DIRECT CARE ALLIANCE

JUNE 2026 CONTENT REVIEW

5 cCampaigns across direct primary care strategy,
procurement reform, and renewal readiness.
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EXECUTIVE SUMMARY

STRATEGIC OBJECTIVE

Position DCA as the trusted advisor on healchcare

procurement, COSt transparency, and renewal strategy.

CORE THEMES

01 02 03
Better Outcomes Start Healthcare Renewal
With Better Questions Procurement Strategy

CONTENT INCLUDED

01 02 073 04 05

Better OQutcomes Healthcare Procurement Renewal Strategy Email Campaign Outreach Sequence

CLIENT ACTION REQUIRED

01 Review Content 072 Leave Feedback 03 Approve for Publication



CAMPAIGN REVIEW QUEUE

Your Review rQeueue

ve items awaiting your w and approval.

Ol Connection
Better Outcomes Trust Tre

Position DCA through patient-centered storytelling

Awaiting Review

Review >
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Healthcare Procurement -

Educate on procurement transparency and cost control

Awaiting Review
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Renewal Strategy

Build authority on renewal timing and negotiation

Renewal Strategy

© .00

Awaiting Review
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Email Campaign

Nurture sequence driving engagement and education

Email panegre

Awaiting Review
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Outreach Sequence

Direct outreach to decision-makers and stakeholders

Awaiting Review
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WK 1

WK 2

WK 3

WK 4

JUNE PUBLICATION TIMELINE

All five campaigns launch Week 1. Three maintain continuous weekly cadence. Two rotate on alternating weeks.
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Better Outcomes Every week
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Healthcare Proc.
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Better Outcomes

17

Healthcare Proc.

24

Outreach Seq.

Healthcare Procurement Wk 1, 3 Renewal Strategy Every week

THU FRI
4 S)
Renewal Strategy Outreach Seq.
1 12
Email Campaign Renewal Strategy
18 19
Renewal Strategy Outreach Seq.
25 26
Renewal Strategy Email Campaign

Email Campaign Wk 1, 2, 4 Outreach Sequence Every week
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Campaign

DIRECT CARE ALLIANCE

APPROVAL QUEUE

Type

Social Campaign

Social Campaign

Social Campaign

Email / Newsletter

LinkedIn Messaging

Status

Awaiting Review

Awaiting Review

Awaiting Review

Awaiting Review

Awaiting Review

Slide
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Better Outcomes Start With Better Questions (e

HOW A DCA ARRANGEMENT ASSET TYPE
Two layers "'DCA | WEWENT O @#DCA ' ' Linkedin Carousel
= y N o ‘ Identify the CaSES DIRECT CARE ALLIANCE

OUne massive gap. BETTER OBJECTIVE

Educate employers on the value of asking better healthcare
health d
pmaer et WHAT ARE WE o UUTCUMES
£245,000

ital Pai 3 questions
and what it should have cost. . | ABTUALLY DU'NG ; wﬂhwhqne‘lprur !J W | : g
' | DIFFERENTLY 1 i
i THIS YEAR? !

' The real question ==
isn't the increase.

It's the answer. “\E:\Iﬁf'

JIAN . KEY MESSAGE
|il‘ ,:\ H 'lj'i'i 0L $eso000 [ The right questions lead to better outcomes for employees
Price Beforethe 2  AlIFCTINRNC il ' . .

. UE and organizations

$248,000

AUDIENCE

Most ernployers don't have a

ricing visibility 9 . 0
ey HR Leaders, Benefits Directors, C-Suite
PUBLISH DATES
June 1, June 3, June 5
e . i) Y o STATUS
% gy Awaiting Approval
NOT A NEW RENEWAL STRATEGY. | () i | () sens | &, bl Bl el | o it | AT |y
A DIFFERENT COST STRUCTURE. | = coneres=| N sopimna | 70 0 755 1 P L b pon.” CLIENT FEEDBACK

Leave comments directly on this slide.
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on value 0 better outcomes Y for patients
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Healthcare Procurement

SDCA il By ., W ey -
Healthcare -
became . | =
a line item. ‘ A AEEDCAY _ﬁ_ﬁ

Most employers are still
operating as if they didn’t.

BETTER OUTCOMES
START WITH BETTER QUESTIONS.

~\ Most employers don't have a
iy lo=cenpioye &
= / pricing visibility problem. aDCA i
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< Awaiting Review >

ASSET TYPE
LinkedIn Carousel + Single Post

OBJECTIVE
Position healthcare as a procurement decision, not a benefits
decision

KEY MESSAGE
Employers who treat healthcare like procurement get better
outcomes and lower costs

AUDIENCE
CFOs, HR Directors, Benefits Consultants

PUBLISH DATES
June 8, June 10

STATUS

&ﬁa%ycg rﬁ%ﬁ;ts 8|rectly on this slide.
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Renewal - .
season is
right around -
the corner.

Your clients didn't cause
this 24% increase.

But they're expecting
you to fix it.

Brokers who bring answers
earn trust, retain clients,
and stand out.

THE MISSING PIECE
ISN'T ANOTHER QUOTE.
IT'S A BETTER APPROACH.

DIRECT CARE ALLIANCE

Renewal Stracegy

ASSET TYPE
LinkedIn Single Post

OBJECTIVE

<Awaiting Review >

Drive urgency around benefits renewal season and position

DPC as the strategic alternative

KEY MESSAGE

Renewal season is the window to rethink your healthcare

strategy

AUDIENCE
HR Leaders, Benefits Brokers, CFOs

PUBLISH DATES
June 12

STATUS

E‘ﬁ%@r@;rﬁﬁ%\/g,rectly on this slide.
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June Monthly Newsletter o)

SUBJECT LINE

The Direct Care Advantage: What Employers Are Learning in
2026

PREVIEW TEXT

Direct primary care is reshaping how forward-thinking
employers approach healthcare.

CTA

Dear DCA Community, Explore DCA Membership

OBJECTIVE
Nurture existing audience, drive membership inquiries,

reinforce DPC value proposition
AUDIENCE

DCA Members, Newsletter Subscribers, HR Decision Makers

STATUS
Awaiting Approval

CLIENT FEEDBACK
Leave comments directly on this slide.
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LinkedIn Connection & Follow-up

DAY 1

Connection Request
Hi [Name], | came across your work in benefits strategy. The Direct Care Alliance is building a network of leaders rethinking

employer healthcare. Would love to connect.

DAY 3

Follow-up Message
Thanks for connecting. We're seeing employers save 30-40% by treating healthcare as procurement rather than a fixed cost.

Happy to share what's working.

DAY 7

Value Share
Thought you'd find this relevant — our latest piece on why renewal season is the best window to explore direct primary care

alternatives. [Link]

DAY 14

Soft CTA

If you're evaluating options ahead of renewal, we have a 15-min overview that covers the DPC model and employer ROI. Worth a
conversation?

DIRECT CARE ALLIANCE

(Awaiting Review)
AUDIENCE

HR Directors, Benefits Consultants, CFOs at mid-market
employers (500-5000 employees)

OBJECTIVE
Build relationships with decision-makers and drive

consultation bookings through value-first outreach

SEQUENCE LENGTH
4 touchpoints over 14 days

CTA
Schedule a 15-minute DPC overview call

STATUS
Awaiting Approval

CLIENT FEEDBACK
Leave comments directly on this slide.

JUNE 2026 CONTENT CALENDAR



CAMPAIGNS REVIEWED

v Better Outcomes Start With Better Questions
v Healthcare Procurement

v Renewal Strategy

v Email Campaigns

v Outreach Sequence

APPROVAL PROGRESS

Total Campaigns
Total Assets
Approved

Awaiting Review
Revision Requested

NEXT STEPS

Client review completed

. Revision requests incorporated

1.

2

3. Final approval received

4. Content scheduled for publication
5

. Monthly reporting delivered
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June 2026 Content Review

CLIENT APPROVAL

Review Process

1. Review campaign pages

2. Leave comments in Canva
3. Select approval status

4. Notify HazelPiper Creative

Approval Status
Approved

Approved with Revisions

Revisions Requested

Comments

Name

Date
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