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Interest Levels in Different Types
of MR Studies

As perceived flexibility and convenience decrease, so do interest levels.
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Factors Influencing MR Participation

Many of these can be optimized to improve participation.
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Data based on survey of n=140 American Physicians (n=50 General Practitioners and
n=90 Specialist Physicians). September 2022.

MD Analytics’

www.mdanalytics.com

Copyright © 2022 MD Analytics Inc. MD Analytics is a registered trademark of MD Analytics
Inc. All rights reserved. MD Analytics Inc. is a member of the Canadian Research Insights Council

(CRIC). This research fully complies with all CRIC Standards. MD Analytics Inc. has independently
sponsored and conducted this research. To obtain media disclosures for this research, please visit
www.mdanalytics.com/contact-us and quote '22119.2 US' in your request.




