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Drive Impact with Truemed

In these pages, you will find 
strategic recommendations and 
best practices to unlock your 
partnership with Truemed.

Who are looking to drive growth 
and increase revenue through 
their new HSA/FSA payment 
option. 

Connecting the HSA/FSA 
message across every stage of 
the customer journey drives 
consistency of message and 
improved conversion.

Youʼre ready to accept 
HSA/FSA 
payments—make sure 
your customers 
understand its value.

TACTICS

Everything 
Working 
Together

CONTENT

HSA/FSA 
Marketing 
Insights

AUDIENCE

Our
Merchant 
Partners

A strategic guide to maximizing performance through your partnership.
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Activate Truemed Across Marketing Channels

SOCIAL

Turn Awareness 
Into Conversion

EMAIL

Deliver the Right 
Message at the 
Right Time

WEBSITE

Optimize the 
Buyer Journey
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Activate Truemed Across Website

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

WEBSITE

Optimize the 
Buyer Journey

Discovery Consideration Conversion

GOAL
Make eligibility visible 
from the first visit.

GOAL
Help shoppers understand 
what qualifies and how 
Truemed works.

GOAL
Remove friction at the 
point of purchase.
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Optimize the Buyer Journey

Discovery

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

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. 

GOAL
Help shoppers understand what qualifies 
and how Truemed works.

ASSETS
● HSA/FSA Landing Page
● FAQ Page Updates

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

Consideration Conversion

GOAL
Remove friction at the point of purchase.

ASSETS
● PDP Widget
● Cart & Checkout Badging

CUSTOMER BENEFIT
More completed purchases, fewer 
abandoned carts.

WEBSITE 



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

Effective Banner Components

- Clear, bold text like “HSA/FSA Eligibleˮ

- Choose contrasting or eye-popping colors 
for the banner

- Link to your HSA/FSA landing page

HSA/FSA Banner

WEBSITE  |  DISCOVERY



Additional Examples
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WEBSITE  |  DISCOVERY  |  HOMEPAGE BANNERS



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

Homepage Navigation Link

WEBSITE  |  DISCOVERY

Effective Link Components

- Clear, bold text like “HSA/FSA Eligibleˮ

- Link to your HSA/FSA landing page



Additional Examples: Site Navigation Link
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Top Bar Navigation

Footer Navigation

WEBSITE  |  DISCOVERY  |  SITE NAVIGATION LINK



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

HSA/FSA Collection

WEBSITE  |  DISCOVERY

Effective Collection Components

- Clear, bold text like “HSA/FSA Eligibleˮ

- Highlight the value for the customer (save 30%

- Prominent placement on website

- Filter your HSA/FSA products
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Optimize the Buyer Journey

Discovery

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

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 Conversion

GOAL
Remove friction at the point of purchase.

ASSETS
● PDP Widget
● Cart & Checkout Badging

CUSTOMER BENEFIT
More completed purchases, fewer 
abandoned carts.

WEBSITE 

GOAL
Help shoppers understand what 
qualifies and how Truemed works.

ASSETS
● HSA/FSA Landing Page
● FAQ Page Updates

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



HSA/FSA Landing Page
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A dedicated landing page is one of the most important 
components to invest in because it…

1. Funnels traffic from campaigns
This is where youʼll 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/FSAˮ in your URL, you will improve discoverability and 
will rank higher on search engines.

WEBSITE  |  CONSIDERATION



Effective Components
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1. Leads with value for the customer (save 30%

2. Introduces Truemed + value proposition

3. Walks through the process step-by-step

4. Highlights your top eligible products

1

3

4

2

WEBSITE  |  CONSIDERATION  |  HSA/FSA LANDING PAGE



Additional Examples
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WEBSITE  |  CONSIDERATION  |  HSA/FSA LANDING PAGE



FAQ Page Updates
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Preempt common questions so shoppers convert 
without contacting support.

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

WEBSITE  |  CONSIDERATION



Additional Examples
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WEBSITE  |  CONSIDERATION  |  FAQ PAGE UPDATES
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Optimize the Buyer Journey

Discovery

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

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. 

Conversion

WEBSITE 

GOAL
Help shoppers understand what qualifies 
and how Truemed works.

ASSETS
● HSA/FSA Landing Page
● FAQ Page Updates

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

Consideration

GOAL
Remove friction at the point of 
purchase.

ASSETS
● PDP Widget
● Cart & Checkout Badging

CUSTOMER BENEFIT
More completed purchases, fewer 
abandoned carts.



PDP Truemed Widget
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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.

Truemed Widget

WEBSITE  |  CONVERSION

Comparing average monthly revenue for April to Sept 2025 Vs. Oct to March 2026

CASE STUDY

A leading fitness equipment brand saw 3.3X 
lift in HSA/FSA revenue after implementing 
the PDP widget.* 



Additional Example
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Truemed Widget

WEBSITE  |  CONVERSION  |  PDP WIDGET



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

HSA/FSA Badge
HSA/FSA Badge

WEBSITE  |  CONVERSION  |  CART & CHECKOUT BADGING

Effective Badging Components

- Clear labels/filters like “HSA/FSA Eligibleˮ

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



Additional Example
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Truemed Widget

HSA/FSA Callout

Badge

Badge

WEBSITE  |  CONVERSION  |  CART & CHECKOUT BADGING
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Activate Truemed Across Email

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

Introduce Reinforce Create Urgency

GOAL
Announce HSA/FSA 
eligibility and drive initial 
awareness.

GOAL
Build understanding 
and trust through 
consistent exposure.

GOAL
Nudge customer action 
and eliminate 
last-minute hesitation.

EMAIL

Deliver the Right 
Message at the 
Right Time
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Deliver the Right Message at the Right Time

Introduce

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

GOAL
Announce HSA/FSA eligibility and drive 
initial awareness.

ASSETS
● Partnership Campaign

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 whatʼs 
eligible and how to use their funds.

Reinforce 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.

EMAIL
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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.

EMAIL  |  INTRODUCE

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



Page / 25

Additional Examples
EMAIL  |  INTRODUCE  |  PARTNERSHIP CAMPAIGN
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Deliver the Right Message at the Right Time

Introduce

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

GOAL
Announce HSA/FSA eligibility and drive 
initial awareness.

ASSETS
● Partnership Campaign

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

Reinforce 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.

EMAIL 

GOAL
Build understanding and trust 
through consistent exposure.

ASSETS
● Lifecycle Inclusion

CUSTOMER BENEFIT
Shoppers understand whatʼs 
eligible and how to use their funds.



Lifecycle Inclusion
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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.

Header

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.)

EMAIL  |  REINFORCE



Effective Components
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1. A quick HSA/FSA reminder

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

3. Link to your HSA/FSA landing page

EMAIL  |  REINFORCE  |  LIFECYCLE INCLUSION

1

2

3



Additional Examples
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Callout

Footer

Callout

EMAIL  |  REINFORCE  |  LIFECYCLE INCLUSION
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Deliver the Right Message at the Right Time

Introduce

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

GOAL
Announce HSA/FSA eligibility and drive 
initial awareness.

ASSETS
● Partnership Campaign

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

Create Urgency

EMAIL 

GOAL
Build understanding and trust through 
consistent exposure.

ASSETS
● Lifecycle Inclusion

CUSTOMER BENEFIT
Shoppers understand whatʼs 
eligible and how to use their funds.

Reinforce

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.



Cart & Checkout Reminders
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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.

Abandoned Cart
HSA/FSA Messaging

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

EMAIL  |  CREATE URGENCY

Effective Checkout Reminder Components

- A quick HSA/FSA reminder

- Highlight the value for the customer (save 30%



FSA Deadline
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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.

EMAIL  |  CREATE URGENCY

Effective FSA Deadline Components

- “Use it or lose itˮ messaging

- Highlight the value for the customer (save 30%

- Countdown banners



Additional Examples
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Note: Some of this messaging is no longer correct. HSA/FSA eligible products currently save customers 30%. 

EMAIL  |  CREATE URGENCY  |  FSA DEADLINE
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Activate Truemed Across Social

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.

GOAL
Teach how HSA/FSA 
eligibility works and why 
itʼs of value.

GOAL
Reinforce Truemedʼs 
value and reduce 
friction.

SOCIAL

Turn Awareness 
Into Conversion
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Turn HSA/FSA Awareness Into Conversion

Stop the Scroll

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

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

ASSETS
● Partnership Blast
● Culturally-relevant Hooks

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

GOAL
Teach how HSA/FSA eligibility works and 
why itʼs of value.

ASSETS
● Organic Content
● Short-form Series

CUSTOMER BENEFIT
Followers understand the process and 
trust builds.

Educate & Engage Drive Action

GOAL
Reinforce Truemedʼs value and 
reduce friction.

ASSETS
● Paid Ads & Retargeting

CUSTOMER BENEFIT
Followers and shoppers seamlessly 
begin the purchase process.

SOCIAL 



Partnership Blast
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Announce (and then periodically remind) your followers that youʼve 
partnered with Truemed and now accept HSA/FSA payments.

SOCIAL  |  STOP THE SCROLL

Effective Blast Components

- Clear, bold text like “HSA/FSA Eligibleˮ

- Highlight the value for the customer (save 30%

- Eye-catching colors and/or graphics

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



Culturally Relevant-Hooks
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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 didnʼt know this??ˮ)

- Short-form video hooks:

- “POV Youʼve been paying for this with after-tax money…ˮ

- “Things you didnʼt know you could use your HSA for…ˮ

SOCIAL  |  STOP THE SCROLL
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Turn HSA/FSA Awareness Into Conversion

Stop the Scroll

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

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 Drive Action

GOAL
Reinforce Truemedʼs value and reduce friction.

ASSETS
● Paid Ads & Retargeting

CUSTOMER BENEFIT
Followers and shoppers seamlessly begin the 
purchase process.

SOCIAL

GOAL
Teach how HSA/FSA eligibility works 
and why itʼs of value.

ASSETS
● Organic Content & 

Short-form Series

CUSTOMER BENEFIT
Followers understand the process 
and trust builds.



Organic Content & Short-form Series
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Build understanding and trust natively by creating HSA/FSA 
educational content that lives within your feed. Prove the 
value of your productʼs eligibility to your customers through 
clear and concise explanations.

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

SOCIAL  |  EDUCATE & ENGAGE



Effective Components
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1. HSA/FSA eligibility reminders

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

3. Pin key educational pieces to your profile

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

1 2

4

4. Create a consistent cadence for series
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Additional Examples
SOCIAL  |  EDUCATE & ENGAGE  |  ORGANIC CONTENT & SHORTFORM SERIES
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Turn HSA/FSA Awareness Into Conversion

Stop the Scroll

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

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.

Drive Action

SOCIAL 

GOAL
Teach how HSA/FSA eligibility works and 
why itʼs of value.

ASSETS
● Organic Content & 

Short-form Series

CUSTOMER BENEFIT
Followers understand the process and 
trust builds.

Educate & Engage

GOAL
Reinforce Truemedʼs value and  
reduce friction.

ASSETS
● Paid Ads & Retargeting

CUSTOMER BENEFIT
Followers and shoppers seamlessly 
begin the purchase process.



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

SOCIAL  |  DRIVE ACTION

Effective Paid Ad & Retargeting Components

- Clear, bold text like “HSA/FSA Eligibleˮ

- Highlight the value for the customer (save 30%

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

- Strong CTAs



Additional Examples
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SOCIAL  |  EDUCATE & ENGAGE  |  PAID ADS & RETARGETING
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Thank You


