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Why Advertisers Should Choose

Multimedia Formats for Engaging Cardiologists

Today, most cardiologists* find work and life activities prevent them from reading
all the material they would like from their preferred professional sources.

So, How Have Their Content Preferences Changed?
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Cardiologists’ preferences for types of content, multimedia formats, and the
devices they use to access them continue to evolve, and so too must promotional
strategies among advertisers.

The experts at Lippincott® HCP Access ensure your brand is delivering the right
message, in the right format, at the right time.

For more unique tips on engaging cardiologists, access our latest article or contact us.

* From October 2021 to January 2022, Wolters Kluwer surveyed 1,013 qualified healthcare practitioners to establish the most trusted
and influential content types among physicians of all specialties today.
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