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Premium wellness, medically guided.
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TeloMeds was created for people who are tired of
confusing telehealth options, unclear pricing, long

delays, and feeling like they are left on their own after
signing up.

We're building TeloMeds as a modern telehealth
brand focused on weight loss and GLP-1 support, ED,
men'’s sexual health, hormone optimization,
testosterone, and longevity — with a simple goal: make

care feel more transparent, discreet, supportive, and
easier to understand.
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BRAND HISTORY

— Opening statement

— Purpose & Vision

— Brand Essence & Positioning
— Brand Story

— Brand Promise & Principles

We help people take control of their well-being with expert guidance and sci-
ence-led treatments. We exist to provide medically-rooted, approachable pathways
to better health — so our customers can feel confident, capable, and supported.

To be the trusted telehealth destination for whole-self
wellness: a premium, accessible ecosystem where medical
expertise and elevated products come together to simplity
lasting transformation.
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BRAND HISTORY

— Opening statement

— Purpose & Vision

— Brand Essence & Positioning
— Brand Story

— Brand Promise & Principles
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Premium Wellness. Medically Guided.

Effortlessly Yours. Feel like yourself again. Get back into your
prime.

We connect patients with licensed medical providers for personalized treatment plans, ongoing

support, and convenient medication delivery when appropriate.
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BRAND HISTORY

— Opening statement

— Purpose & Vision

— Brand Essence & Positioning
— Brand Story

— Brand Promise & Principles

At TeloMeds, we bring premium, science-backed wellness into
one seamless digital ecosystem. We believe you de-serve
solutions that elevate how you look, teel, and live — without
barriers, complications, or overwhelm.

We unite clinically validated treatments and thoughtfully formulated products across a
single platform so our customers can pursue whole-self health with a premium
experience and medical oversight.
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BRAND HISTORY

— Opening statement
— Purpose & Vision
— Brand Essence & Positioning

— Brand Story
— Brand Promise & Principles We provide a curated, medically supervised path to wellness that

is elegant, simple, and achievable — designed so people can
improve their health with confidence, from home.

PRINCIPLES (BRAND OPERATING RULES):

Science first. Every claim, product and program is grounded in clinical oversight.
Premium, not pretentious. Design and language are elevated but accessible.
Clarity over clutter. Communicate simply — remove friction and confusion.
Personal, not generic. Deliver tailored guidance and a concierge-style experience.

e Consistency builds trust. Visual and verbal systems are applied uniformly across
channels.
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Target audience &
key messages
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TARGET AUDIENCE

— Target audience & Positioning statement

Modern adults seeking real For people WhO Want d premium,

health improvements — people

who value expert guidance and Science_led apprOaCh tO WhOle—Self

an elevated wellness experience

oo expectconveriece wellness, TeloX eds 1s the digital health
platform that combines expert-driven

They want to look and feel .

better, and they prefer an treatments and elevated products into a

accessible, digitally guided path . . .

thats medically supervised. single, accessible experience — because real
transformation should be both trusted and
aspirational.
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TARGET AUDIENCE

— Target audience & Positioning statement

Modern adults seeking real

sexual health treatments.

Cobra is a powerful 3-in-1 ED
treatment that is built to last up to

36 hours, and works in minutes.

Main ingredients: Sildenafil,

Tadalifil, X xytocin Mor arousalX

CHECK VIDEO EXAMPLES HERE:

https://drive.google.com/drive/
folders/1rBMzpDnxCnL2rvtuNQYn-

WLtileylbeE?usp=sharing

For our 3-in-1 prescription ED medication, affiliater
should target men with a real performance-confidence
problem—not broad “male lifestyle” audiences—and
communicate privacy, control, convenience, and
provider-reviewed access, not sexual hype.

Primary target audience:

1. Married or partnered men, ages 40-60

2. Dating or recently divorced men, ages 35-55

3. Men over 45 noticing age-related changes

5. Men who have tried a standard ED option Viagra
but want another approach

6. Partners of men dealing with performance concerns
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TARGET AUDIENCE

— Target audience & Positioning statement

Modern adults seeking clinical
personalized medical weight loss

plan.

Target audience:

1. Women in perimenopause or
midlife weight-change
communities

2. Men ages 35-60 focused on
belly weight and health

3. People who have tried multiple
diets or programs

4. People already researching

GLP-1 medications

Provider-reviewed way to explore
prescription weight-management
options, which may include
semaglutide or tirzepatide when

medically appropriate.

For tirzepatide and semaglutide, affiliates should selr

private, provider-guided weight-management
program for eligible adults who are tired of cycling
through diets and want a medically reviewed option
with ongoing support.

The strongest videos transformation before/after are:

before: frustration, repeated dieting, low confidence,
clothes not fitting, avoiding photos

after: taking control, consistent progress, healthier
routines, confidence, and long-term support

Primary target audience: Women ages 35-55
frustrated by repeated weight-loss attempts o



Voice & Tone — guidelines

V.01 2026



VOICE & TONE — GUIDELINES

— Tone rules (how to write)

— Messaging pillars

Tone by vertical

ED and men’s performance

Tone: discreet, masculine, calm, confidence-

focused.

Weight loss

Tone: supportive, empowering, realistic.

Words and phrases to lean into:
Feel like yourself again

Your body comeback

Private care

Modern telehealth

Provider-reviewed

Core voice (We):
Confident, calm, expert, and reassuring. We speak as a helpful, skilled guide.

Tone balance:
Concierge warmth + coach sophistication. We are professionally clear, softly
aspirational, and quietly motivating.

TONE RULES (HOW TO WRITE)

TeloMeds’ voice should feel premium, modern, direct, reassuring, and medically credible—without sounding cold, overly
clinical, or like a discount pharmacy. Key message style. Lead with the customer’s experience:

“Feel like yourself again.”

“Private care for the concerns people often avoid.”

“Modern medicine for your comeback.”

“Take control of what changed.”

“Your body changed. Your care should too.”

“Confidence starts with taking action.”
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VOICE & TONE — GUIDELINES

— Tone rules (how to write) 1. Expert care — medically supervised, clinically informed.

— Messaging pillars

Integrated wellness — multiple categories under one trusted platform.

Premium, accessible experience — elevated design, affordable pathways.

WD

Clear progress — measurable outcomes and transparent guidance.

EXAMPLE MICRO-COPY (FOR HEADER / HERO)

Hero: Subhead: CTA:

“Premium, science-led “Medically supervised treatments “See if you qualify”
wellness — delivered to and elevated products that help

your door.” you look and feel your best.”
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