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SEE YOUR RISKS:
YOUR GUIDE TO
THE CAMPAIGN

Ensuring consistency in creating impactful marketing
communications for the Bayer® Aspirin “See Your Risks” campaign.

This educational campaign has two main divisions: Consumer
Awareness and HCP Awareness - each with its own specific
strategy, messaging, and design elements. Please be purposeful
in your use of these guidelines per audience; if any piece will be
presented to both HCP and Consumer audiences, the Consumer
campaign will be default.

“See Your Risks” is not a product promotional campaign.
See final section of the playbook for examples of product
promotional communication.

All new creatives utilizing this playbook must be reviewed
& approved by LMR.
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AWARENESS:
CONSUMER

BAYER.

ASPIRIN

OBJECTIVE

Get consumers to take the heart health risk assessment to learn more about
their potential risk factors for cardiovascular disease and educate them about
ways to talk to their doctor.

Encourage patients to talk to their doctor about their assessment results.

CLAIMS

» Over half of heart attacks occur in those who aren’t seen as high risk.”
*In a study of those who experienced a heart attack at <50 years.

- Heart disease is the #1 cause of death for men and women.

CTA

- Take Bayer’s 2-minute heart health risk assessment* at SeeYourRisks.com
to understand your risk factors.

*Does not replace an assessment by a qualified healthcare professional.
Always talk to your doctor or healthcare professional about your heart health.
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AWARENESS:
HCP

BAYER.

ASPIRIN

OBJECTIVE

Primary: Encourage HCPs to prioritize discussions about CVD prevention with
their patients.

Secondary: Get HCPs to identify and manage at-risk patients with a personalized
care plan.

CLAIMS

» More than 50% of heart attacks occur in patients who aren’t seen as high risk.*
*In a study of those who experienced a heart attack at <50 years.

CTA

» Learn about the Cardiac Risk Continuum and take action against unseen CVD risks.
» Learn more at SeeTheirRisks.com.
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LOGO COLOR

YOUR

TOOLBOX FOR gt X |
SUCCESS

Explore the core assets
of the “See Your Risks”
campaign and their
role in communicating
effective messages.

CONSUMER LOGO

SEE THEIR RISKS

Over the following pages, see
various campaign assets that
emphasize the importance of

HCP LOGO

revealing unseen cardiovascular =
risks. These include: ®
R
e Logo lockups ASPIRIN
e Campaign photograph
paign p grapny TYPOGRAPHY PHOTOGRAPHY

e Campaign graphics

Each asset is designed to IT’S TIME To

work cohesively to maintain
a consis‘ilent Igpk ?nd feel t REVEAL UNSEEN
across all media placements.

HEART HEALTH

Find working files & assets here RISK FACTORS

Learn about your heart health risk factors
by taking a 2-minute assessment.*

*Does not replace an assessment by a qualified healthcare
professional. Always talk to your doctor or healthcare professional
about your heart health.
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LOGO
LOCKUPS

Logo lockups are the visual
cornerstone of the “See Your
Risks” campaign. They ensure
consistent branding across all
placements, from print to digital.
Always prioritize the primary
lockup, but in cases where
space or visibility is limited, use
secondary lockups to maintain
clarity and impact.

Always ensure the logo lockups
are clear and legible. Maintain
adequate spacing around

the logo, and avoid placing it

on backgrounds that reduce
contrast or visibility. Use solid or
subtle textured backgrounds for
best results. Do not stretch, warp,
or recolor the logo. Always use
approved versions provided in
the asset library.

See files here

SEE YOUR RISKS

BAYER BAYER

ASPIRIN®

PRIMARY LOGO

ASPIRIN®

YER BAYER

ASPIRIN

SECONDARY LOGO

AVER. _ A B
SEE YOUR RISKS SEE THEIR RISKS
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COLOR

The “See Your Risks”
campaign uses
intentional colors and
subtle textures to amplify
its message.

The campaign’s color palette
is designed to evoke clarity,
urgency, and trust.

Ensure all colors are used in
alignment with these guidelines
to preserve the campaign’s tone
and integrity.

Imagery:

e Color palette swatches with
RGB, CMYK, and HEX values.

e Examples of campaign
textures, such as gradients
or overlays, in use on banners
or ads.

RGB (255,209,0)
HEX #FFD100
CMYK (0,5,100,0)

SEE YOUR RISKS

RGB (79, 44, 29)
HEX #4F2C1D
CMYK (14, 75, 91, 76)

RGB (255,6,0 )
HEX #E10600
CMYK (0,94,100,0)

RGB (0,150,143)
HEX #00968F
CMYK (82,5,39,9)
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TYPOGRAPHY

Bold, legible typography
ensures the campaign
messages are clear

and impactful.

The approved typeface for the
“See Your Risks” campaign is:
Proxima Nova.

» Set headlines in all caps
extrabold to indicate strength
and authority.

« Regular weight provides
legibility to body copy.

Imagery:

« Text samples showcasing the
primary and secondary fonts
in use.

« A mock-up of a campaign
ad highlighting proper font
hierarchy and color use.

SEE YOUR RISKS

Proxima Nova
Extrabold

Proxima Nova
Regular

IT’S TIME

TO REVEAL
UNSEEN
HEART HEALTH
RISK FACTORS

Learn about your heart health risk factors
by taking a 2-minute assessment.*

*Does not replace an assessment by a qualified healthcare professional.
Always talk to your doctor or healthcare professional about your heart health.
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CAMPAIGN

Conveying unseen

risk through a visual
narrative.

The “See Your Risks” campaign
photography features
individuals with hands covering

their eyes, in scenes that put
them at risk.

See files here
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CAMPAIGN
PHOTOGRAPHY
WITH TYPE
TREATMENT

Using text in
conjunction with
campaign photography
With each photography
subject, only use the approved

corresponding denial, specific
to each character.

Primary consumer denials:

-My heart is fine
-But | eat right
-But | work out

Secondary consumer denials:

-But I quit smoking
-But 'm only 40

Primary HCP denials:

-But | quit smoking
-But I'm only 40
-My heart is fine

Secondary HCP denials:

-But | eat right
-But | work out

SEE YOUR RISKS
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SOCIAL
TYPOGRAPHY
USAGE

Typography in consumer
social ads should use the
fonts and styles that match
the platform in which they
are placed. This will make
the ad feel at home and
aligned with the aesthetics
of the corresponding
placement.

SEE YOUR RISKS

See your heart health
risk factors with a
2-min assessmentt

Does not replace any assessment
by a qualified healthcare professional.

Always talk to your doctor @healthcare
professional about ywealth.

TELLELL

Perhaps you think
your heart health is fine
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CAMPAIGN
GRAPHICS

The following icons are versatile
visual elements that can be
used across a variety of “See
Your Risks” campaign tactics.

Heart: Can be used for a variety of
tactics when a plain heart icon is
needed.

Magnifying Glass: Use this icon

to emphasize identifying risks,
such as through screenings or risk
assessments.

Checkmark: Communicates
confirmation or validation, especially
when discussing understanding or
confirming risk levels.

Plus Symbol: Represents taking action
to manage heart health and highlights
content focused on treatment or
prevention strategies.

50% Icon: Specifically tied to the
campaign’s statistic that “more than
50% of heart attacks occur in people
who aren’t considered high risk.*”

Calendar: Used when discussing time
or dates.

Gear: Communicates function or
mechanisms regarding the heart.

Lightning bolt: Used to talk about
heart attack stat.

*In a study of those who experienced a heart
attack at <50 years

SEE YOUR RISKS

© 00 ©

See files here
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DO’S AND
DON'’TS

Your guide to correctly
using campaign assets.

Imagery Guidelines:

- Before and after examples
of effective and ineffective
layouts.

« Callouts highlighting proper
alignment and use of assets.

Copy Guidelines:

DO use approved campaign
photography and graphic
elements to reinforce the “See
Your Risks” message and visual
identity.

DON'’T use negative language
like “Don’t ignore your risk” or
“Don’t deny your heart health”,
may detract from the campaign’s
empowering tone.

DO use positive and proactive
language, such as “uncover,”
and incorporate the word
“unseen” when referring to risks
that are hard to identify.

DON'T adjust language or write
new denials to be used on
existing or new characters.

SEE YOUR RISKS

DON’T

@ Don’'t make typography too large or difficult to read,

give ample breathing space for headlines.

© Don’t crowd the logo with nearby design elements.

DO

Measuring
plaque
with CAC
scoring
can help
1 jdentify
unseen
CVD risks

LEARN MORE

REVEAL UNSEEN
CVD RISKS TO
YOUR PATIENTS

LEARN MORE

BAVER

© Do give ample clear space for typography.

© Ensure that the logo lockup has prominent clear space.
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DO’S AND
DON'’TS

Your guide to correctly
using campaign assets.

Imagery Guidelines:

- Before and after examples
of effective and ineffective
layouts.

« Callouts highlighting proper
alignment and use of assets.

Copy Guidelines:

DO use approved campaign
photography and graphic
elements to reinforce the “See
Your Risks” message and visual
identity.

DON'’T use negative language
like “Don’t ignore your risk”
“Don’t deny your heart health”,
may detract from the campaign’s
empowering tone.

DO use positive and proactive
language, such as “uncover,”
and incorporate the word
“unseen” when referring to risks
that are hard to identify.

SEE YOUR RISKS

DON’T DO

@' IDENTIFY HIDDEN RISK MORE THAN 50% OF a lDENij UNSEEN RISK .
UNSEEN RISKS CAN Comorbidities and family history dor't tel the HEART ATTACKS OCCUR f;’r';“m'g’;l:: Eﬂ::ﬂm::yﬂge‘g:‘:
whole story. The Cardiac Risk Continuum: IN PATIENTS WHO AREN’'T e e

STILL HARM YOUR is a progressive chain of events that begins s i : i
silently, often without symptoms.'* Identifying CONSIDERED HIGH RISK' symptoms.** identitying your patients’ sk leve:

earller on the Cardlac Risk Continuum can help halt

Ts, HEARTS your patients’ risk earlier on the Cardiac Risk o s

BE PROACTIVE AND HELP PATIENTS SEE ) CONFIRM RISK LEVEL BE PROACTIVE AND HELP PATIENTS SEE ~ CONFIRM RISK LEVEL
HIDDEN SIGNS AND SYMPTOMS BEFORE
HIDDEN SIGNS AND SYMPTOMS BEFORE Tools such as coronary artery calcium (CAC) s e AORIRULT A5 LHHORAIY ARTn) A WIS OF
THEY ESCALATE or carotid plaque scores (CPS) offer critical : C“ﬂ:ﬂ "‘“!“‘D Sﬂ';l l:"sihﬂ"'é" U'h;a‘ DfEdI'ﬂWe
. : insights into plaque burden, helping refine patient
More than 50% of heart attacks occur in patients '”;:‘;s:igf“g‘:&“’r‘:ﬁc‘zi“ﬁ burden, helping Even with lifestyle changes ke quitiing smoking ar rledalinie
who aren’t considered high risk.>* Even with lifestyle eating healthier, patients can still face hidden CVD risks.*
changes like quitting smoking or eating healthier, ¥ MANAGE HEART HEALTH + MANAGE HEART HEALTH
patients can stillface hidden CVD risks.* B
Stratify your patients’ isk as low, moderate, g Stratify your patients' sk as lew, maderate, o high
1 sy f thozewho experienced a et ttack a 50 yeors or high to guide proactive and personalized LEARR MORE AT 10 quide proactive and personalized management”
management. Early intervention in the (5 i AT AR R N oM Early Intervention in tne Cardiac Risk Continuum can
LEARN MORE AT Cardiac Risk Continuum can help slow disease help slow disease prograssion for your patients.
BAYER. | s com foryour patients =

S6G7A CO1s. 0. Gupts . €11 ComIouusCB e 11 O o YLy S0URS 41 31 ML J G & GO of o, Z0BTYILT37-302
amvmmamamm oL, The cardiomecule dhagss cootnn Ykisad:ceicalswidorcsof e v otiant ouiores & Paloriyaiony s

Referances: 1 Dz ¥, Anten 2. o dis outcomes part ralgh phes 05 st WGV CRCULATICHAE W 10A SSSBEH 3. Crrysont S Snnanlngmn
5”3‘? cor mavy 3“5 yﬂ 9‘597 A"‘P‘ . 2006. doi: ‘0“6‘ C‘PCULAT‘QNAHA‘DE 655688, umbvasculrﬂwsemnm.ﬁl on prevertion Wordd J Carciol. ZINID' 2\1\ IBI&‘.FMIIK Lahan 5. BudcH ML et al. Serum Ipopreteins sre associnis
19 J Cardiol. 2010; 2(3143-45. 3. Sngh A Collins, B, Gupta A, et with v s fackrs JACT o 203430711 B e Deare 8 o O e
‘ s e e A e S S D
e e L S B e e e
A—— o R
@ Don't use photography that isn’t one of our main hero @ Use campaign photography that features individuals with hands

images, or manipulate the photo. covering their eyes with their denials in typographic print.

© Don’t make the logo lockup too small. © Ensure that the logo lockup is featured prominently.

© Utilize yellow color blocking with upsweep shape to create
a structured and visually appealing composition.

© Don't use white backdrops, and try to use the campaign
color palette as much as possible.
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AWARENESS
ACTIVATION
CONSUMER
EXAMPLES




VIDEOS
(CONSUMER)

See files here
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https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/4. Consumer Videos?csf=1&web=1&e=ezeht8

WEBSITE

(CONSUMER)
PRODUCTS w HEART HEALTH w STROKE w HEART HEALTH RISK ASSESSMENT PAIN RELIEF w
g =
It’s time to reveal unseen heart health risk factors CET STRRIED
Learn about your heart health risk factors by taking a 2-minute assessment.
BAYER e )
See files here BAVER arvt

SEE YOUR RISKS @j >

It's time to reveal unseen heart health risk factors
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https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/5. Consumer Website?csf=1&web=1&e=gHljrR

SOCIAL
(CONSUMER)

p “' .' . & » 3
i or maybe you’re just See your heart health
& hoping for the best risk factors with a
{ 2-min assessment’ e

Does not replace any assessment
by a qualified healthcare professional.

Always talk to your dogtor@ghealthcare
professional about yol jealth.

BAVER BAYER

ASPIRIN 3 . ASPIRIN

- I
You might think yot.tlr‘ \ Over half of heart in those who aren’t seen
heart healthis just fine attacks happen as high risk* /
*In a study of those who exp lheart attack at <50 years. *In a study ‘those who experienced a heart attack at <50 years:
- 1

vl

See your heart health
risk factors with a
1 2-min assessment’
P b *Does not replace any assessment
- by a qualified healthcare professional.
& 2 Always talk to your dogtor@thealthcare
- - e professional about yweann.
.S }
\

2

~——

See files here
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DISPLAY - AWARENESS
(CONSUMER)

V=AM

SEE YOUR RISKS @

IGNORING YOUR
HEART HEALTH RISK
IS NO WAY TO GO
THROUGH THE WORLD

Learn about your heart
health risk factors at
SeeYourRisks.com

GET STARTED

See files here

SEE YOUR RISKS

IGNORING YOUR
HEART HEALTH

RISK IS NO WAY

IGNORING YOUR
HEART HEALTH RISK
IS NO WAY TO GO
THROUGH THE WORLD

THE WORLD

Learn about your heart health risk factors at
SeeYourRisks.com

GET STARTED

Leam about your heart
health risk factors

GET STARTED

IT'S TIME TO REVEAL
UNSEEN HEART HEALTH
RISK FACTORS

LEARN MORE

ITSTIME IT'S TIME TO REVEAL

TO REVEAL NSEEN HEART HEALTH &
UNSEEN RISK FACTORS
HEART
HEALTH
RISK IT'S TIME TO REVEAL EAR
FACTORS UNSEEN HEART HEALTH
RISK FACTORS &
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AWARENESS
ACTIVATION
HCP EXAMPLES

HCP examples do not link to the
assessment by rather specific materials on
the HCP professional website.
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JOURNAL AD (HCP)

See files here

SEE THEIR RISKS

MORE THAN 50% OF
HEART ATTACKS OCCUR
IN PATIENTS WHO AREN'T
CONSIDERED HIGH RISK"
"In a study of those who esperianced a heart attack al <50 years.

BE PROACTIVE AND HELP PATIENTS SEE
HIDDEN SIGNS AND SYMPTOMS BEFORE
THEY ESCALATE.??

Even with lifestyle changes ke quitting smoking or

eating healthier, patients can still face hidden CVD risks.*

LEARM MORE AT
WWW.SEETHEIRRISKS.COM

IDENTIFY UNSEEN RISK

Comorbidities and family history don't tell the whole
slory, The Cardiac Rigk Continuum is 8 progreéssive
chain of events that begins silently, often without
symptoms,** identifying your patients’ rigk level
earlier on the Cardiac Risk Continuum can help halt
this progression,

CONFIRM RISK LEVEL

Toals such as Coronary Artery Calcium (CAC) or
Carotld Plague Scores [CPS) offer criticel predictive
insights into plagque burden, helping refine patient
risk stratiflcation®®

MANAGE HEART HEALTH

Stratily your patients' risk as low, moderate, or high
te guide proactive and personalized management
Early intervention in the Cardiac Risk Continuum can
help slow disease progression for your patients.*!

References: L Segh A Coking B Gupea A, #1 Al Canfipvascuiar rsk e siain eBginiity of youneg aduls. sfer an ML Jof the Am Col of Cordia. 2018731292302
2 Duzaw W, Animan A Black H, gt al, Te cardiovisc ula disaase continuum validasad, dinscal evidenos of improved patiant auicomas pan & Patha )
iinkcal briad mvidence (R factons thicugh Sk coronary anery dseaso) Am Ho £ 2006 dot KNEVORCULATIOMAHAIDS S55588. 3, Chiysant 56 Staaping tho
m—dluu_-.u.inmmmm Foois: on prewenion. m;mmzmuaw,an& A, Foridi K. Lahan 5, Budc! 8. ot al. Serum kpoprobeins are associnicd

with carcnary LLE, mdubt faciars, JACT. Ac. B034:3(711-53. B Mesquan E. Demarchi &, Bitercour D, st al.
CiHOy B CT St nun Jsmna- the pwmmdgﬂmmwhwmw It of Cirvetir S, 016 2K1FS6-64 8, Ghashbajin 5. Hedgne 5, Humite
Kpweeak Lot al ACR A Criteria Parigni m Risk lor Corenary dmmery 2031 Lpdate, Jdm Cod okl J02UIRS3-512 7. hie-

Disaen;
Hangean H, Vigian T. Basgs T, of al. Canolid Plague Soom foe Sinoks and Cardicwascllar Risk Pradiction in & Midols-Aged Cohart From mhe Ganaral Popeiation. |
Am Hoar Assoc, 202320030739 dob NIGKIAHA 133 030738 8, Jamihiker A, Guprka D, Cusdmdo-Godia E, et al. Uirascund-aased strokmicardiovascular fsk
strmificatian wsing Framingham Bisk Score ang &SCVD Risk Score based on w:y&eﬂwuuls Age” instesd of * Cnmrmg-culhw B matti-thnic stucy of Asian

Indisn. Coucesan, and Japapess cohors. Corodovoss Sfoge Thee 2020001935954, 9,

Jacobsan TA, Wekd KC. Ovringer CE. 1 a1 Nalkana! Linkd Associsfon
2 oz

Fescammendatins for P m-Certered Management of Cysimeema: Pan 2. J i Lipioel. 015045 515122 dn-ﬂl:uﬁfum 15, 09

@ Bayer and the Boyer Cross ane regisiered fmdemaris of Bayer £202E Boyer, All rights reserved. Febeuary 2028 £H- 202809313
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DISPLAY ADS (HCP)

Frame 3

300X250 Static Backup
728x90 Static Backup

Measuring plaque

with CAC scoring

S
T
RISKS

LEARN MORE

can help identify
unseen CVD risks

CVD RISKS TO LEARN MORE
YOUR PATIENTS

Animation: Toxt MY HEART IS FINE" fioats n fom
e boad

Aniemation: Text“BUT (14 ONLY 40" s i from Animation: Text Vessuring lacue wih CAG..*tades
oo 12 s v e oo 1o e around e woenan's head e Yeliow barner wit Bxyat iogo and ipamart
Timing-TBD. Timiog: T8D. fytost n o boskom,

BAVER

Toniog: =38

Frame 1

Frame 1 Frame 2 Frame 3 Frame 4

Measuring
plaque

o *. E
HEART s B SAC

scoring
can help
identify

Measuring plaque with CAC scoring

unseen can help identify unseen CVD risks
CVD risks LEARN MORE CVD RISKS TO
YOUR PATIENTS
Frame 4

SEE THEIR RISKS @ SRS

Note: Animations hare will match 300x250 bannars.

Note: Animations here will match 300x250 banners.

Frame 3 Frame 4 300600 Static Backup

Measuring
plaque with CAC
scoring can help

identify unseen
CVD risks

LEARN MORE

LEARN MORE

Note: Animations here will match 3008250 banners
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DISPLAY ADS (HCP)

Animation: krage of wairess 200 n, Text BUT |
GO SHoKkG: |

It’s not easy for
patients to spot

unseen CVD risks

Animation: Text I ot assy. ~ et i ece. Yelow
Barner

Animation; (mage ofwiress weh her haed n oot o
s

Tz T80 woman's head
Tirng: T8O

Frame 1 Frame 2

Note: Animations here will match 300x250 banners.

Frame 1 Frame 2

Nota: Animations hero will match 300250 bannars.

SEE THEIR RISKS

Tiriog: =38

Frame 3

It's not
easy for
patients

to spot

unseen
CVD risks

Frame 4

Si
THI
RISKS

LEARN MORE

01 iy * 13008 0oL Sea T 18

Aoimation: s
Gk tados . CTA"LEARM MORE" fes nfrom .
Timig:~ta

Frame 4

LEARN MORE

Frame 3

It’s not easy
for patients to
spot unseen

CVD risks

Frame 4

LEARN MORE >

300X250 Static Backup

320X50 Static Backup

REVEAL PATIENTS'
CVD RISK m:;;

160X600 Static Backup

300X600 Static Backup

LEARN MORE

728x90 Static Backup

REVEAL UNSEEN
CVD RISKS TO
YOUR PATIENTS

Frame 1

)

LEARN MORE
m ‘

Frame 2

BT QU8
k :

Frame 3

It's not easy for patients
to spot unseen CVD risks

Frame 4

SEE THEIR RISKS &

LEARN MORE

Note: Animations here will match 300x250 banners.

See files here

BAVER

BAVER .
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WEBSITE (HCP)

— o D

AL

11111

e 9
L. @
B
EDUOATION o BAYAQ#N. EFFICACY AND SAFETY HEART HEALTH TOOLS & RESOURCES INDICATIONS AND DOSING Q th/R‘l
CARDIAC CONTINUUM

Resource Library

HELP YOUR
PATIENTS REVEAL
THEIR HEART

HEALTH RISK

Welcome to the Bayer” Aspirin
Heart Health Resource Center

Here you'll find a number of items, including
our new Bayer” Aspirin Heart Health Risk
Assessment for patients, to help you have a
meaningful discussion with your patients about
their cardiovascular (CV) risk factors.

See files here
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PURCHASE
ACTIVATION
CONSUMER
EXAMPLES

These are the examples of how the
the aspirin product can be discussed
in conjunction with the See Your Risk
Campaign.
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OBJECTIVE

Get consumers to choose
(purchase) Bayer Aspirin for
secondary prevention when
directed by doctor.

Imagery:
» Product images and evergreen
branding

« Hero SKU: 81mg Low Dose

« Secondary SKU: 325mg GBA

« Different from awareness based
See Your Risks campaign assets

Claims:
« Help prevent another heart attack

« #1 Doctor, Cardiologist, Pharmacist
Recommended Aspirin Brand
« If constrained on space, #1 Doctor
Recommended Aspirin Brand

« Disclaimer (must be prominent):
Aspirin is not appropriate for
everyone, so be sure to talk to your
doctor before you begin an aspirin
regimen.

CTA
» Buy Now

SEE YOUR RISKS

HELP PREVENT BAYER.
ANOTHER S
HEART ATTACK
HELP

PREVENT | BAYER®

Save $1.25

e
o

— ]
e

DOCTOR

#1 CARDIOLOGIST
PHARMACIST
o s o

Aspirin is not appropriate for everyone,
S0 be sure to talk to your doctor before
you begin an aspirin regimen.

Banner logo irea:
BUY NOW 00 NOTOELET - 3451 seanly

==\ \ HELPPREVENT NIV
(maven:aavin:) _ANOTHER  jprtriemon,y
= HEART ATTACK Soimtiasine

QE-CUOTES [

ONLY When clear distinction is feasible, can complement

purchase message with awareness/education message

BAYER. BAYER

ASPIRIN®
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Aspirin is not appropriate for everyone, so be sure to talk to your doctor before you begin an aspirin regimen.

HELP PREVENT P==m

HELP PREVENT HELP r'—q.
ANOTHER PREVENT ANOTHER r R BECARMENDED

HEART ATTACK ANOTHER HEART ATTACK 'I
HEART Azplinis not appropriate for

—l Everyone. 50 be sure to K 1o
ATTACK BUYNOW  Blo=—_. your dochor hefor wou begin
" @naspirin regimen.

HELP PREVENT — ]
ANOTHER 4  eoumenos NS 3

ASPIRIN BRAND BAVER) BAYER:
HEART ATTACK EE e

BUY NOW

Aspirin is not appropriate for everyone, so be sure to talk
to your dector before you begin an aspirin regimen.

DOCTOR
#1 CARDIOLOGIST
PHA IST

ALPIRIN BRAND

19 YOUr doctor Defore you begin an aspirin regimen

DocToR
P a - -

DOCTOR #]  Ricommenomn
CARDIOLOGIST ASPIRIN BRAND
PHARMACIST

Ealinge SE

- e ‘.;.:21%"5:‘1&;’21’1!&' | BAYERT =] ANOTHER iin s not ruh{ﬂr
e § 1o Sy e R T g ﬂ]ﬁ HEART ATTACK ‘E%&HE
FUSSEAND ragy

meri

HELP PREVENT BUY NOW @

you begin an aspirin regimen.

BUY NOW

See files here

SEE YOUR RISKS

PLAYBOOK 28


https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/8. Consumer Display - Conversion?csf=1&web=1&e=gCaut9

STEPHEN SOHN

Senior Brand Manager
stephen.sohn@bayer.com

AJ MEKKY
Regional Design
a.j.mekky@bayer.com

SEE YOUR RISKS

Bayer US, LLC
Consumer Health

100 Bayer Boulevard
Whippany, NJ 07981

PLAYBOOK 29



