) PDP Widget

CUSTOMER BENEFIT P — ° Cart & Checkout Badging
Shoppers see eligibility before they Shoppers understand how to pay before
even start browsing. they reach checkout.

CUSTOMER BENEFIT
More completed purchases, fewer
abandoned carts.

Page /17




WEBSITE | CONVERSION

PDP Truemed Widget

Is the simplest and highest-impact step you can
take to drive sales with Truemed because it...

1. Makes eligibility clear at the point of purchase
It confirms to your customer that the product they are
purchasing is eligible.

2.Is a good mid-funnel reminder
Partners who A/B tested with the widget saw a 7.48% lift
in conversion.

CASE STUDY
A leading fitness equipment brand saw 3.3X

lift in HSA/FSA revenue after implementing
the PDP widget.*

@ Truemed

AG1

AG1 A or Dally Health  AGZ lor Sleep (8l Learn More EM;@ L=}
Start Your Journey with

the AG1Welcome Kit &

Claim Your Free Gifts

AGT; Pouch $79/mo §95'

CMWI&".;WWB B:HBhe.f.. . . Froe 526

AGT Sample Pack (3 et) Frea 515

Tatal $79/mo

HSAFSA efigible with & Truemed Learm mees

 Sichry marary bch guarenies Upsta or zancel wytime

Truemed Widget
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WEBSITE | CONVERSION | PDP WIDGET

Additional Example

" ——— e
B e AT QUT THERE 488
\ —
q Woman's Torin &
1am

- ol e e e
] g
w4 a Mmoo
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Truemed Widget

@ Truemed

& Tuermed

Uk yirer HEASFBA luichs

o
B g, i o o 3 o o oy
Fowmm
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WEBSITE | CONVERSION | CART & CHECKOUT BADGING

Cart & Checkout Badging

Leaning into a purchase path on your website for
HSA/FSA has proven to increase order values because
customers' are reminded that they can save with pre-tax
dollars—therefore increasing their overall spend.

Effective Badging Components

@ Truemed

Aitam in your bag

Clear labels/filters like "HSA/FSA Eligible"

Shoppers should see messaging at every step of
the purchase flow (Product Page > Cart >
Checkout)

HSA/FSA Badge

Prescription Al glasses

Style meets function od fa

Al glasses with Rx lenses

—=— HSA/FSA Badge
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WEBSITE | CONVERSION | CART & CHECKOUT BADGING

Additional Example

"CuR Cant e

e o

Choose a membership

PR r— .
Badge : e e -

WHOOR

WI-IOOP

oo o

e e Badge
Choose a plan

Sagctapari o OdeMamtens. [ s
=

 Yeor Flan Annual Plan Famity Flan sreatn ——

s200 - s S

[ v— (=]

FAQs

HSA/FSA Callout ) e s s, s it

AN | ELAAT T 8 VNI TV AR Tva 430N SAK SR 08 LS
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Activate Truemed Across Email

4 I Reach customers with the right HSA/FSA
message at every stage of their journey.
EMAIL
Deliver the Right Introduce ’ ‘ Reinforce ’ —»‘ Create Urgency
Message at the
Right Time GOAL GOAL GOAL
Announce HSA/FSA Build understanding Nudge customer action
\ J eligibility and drive initial and trust through and eliminate
awareness. consistent exposure. last-minute hesitation.
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EMAIL

Deliver the Right Message at the Right Time

Reach customers with the right HSA/FSA message at every stage of their journey.

[ Introduce ]

GOAL

Announce HSA/FSA eligibility and drive

initial awareness.

ASSETS

° Partnership Campaign

Reinforce ’

CUSTOMER BENEFIT

Shoppers discover a new way to

pay and save.

GOAL
Build understanding and trust through
consistent exposure.

ASSETS
° Lifecycle Inclusion

CUSTOMER BENEFIT
Shoppers understand what's
eligible and how to use their funds.

Create Urgency ’

GOAL
Nudge customer action and eliminate
last-minute hesitation.

ASSETS
. Cart & Checkout Reminders
. FSA Deadline

CUSTOMER BENEFIT
Shoppers are convinced this is the best deal
and take action.
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EMAIL | INTRODUCE
Partnership Campaign

Let your customers know that your products are HSA/FSA
eligible through Truemed. Adding another payment option
only increases the likelihood of purchase.

Effective Campaign Components
- Clear, straightforward headline
- Highlight the value for the customer (save 30%)
- Include information about the process

- Link to your HSA/FSA landing page

@ Truemed

Ritual

=) Ritual is now
HSA/FSA eligible!

Same support—more options.

and Flexible Spending Account (FSA) payment at

checkout.*

Through our partnership with Truemed, you
can now easily use your pre-tax dollars to shop
on Ritual.com.

How to Check Out with Truemed

(D Select Truemed as your payment option
at checkout.

(@ Answer a few quick questions to
determine eligibility.

(® Once confirmed, entor your HSA/FSA
card details.
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EMAIL | INTRODUCE | PARTNERSHIP CAMPAIGN
Additional Examples

Bum fotty®

The Podis now Did you know?
HSA/FSA eligible You can use your

o s AR et HSA & FSA to save

Ex3 on fattyls!

Fambuent your Sty s
sl wirsr HEA i 5 s,

o pre- o iledbirscan el
et savimge of 30-40Rs

8 EieHr
fatty”

BTuemed

Better geep eads 1o betler health

You may be wondering..
WMAT ARE WEKE AND FARET

HEAS e FSAS it croaied Fur pou b0 spennd
ot subsowntibgeal ol ook g psduci s and
sarvices ot supgoct pouir healih Mariy emglovers offer
e Tunads, b i saped bn i b scnunts

GAN | USE MY HEAPSA OM PATTYIST

prodhuets faka fuly 15 Lt SPport Wng-iern heikin.
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EMAIL

Deliver the Right Message at the Right Time

Reach customers with the right HSA/FSA message at every stage of their journey.

‘ Introduce ’

GOAL
Announce HSA/FSA eligibility and drive
initial awareness.

ASSETS
° Partnership Campaign

CUSTOMER BENEFIT
Shoppers discover a new way to
pay and save.

Reinforce ]

GOAL
Build understanding and trust
through consistent exposure.

ASSETS
° Lifecycle Inclusion

Create Urgency ’

CUSTOMER BENEFIT
Shoppers understand what's

eligible and how to use their funds.

GOAL
Nudge customer action and eliminate
last-minute hesitation.

ASSETS
. Cart & Checkout Reminders
. FSA Deadline

CUSTOMER BENEFIT
Shoppers are convinced this is the best deal
and take action.
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EMAIL | REINFORCE

Lifecycle Inclusion

Deepen understanding, build trust, and remove confusion
over time by highlighting HSA/FSA eligible products and the
benefits of using these funds. Layer this messaging into other
campaigns and promotions to ensure your customers know
about this opportunity at every touch point.

Key Times to Include
- Large sales (e.g., Black Friday/Cyber Monday)
- New product launches (when product is eligible)
- Existing flows (e.g., Welcome/New Subscribers, Nurture, etc.)

@ Truemed

SAVE UP TO 30%

Why You
The Green Bears...

( GET UP TO 52% OFF )

Boosted gut Enjoy anywhere,
health & immunity anytime, mess-free

Header
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EMAIL | REINFORCE | LIFECYCLE INCLUSION

Effective Components o

1. A quick HSA/FSA reminder

=

|

2. Highlight the value for the customer (save 30%)

arin

3. Link to your HSA/FSA landing page

(- GET UP T 5% OFF -)
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EMAIL | REINFORCE | LIFECYCLE INCLUSION

Additional Examples

’ .

\"TOME

Last Chance

Save $100

on the Full Body
Intelligence™ Test

Li

Use Codo: 26LUCKY100

Dt HRAFRA dobarg? Subscriog + bethe Have questons?
Footer Laarn horw o apane [ra
them cr eigibia Sign up for festa + gt Cusiomer suppen s
EroduCE o0 our VP bt hora 1o heip,

@ Truemed

BON CHARGE

BLACK
FRIDAY

SALE

BREAKING

{
I
i

BOROUX

BOROUX

New Matte Black
legacy. System

Includes ane premium
e

biack flters (up to
12,000 alkans).

from 5320

Shop With Confidence

B shop@ @Trvemed
Callout ey won 41

Callout
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EMAIL

Deliver the Right Message at the Right Time

Reach customers with the right HSA/FSA message at every stage of their journey.

‘ Introduce ’ ‘ Reinforce ’
GOAL GOAL
Announce HSA/FSA eligibility and drive Build understanding and trust through
initial awareness. consistent exposure.
ASSETS ASSETS
. Partnership Campaign ° Lifecycle Inclusion
CUSTOMER BENEFIT CUSTOMER BENEFIT
Shoppers discover a new way to Shoppers understand what's
pay and save. eligible and how to use their funds.

[ Create Urgency ]

GOAL
Nudge customer action and eliminate
last-minute hesitation.

ASSETS
° Cart & Checkout Reminders
° FSA Deadline

CUSTOMER BENEFIT
Shoppers are convinced this is the
best deal and take action.
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EMAIL | CREATE URGENCY

Cart & Checkout Reminders

Incentivise and nudge your customers at key points along the
purchase path. By reminding them that they will be saving 30% when
they use their HSA/FSA, you increase the likelihood of conversion.

Key Emails to Include HSA/FSA Messaging
- Cart abandonment
- Checkout drop-off
- High-intent product views

Effective Checkout Reminder Components
- A quick HSA/FSA reminder

- Highlight the value for the customer (save 30%)
Abandoned Cart
HSA/FSA Messaging

@ Truemed

M AVIRON

THE FIT BIKE

@Truemed

SAVE UP TO 30%
WITH TRUEMED
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EMAIL | CREATE URGENCY

FSA Deadline

Over 40% of FSA dollars are spent in December because
FSA funds expire on December 31st. Capture those
expiring funds by reminding your customers about the
deadline and that your products are eligible.

Effective FSA Deadline Components
- “Use it or lose it" messaging
- Highlight the value for the customer (save 30%)

- Countdown banners

@ Truemed

STAND+

USEIT

EYOU BEFOREYOU BEFO
LOSE IT!

STAND+

Don't let your HSA/FSA

q benefits go to waste.
¢ .
(3]
- bt = - v {f' \?
HELLO, 2025
GOODBYE, FOOT PAIN

Startthe new year on the right foot
with cloud-like comfort.

SHOP STAND+

Learn how to apply your HSA/FSA benefits here.
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EMAIL | CREATE URGENCY | FSA DEADLINE

Additional Examples

Momentous n

. Sdisai HIGHI
HIG

Save Up To 30% With

@Truemed

MO
MENT
ous

T LET

LY

Inwaest in your mental health with Calm
using qualifying HSAFSA funds

i LE ey Pt Cam
Prsmium, affmctively ving op 1z 40%

pour Pk axpie on

Haw It Werks

SHOP NOW

Be dim

Use Your HSA/FSA Funds by
December 31

J Pary at Checkoast

‘-"3 Complete the Surey

'9 Riuirst @ Resim bussemnt

@ Truemed Page / 33
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Activate Truemed Across Social

/

SOCIAL

Turn Awareness
Into Conversion

Show up consistently across social to help
shoppers use HSA/FSA with confidence.

Stop the Scroll ’

GOAL
Capture attention and
drive awareness of
HSA/FSA eligibility.

‘ Educate & Engage ’

GOAL
Teach how HSA/FSA
eligibility works and why
it's of value.

Drive Action

GOAL
Reinforce Truemed's
value and reduce
friction.
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SOCIAL

Turn HSA/FSA Awareness Into Conversion

Show up consistently across social to help shoppers use HSA/FSA with confidence.

[ Stop the Scroll ]

GOAL

Capture attention and drive awareness of

HSA/FSA eligibility.

ASSETS
° Partnership Blast
° Culturally-relevant Hooks

Educate & Engage ’

CUSTOMER BENEFIT

Followers learn that your product is

eligible and they can save.

GOAL
Teach how HSA/FSA eligibility works and
why it's of value.

ASSETS
. Organic Content
° Short-form Series

CUSTOMER BENEFIT
Followers understand the process and
trust builds.

Drive Action ’

GOAL
Reinforce Truemed'’s value and
reduce friction.

ASSETS

° Paid Ads & Retargeting

CUSTOMER BENEFIT
Followers and shoppers seamlessly
begin the purchase process.
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SOCIAL | STOP THE SCROLL

Partnership Blast

Autonomous

Announce (and then periodically remind) your followers that you've

partnered with Truemed and now accept HSA/FSA payments. @Truemed x Autonomous
HSA/FSA funds now accepted

Effective Blast Components
- Clear, bold text like "HSA/FSA Eligible”
- Highlight the value for the customer (save 30%)
- Eye-catching colors and/or graphics

- Use captivating imagery of eligible products
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SOCIAL | STOP THE SCROLL | PARTNERSHIP BLASTS

Additional Examples

Dekoda is nowv
HSA/FSA eligible

You could save around 30%
using your pre-tax dollars

KOHLER

“ STRENGTH

FSA/HSA funds now accepted,
@ Truemed

@ Truemed

Rest Easy...

Leesa is now
HSA/FSA eligible!

Unlock better sleep and better savings ... 55

Leesa x @Trugmg_q
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SOCIAL | STOP THE SCROLL

Culturally Relevant-Hooks

Lean into existing creator relationships and trends to amplify the
HSA/FSA message. Peer-to-peer positioning will catch more eyes
and ears than traditional brand-led marketing alone.

Content Ideas
- Creator-led reactions (e.g., "I didn't know this??")

- Short-form video hooks:
- "POV: You've been paying for this with after-tax money..."

“Things you didn't know you could use your HSA for..."

Exposing how to get
your health hack/tools
covered!!

IRSED

@ Truemed Page / 38




SOCIAL

Turn HSA/FSA Awareness Into Conversion

Show up consistently across social to help shoppers use HSA/FSA with confidence.

‘ Stop the Scroll ’

GOAL
Capture attention and drive
awareness of HSA/FSA eligibility.

ASSETS
° Partnership Blast
. Culturally-relevant Hook

CUSTOMER BENEFIT
Followers learn that your product is
eligible and they can save.

[ Educate & Engage ]

GOAL
Teach how HSA/FSA eligibility works
and why it's of value.

ASSETS
° Organic Content &
Short-form Series

CUSTOMER BENEFIT
Followers understand the process
and trust builds.

Drive Action ’

GOAL
Reinforce Truemed's value and reduce friction.

ASSETS
° Paid Ads & Retargeting

CUSTOMER BENEFIT
Followers and shoppers seamlessly begin the
purchase process.
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SOCIAL | EDUCATE & ENGAGE

Organic Content & Short-form Series

Build understanding and trust natively by creating HSA/FSA rorrQ
educational content that lives within your feed. Prove the -
value of your product’s eligibility to your customers through
clear and concise explanations.

Content & Series Ideas
- Testimonials
- Repeatable series (e.g., “Does this qualify?")
- Myth-busting
- Side-by-side comparisons
- Turn comments into content

@ Truemed Page / 40




SOCIAL | EDUCATE & ENGAGE | ORGANIC CONTENT & SHORT-FORM SERIES

Effective Components

1. HSA/FSA eligibility reminders
2. Highlight the value for the customer (save 30%)

3. Pin key educational pieces to your profile : ;i ¥ . rorrQ o ' ®Truemed

4. Create a consistent cadence for series

PRSA/ESA Eligible

Use it or lose it — save up to 30%

SA/FSA _i

ligible

23ave up to 30% on pre=tax dollars

@ Truemed
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SOCIAL | EDUCATE & ENGAGE | ORGANIC CONTENT & SHORT-FORM SERIES

Additional Examples

No letter of medical
necessity requived.

The Chirdeare ——— PRE-APPROVED
Preovelers

PRE-APPROVED

%€ Clair x ® Truemed

@ Truemed

3¢ Clair

Continuous
hormone tracking
is preventive care.

ZStqDHm

01 Go to wearclair.com
02 Pay with your HSA/FSA

Cirgives you cortimaoos ingight into your homanal

heatih and cyzia patsems — the hormones that card at checkout
DG YU SRR, YT ANAMY, YOUK DOnes, Jour
e, el eveny SYEhem in your B,
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SOCIAL

Turn HSA/FSA Awareness Into Conversion

Show up consistently across social to help shoppers use HSA/FSA with confidence.

‘ Stop the Scroll ’ ‘ Educate & Engage ’ [ Drive Action ]

GOAL
Capture attention and drive awareness of
HSA/FSA eligibility.

ASSETS
° Partnership Blast
. Culturally-relevant Hook

CUSTOMER BENEFIT
Followers learn that your product is eligible
and they can save.

GOAL
Teach how HSA/FSA eligibility works and
why it's of value.

ASSETS
. Organic Content &
Short-form Series

CUSTOMER BENEFIT
Followers understand the process and
trust builds.

GOAL
Reinforce Truemed'’s value and
reduce friction.

ASSETS
° Paid Ads & Retargeting

CUSTOMER BENEFIT
Followers and shoppers seamlessly
begin the purchase process.
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SOCIAL | DRIVE ACTION

Paid Ads & Retargeting

Capture high-intent users and make the next step feel easy
and safe by reinforcing confidence at the moment of intent.

Effective Paid Ad & Retargeting Components

- Clear, bold text like "HSA/FSA Eligible”

Highlight the value for the customer (save 30%)

- Urgency hooks (e.g., FSA deadline)

Strong CTAs

@ Truemed

SOULCYCLE
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Additional Examples

= -
. % [ ' @Truemed
Z ®Truemed. « THORNE St gfﬂtse .
2 Don't Let Your = S ————
= FSA Dollars Expire

Use them on Thorne Supplements*

& Truemed

Don't Let HSA Dollars Sit

Qualified Customers Save 30%* on Average
Using HSA/FSA at Truemed

Put Your HSA/FSA to Work
T d quakf more.
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Thank You
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