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Overview

M3 MI | Informed healthcare marketing & media decisions start herel!

M3 Ml is a leading provider of unbiased syndicated studies for the healthcare industry

The trusted :
We provide large-scale, unbiased, annually updated syndicated studies that maps the mindsets and media habits of patients, caregivers,
and HCPs. Our data empowers marketers to connect HCP and DTC strategies, optimize media investments, and track competitive

performance with high-confidence, nationally representative insights. Drive impact across the health ecosystem with M3 MI. Mapping education & media
preferences of patients,

caregivers, & HCPs

Coming in 2026
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Powering strategic decisions across the full marketing communications and promotional landscape, to Identify & reach patients and caregivers
effectively reach and influence healthcare professionals across 25+ medical specialties & vertical by understanding their health behaviors
industries at work and in their “blue jean” moments. attitudes, and media usage.
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International editions available
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