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Introduction

Healthcare is evolving rapidly, driven by 
technological advancements like telehealth, 
wearable health tech, and AI. The COVID-19 
pandemic further accelerated these changes, 
reshaping patient expectations and behaviors 
across all age groups. While general healthcare 
services exist, different generations have 
distinct healthcare needs and preferences, 
influenced by cultural, technological, financial, 
and social factors.

Recognizing and addressing generational 
differences is crucial for healthcare systems to 
develop targeted strategies that resonate with 
different patient groups. Each cohort below 
approaches healthcare differently, with distinct 
preferences and expectations:

•	 Generation Z (born 1997–2012), also known 
as Gen Z, is recognized for being digitally 
savvy, valuing transparency, exploring various 
sources of information online, and being open 
to virtual healthcare interactions.

•	 Millennials (born 1981–1996), also known as 
Gen Y, are similarly tech-savvy but prioritize 
convenience and flexibility in their healthcare 
choices. 

•	 Generation X (born 1965–1980), also known 
as Gen X, often blends traditional and digital 
healthcare approaches, with a focus on 
health and wellness. 

•	 Baby Boomers (born 1946–1964), also 
known as Boomers, tend toward traditional 
care methods. They value face-to-face 
communication and trust established doctors.

These attributes offer a glimpse into how 
each generation views healthcare. In this 
special report, we explore how patients of all 
ages approach care, covering everything from 
information sources and emerging technologies 
to care satisfaction. With this knowledge, your 
healthcare team can enhance service delivery, 
boost consumer engagement, and improve 
health outcomes across all age groups.
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Generational Views on Care
Each generation brings unique perspectives, priorities, and challenges to the table. In the 
following sections, we’ll explore these different viewpoints, examining how Gen Z, Millennials, 
Gen X, and Baby Boomers approach healthcare and what it means for health system teams 
looking to meet their needs. 

General Health and Wellness

In a recent consumer healthcare study by 
Healthgrades’ parent company, 34% of 
respondents rated their lifestyle as “very good” 
or “excellent” when asked, “How healthy is your 
lifestyle?” Specifically, Millennials were the most 
confident, with 42% expressing positive views, 
while only 19% of Gen Z felt similarly.1 This 
gap presents a clear opportunity for targeted 
health campaigns aimed at Gen Z. Healthcare 
marketers should focus on creating engaging 
content that encourages this generation to 
prioritize preventive care and wellness. 

One factor contributing to Gen Z’s lower 
confidence in their health may be the higher 
prevalence of mental health conditions within 
this age group. According to the study, 33% 
of Gen Z respondents have been diagnosed 
with depression, which is 50% more likely 
than Millennials and 200% more likely than 
Baby Boomers. Additionally, Gen Z is 47% 
more likely than Millennials and 460% more 
likely than Boomers to identify with a mental 
health condition other than depression. 
Addressing mental health issues and promoting 
comprehensive wellness could therefore be 
crucial in bridging this confidence gap.

Additionally, with one in five respondents 
across all age groups recognizing room for 
improvement in their lifestyle, there’s a broader 
opportunity for marketers to promote general 
health education and wellness initiatives 
that resonate with all generations.1

Gen Z Feels the Worst 
About Their Health Lifestyle
Only 19% of Gen Z feel very good or 
excellent about their health lifestyle
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Sources of Health Information

Once someone leaves the doctor’s office, it may take some time for them to fully accept or agree with the 
professional advice they’ve received. Many choose to conduct additional research before following a doctor’s 
advice—notably, 59% of Gen Zers, 55% of Millennials, 49% of Gen Xers, and 41% of Baby Boomers. 

Gen Z and Millennials tend to look beyond what healthcare professionals recommend, seeking other 
sources of guidance and product information. In contrast, Baby Boomers are more likely to trust and 
follow professional advice. Additionally, Gen Z and Millennials are more inclined to use digital sources for 
health information. 

According to our Consumer Healthcare Study,1 here’s where each cohort prefers to do their research:

Interestingly, Gen X is 20% more likely than Baby Boomers to conduct this additional research.1 Baby 
Boomers are the least likely to question their doctor’s advice but are comfortable asking their physicians 
questions and advocating for their care during the appointment (86% of Baby Boomers compared to 
82% of Gen Xers, 76% of Millennials, and 70% of Gen Zers).1 This suggests that older generations prefer 
addressing concerns directly with their physicians in the office rather than seeking external confirmation 
afterward. Providing detailed appointment guides for patients booking with doctors within their health 
system can alleviate worries and prepare them for a more insightful, productive, and collaborative visit. 

Marketers should also optimize online content to effectively reach younger audiences, ensuring that 
websites, social media profiles, and review platforms are informative, engaging, and easy to navigate. 
By meeting patients where they are online, healthcare marketers can build trust and drive engagement 
with tech-savvy generations.

Source Total Gen Z Millennials Gen X Boomers+

Doctors, nurses, and 
medical professionals 67% 57% 60% 66% 77%

General online search 42% 38% 44% 42% 41%

Friends and family 41% 54% 44% 41% 32%

Social media 15% 30% 24% 11% 4%

AI engine  
(e.g., ChatGPT) 4% 8% 5% 4% 2%

Top Sources of Health 
and Wellness Info:
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Insurance Status

When it comes to financial coverage for healthcare expenses, Gen X has the highest rate of private 
insurance coverage, while Baby Boomers have the lowest:1

Given that nearly two-thirds of Baby Boomers are over 65 and qualify for Medicare, it is not surprising 
that a majority rely on Medicare for health expenses. However, it is notable that about a quarter of 
Baby Boomers are still covered by private employer-provided insurance. In contrast, 55% of Gen X 
patients receive health insurance through their employer.1 Because Medicare has eligibility requirements 
and doesn’t cover all medical services, older adults may encounter gaps in care access, particularly for 
age-related conditions. It can also be challenging for individuals on Medicare to find doctors who accept it. 

Healthcare marketers can address these gaps by promoting transparent pricing and educating older 
consumers on Medicare options. Campaigns should focus on simplifying the process of finding doctors 
who accept Medicare, clarifying insurance coverage for various services, highlighting financial assistance 
programs, and providing resources to help patients navigate these challenges and find affordable care.

Ratings and Reviews

Consumers across all generations share commonalities in terms of researching care quality online. 
However, younger generations are somewhat more likely to say ratings and reviews are “very” or 
“extremely important,” highlighting the increasing role reviews play in consumer decision making. 
Marketers should remember this when building and maintaining their health system’s online reputation 
to ensure that this information is accessible. Consistently monitoring and addressing both positive and 
negative reviews will also be vital to understanding patient sentiment and resolving any concerns.
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Challenges in Finding a Doctor

Finding the right doctor isn’t always an easy journey.  According to a Healthgrades study, the top three 
challenges consumers face in their search for care are:2

For Gen Z patients, the search may be even more challenging. The same study found that this 
generation is more likely to need help finding trustworthy information (40% vs. 30% average) and face 
challenges finding specialists sensitive to their background. When healthcare teams don’t reflect the 
varied experiences and expectations of the patients they serve, younger individuals may feel overlooked 
or disconnected, complicating their search for the right doctor. Overcoming these hurdles requires better 
access to remote or asynchronous care, reliable health information, and delivering care that respects 
individual backgrounds, values, and experiences, so younger people can confidently make informed 
healthcare decisions.

Lack of options due to insurance 
coverage or appointment 

availability

39% 30% 26%
Uncertainty about where to find 
trustworthy information about 

medical specialists

Lack of local specialists who 
are experts at treating specific 

conditions

Similarly, Gen X, often referred to as the 
“sandwich generation,” is most likely to be 
caring for both children and aging parents 
while managing their own health. This dual 
responsibility places a unique strain on their time 
and resources, making access to convenient and 
consolidated healthcare options essential. For 
this generation, finding a healthcare system that 
can cater to their entire family’s needs—pediatric, 
adult, and geriatric care—becomes critical to 
managing their complex healthcare journey.

Marketers can further address these obstacles 
by promoting hospital quality and frequency 
of treatment—emphasizing how often doctors 
perform specific procedures or treat certain 
conditions. With many patients concerned about 
finding specialists in their area, showing them 
what a health system offers can streamline this 
search and get them specialized care quickly.
© Copyright 2025 Healthgrades Marketplace, LLC. All Rights Reserved. 6
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Choosing a Hospital

For many, familiarity is a crucial factor when 
choosing a hospital. Healthgrades found that 
49% of patients consider it essential that their 
new doctor is within the same health system as 
their other doctors—an opinion more common 
among older generations.3 For example, less than 
a third of Gen Z is concerned about the health 
system a doctor is associated with (31%), while 
66% of Baby Boomers find this factor important.3 
Even amongst those over 45, there’s significant 
variation, with Baby Boomers 23% more likely 
than Gen X to think staying with doctors from 
the same health system is important.3

Given that nearly half of Americans think belonging to a single hospital system is important,3 
healthcare marketers should highlight the benefits of a family choosing a single health system for all 
their needs. This is particularly relevant for Gen X, as they are likely balancing the care of both children 
and aging parents while managing their own health. A consolidated care approach simplifies decision 
making, promotes continuity of care, and provides Gen X with a one-stop solution for their entire 
family’s healthcare.

This focus on staying within a single health system is also driven by the importance older generations 
place on hospital quality. A Healthgrades study reveals that Baby Boomers (71%) and Gen X (68%) are 
more concerned with the quality of hospitals when choosing where to get a procedure or treatment, 
compared to less than 60% of Millennials and Gen Z.4 As such, health systems marketers should find 
ways to highlight hospital quality and doctor affiliations in their communications to better engage 
older patients who prioritize these factors.

of patients consider it 
essential that their new 
doctor is within the same 
health system as their 
other doctors

49%



Preventive Care Participation 

The likelihood of having an established doctor goes up with age—68% of Gen Z have a doctor they 
regularly visit, compared to 78% of Millennials, 84% of Gen X, and 89% of Baby Boomers.1 Without a 
go-to doctor for routine care, it’s harder for consumers to pursue preventive care. The same study found 
that the likelihood of seeking preventive care is lower among younger patients, with Baby Boomers 
most likely to visit regularly.1 In fact, Boomers are 53% more likely than Gen Z to seek preventive care.1

Gen Zers tend to wait until a health episode occurs to see a medical professional, which leads to more 
frequent trips to urgent care centers or emergency rooms than any other age group.1 While older 
generations tend to go to the ER at similar rates, Gen Z individuals are 58% more likely than Boomers 
to have recently visited urgent care or the ER.1 This trend arises from concerns about cost, inconvenience, 
and distrust of doctors, causing younger people to be more reactive than proactive about their health.

Gen X spends more on healthcare than any other generation, driven by their caregiving responsibilities. 
As this cohort approaches an age where additional preventive care measures, like colonoscopies, are 
necessary, healthcare systems should emphasize the ease of scheduling and educate them on the 
importance of regular screenings. This focus on proactive care will help Gen X manage their own health 
while juggling their caregiving duties.

Given these generational differences, it’s clear that each group faces unique barriers to seeking timely 
medical attention. Gen Z is 64% more likely than Baby Boomers and 25% more likely than Millennials to delay 
seeing a doctor.1 With young patients often postponing healthcare, marketers should adjust their outreach 
strategies to alleviate care concerns while offering services that are affordable and convenient to access.
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How Confident Are Consumers in Accessing Healthcare? 

Younger consumers generally have less confidence in their ability to get all of the medical care they 
might need, with confidence increasing in older generations.1 

Con�dence in Ability to Get Medical Care
“Very or Extremely Con�dent:” 
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With staff shortages, low insurance reimbursements, and crowded medical facilities, health systems 
will need to resolve pain points and optimize operations to meet patient demand and alleviate concerns. 
In the meantime, marketers can focus on current strengths that can attract consumers to their 
brand, whether it be excellent and consistent hospital quality, empathetic and experienced doctors, or 
scheduling flexibility. 

Top Three Reasons for Lack of Confidence in Care Received1

Inadequate  
insurance coverage or  

affordability issues  
(39% of respondents)

Long appointment waiting 
times or lack of time (a third 

of all generations except 
for Baby Boomers, who are 

more likely to be retired)

Lack of trust in 
healthcare teams  
(with Gen Z over-

indexing relative to 
other generations)
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Delaying Care

While 65% of respondents in our consumer health study reported getting all of their recommended 
preventive care, this varied significantly with age: 43% of Gen Z, 56% of Millennials, 70% of Gen X,  
and 78% of Baby Boomers reported  getting all of the recommended preventive check-ups.1

A separate study explored reasons for skipping, avoiding, or delaying preventive care.3 The top reasons 
for forgoing important screenings or exams include:3

Out-of-pocket expenses were the leading 
concern for Gen X patients, while Gen Z 
and Millennials were most likely to delay 
appointments due to forgetting to schedule 
or having difficulty finding the time.3 Health 
system marketers can address these issues by 
highlighting efforts to make booking effortless 
and convenient, including the use of telehealth 
and asynchronous care options. Additionally, 
educating consumers on the importance of 
early detection and preventive screenings can 
further encourage timely appointments.

Top Reasons for Delaying Care
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39%
Whether a doctor 

listens to them

Satisfaction with Care

What drives patient satisfaction with their primary care doctor? Across all age groups, the top two factors 
are the doctor’s ability to listen and the trust patients have in their medical decisions.3

Ability to trust 
doctors’ decisions 

regarding their care

39%

Top Factors for Care Satisfaction  
(Percent of Total Respondents)

33%
Whether a doctor 

answers their 
questions

33%
How well a doctor 

explains their symptoms 
or condition

However, younger generations had a wider variety of factors that influenced satisfaction. For example, Gen Z 
identified staff friendliness as a top 3 satisfaction driver 2x more often than Baby Boomers did (25% vs. 12%).3 
Gen X was more likely than other generations to prioritize whether a doctor offers them options (26%).3 Baby 
Boomers and Gen X also prioritized time spent discussing care more than younger generations.

Confidence When Communicating

Some individuals lack confidence when expressing their thoughts, suggestions, or questions in the  
doctor’s office. According to a Healthgrades study, Millennials (56%) report the least confidence 
in communicating effectively with physicians or specialists, while Baby Boomers (72%) are the most 
self-assured during conversations with their doctors.5 Younger patients may hesitate to ask questions 
either because they are unsure what to ask or have encountered medical gaslighting or other negative 
experiences that make them reluctant to engage. The same study revealed that nearly a third of Gen Z 
respondents had experienced gaslighting from their doctors in the last two years, such as feeling dismissed 
or not taken seriously when discussing health concerns or symptoms or having symptoms minimized 
or ignored by doctors. This contrasts with 15% of Baby Boomers who reported similar experiences.5

This failure to truly understand patient concerns can result in undiagnosed conditions and prolonged care, 
ultimately impacting long-term health outcomes. It can also deter someone from scheduling preventive care 
appointments. Health systems marketers can help reverse this trend by directing patients to appointment 
guides that help prepare them for visits related to their condition. These guides can empower them to advocate 
confidently for their medical needs and gather essential information about potential treatment plans.

© Copyright 2025 Healthgrades Marketplace, LLC. All Rights Reserved. 11
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Use of Technology and Alternative Healthcare

Since the COVID-19 pandemic, many consumers have embraced the benefits of remote or virtual 
care—some more than others. In our Women’s Health study, 30% of consumers of all genders indicated 
they intend to replace an in-person visit with telehealth, with Gen Z and Millennials more likely to do so 
than Baby Boomers, who still prefer in-office visits.3 As tech natives, Gen Z is the most likely to have 
used asynchronous care (81%) versus 52% of Baby Boomers.6 Asynchronous care—where patients 
communicate with healthcare professionals without real-time interaction—has also gained popularity 
due to the rise of remote monitoring devices, telehealth, and online portals. Other generations, like 
Millennials and Gen Xers, are increasingly interested in these alternative care options. Gen X, for 
instance, is 23% more likely than Baby Boomers to have used asynchronous care, and 95% of Millennials 
are eager to use it in the future compared to 79% of Baby Boomers.6

Baby Boomers are also least likely to trust AI chatbots, particularly regarding the health information and 
assistance they provide. Here’s a generational breakdown of patients who find AI to be “somewhat” or 
“very trustworthy.”6
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Once again, younger generations are more eager to embrace new technological tools and resources than 
their older counterparts. Healthcare marketers should emphasize the availability of both in-person and 
remote care options to accommodate the differing preferences of various cohorts. Offering a balance 
of virtual and in-person options can build trust with tech-savvy younger patients while reassuring older 
ones who prefer traditional care methods. Doing so can address scheduling conflicts or transportation 
challenges, reduce missed appointments, and improve overall care access.
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Generational Marketing Insights:  
Key Takeaways and Actionable Steps

Health systems marketing must be highly targeted to reflect the personalized nature 
of healthcare. No one wants to feel like just another statistic. Positioning your health 
system as a competitive, compassionate, and comprehensive option that meets each 
patient’s unique needs will help your brand stand out against competitors that take a 
more generalized approach. Keep these key takeaways in mind to ensure your campaigns 
resonate with each generation of patients.
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Negative  
Experiences
•	 Gen Z is more likely to report 

negative experiences such as medical 
gaslighting in the past two years 
compared to older generations.5

Takeaway:
•	 Empower Gen Z-ers by educating 

them with the language and 
tools for effective doctor-patient 
conversations. Train healthcare 
teams to recognize and prevent 
gaslighting, ensuring a safer 
environment that fosters trust and 
openness in their care experience.

Healthcare  
Preferences  
and Access
•	 Nearly half of Gen Z report 

trusting patient reviews “a 
lot” or “completely.”1

Takeaway:
•	 To maintain a strong online reputation, 

consistently monitor patient reviews 
and feedback. Respond to all reviews, 
showing appreciation for positive 
comments and addressing concerns 
offline to resolve issues. This proactive 
approach ensures patients feel heard 
and satisfied with their experience.

Trust and  
Confidence
•	 Gen Z exhibits the lowest trust 

in primary care doctors (61%), 
medical specialists (60%), and 
the US healthcare system (28%) 
compared to other generations.3

Takeaway:
•	 Build trust with Gen Z by showcasing 

your health system’s medical 
expertise and procedural proficiency 
in promotional materials. Make 
doctor information easily accessible 
and transparent online, helping 
Gen Z consumers confidently find 
and choose the care they need.

Telehealth
•	 Gen Z patients are more likely 

to replace in-person medical 
visits with telehealth services 
in the next year compared to 
Gen X and Baby Boomers.3

Takeaway:
•	 Since Gen Z is more likely to 

delay doctor visits, emphasize 
remote and asynchronous care 
options to meet them on their 
terms and improve access.

Doctor-Patient 
Interactions
•	 While Gen Z is less likely to ask their 

doctors questions or push back during 
appointments compared to Baby 
Boomers, they are more likely to 
conduct additional research before 
fully accepting their doctor’s advice, 
demonstrating their preference 
for informed decision-making.1

Takeaway:
•	 Offering health education platforms 

tailored to Gen Z’s digital preferences 
can foster proactive communication 
with healthcare staff. Initiating text 
or social media communications 
and providing appointment 
preparation materials can help 
Gen Z patients feel confident and 
prepared for their doctor’s visits.

Gen Z 
(Born 1997-2012, Ages 12-27)

General Wellness
•	 Only 19% of Gen Zers feel “very 

good” or “excellent” about 
their lifestyle, making them the 
least likely generation to feel 
confident about their health.1

Takeaway:
•	 In 2024, Gen Z comprises about 

30% of the global population, 
making them a key audience for 
health systems marketers. Tailoring 
campaigns to this generation 
can inspire healthier habits and 
foster lasting brand connections.

Information  
Sources
•	 Gen Z relies on friends and 

family for health and wellness 
guidance more than any 
other generation (54%).1

•	 Gen Z relies more on social media 
(30%), online interactions with 
others who have similar health 
conditions or goals (21%), and 
blogs or influencers (21%) for 
health information compared 
to other generations.1

Takeaway:
•	 Gen Z values authenticity, 

fairness, and social responsibility, 
so emphasize how your health 
system aligns with these values 
online. Showcasing patient stories 
from fellow Gen Z individuals 
or partnering with local Gen Z 
influencers can be particularly 
effective. Endorsements from 
this age group can have a 
powerful ripple effect, as they 
are more influenced by their 
peers than other generations.

Generational Trends:
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Doctor-Patient 
Interactions
•	 Millennials report the lowest 

confidence in communicating 
with their doctor among all 
generations—just 56% of these 
patients feel comfortable sharing 
their thoughts with their doctor.1

•	 At the same time, the most 
common factor that drives care 
satisfaction for Millennials is 
whether a doctor listens to them.3

Takeaway:
•	 Education is critical to reducing 

miscommunication concerns 
during healthcare appointments. 
Providing pre-appointment 
guides, online resources about 
conditions, and clear explanations 
of services can help individuals 
feel informed and empowered 
to have more meaningful 
conversations with their doctors.

Healthcare  
Preferences  
and Access
•	 Nearly two-thirds of Millennials say 

ratings and reviews of doctors are 
“somewhat” or “very important.”

•	 Half of Millennials are skipping 
preventive care,3 yet there 
has been an uptick in cancers 
among younger generations.

Takeaway:
•	 Millennials juggle caretaking for  

both children and aging parents, so  
make information easily accessible,  
share care team success stories,  
and emphasize personalized, 
patient-centric care. These efforts 
build trust and satisfaction. 
Additionally, send reminders for 
preventive appointments and 
screenings to encourage early 
detection and ensure they stay 
current on essential wellness exams.

Millennial 
(Born 1981-1996, Ages 28-43

General Wellness

•	 Millennials are the most likely to feel 
“very good” or “excellent” about their 
overall health and lifestyle (42%).1

Takeaway:
•	 Empower patients by offering 

educational resources and 
professional advice that support 
their proactive, preventive lifestyle. 
When health issues arise, your 
brand will stay top-of-mind as a key 
partner in their healthcare journey.

Trust and  
Confidence
•	 Around 39% of Millennials trust the 

U.S. healthcare system “a lot” or 
“completely,” which is higher than Gen 
Z. However, they still trust primary 
care doctors and medical specialists 
less than Baby Boomers do.3

Takeaway:
•	 As with Gen Z, marketers can highlight 

doctors’ experience, treatment 
frequency, and patient feedback 
to help Millennials set realistic 
expectations for their next visit. This 
approach eases concerns and builds 
confidence in their care decisions.

Telehealth
•	 Millennials, alongside Gen Z, 

are more likely to replace in-
person medical visits with 
telehealth services compared to 
Gen X and Baby Boomers.3

Takeaway:
•	 Offer flexible options like 

extended hours, virtual visits, 
and easy online scheduling to 
address Millennials’ delays in 
seeking care due to inconvenient 
hours or doctor availability.

of Millennials feel 
“very good” or 
“excellent” about 
their overall health 
and lifestyle.1

42% 

Generational Trends:
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Doctor-Patient 
Interactions
•	 Gen X patients are more likely 

than younger generations to 
question their doctor’s advice 
and are more comfortable asking 
questions or pushing back if needed 
to get the care they need.1

Takeaway:
•	 Leverage Gen X’s willingness to ask 

questions by offering additional 
educational resources and channels 
to empower them to better 
advocate for their own healthcare.

Healthcare  
Preferences  
and Access
•	 Gen X, like other generations, values 

researching ratings and reviews 
before scheduling appointments.1

•	 Gen X shows concern for the cost 
of healthcare and coverage, with 
36% identifying high out-of-pocket 
expenses as a leading reason for 
delaying or skipping preventive care.3

Takeaway:
•	 Communicate various options for 

insurance, financial assistance, or 
cost-saving strategies to alleviate 
concerns for Gen X and encourage 
more consistent preventive care.

Gen X 
(Born 1965-1980, Ages 44-59)

Approach to Care
•	 Gen X patients appreciate both 

traditional healthcare methods 
and digital options, valuing the 
flexibility to combine in-person care 
with modern tools. It’s essential 
to provide a mix of options that 
cater to their varied needs.

Takeaway:
•	 Highlight the variety of services 

and care options available in your 
campaigns to help the Gen X 
cohort see that, no matter their 
preferences, they can find the 
right care at your health system.

Information  
Sources
•	 Gen X utilizes multiple sources 

for health information, although 
they rely less on social media and 
novel technologies compared 
to Gen Z and Millennials.1

Takeaway:
•	 Make reviews, doctor ratings, 

testimonials, and other feedback 
easily accessible on your website to 
give Gen X patients insight into your 
team’s care quality. This transparency 
boosts their confidence in choosing 
your health system for their needs.

Trust and  
Confidence
•	 Gen X shows higher trust in primary 

care doctors (76%) and medical 
specialists (72%) than Millennials 
and Gen Z, but they have lower 
trust compared to Baby Boomers.3

Takeaway:
•	 Build trust with Gen X consumers 

and strengthen relationships with 
doctors by creating campaigns 
that highlight your health system’s 
personalized care approach. Use 
case studies, patient testimonials, 
and direct sources to showcase 
the value of your care team.
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Baby 
Boomers 
(Born 1946-1964, Ages 60-78)

Information  
Sources
•	 Baby Boomers rely less on digital 

sources for health information 
compared to younger generations 
like Gen Z and Millennials.¹

Takeaway:
•	 Traditional print, TV, or radio 

formats might be particularly 
impactful for reaching and 
informing Baby Boomers about 
healthcare. You can also reach 
them on CTV with your brand 
messaging to maximize potential 
touchpoints and expand your 
campaigns to multiple mediums.

Trust and  
Confidence
•	 Baby Boomers have the highest 

trust in primary care doctors (92%) 
and medical specialists (86%) 
compared to other generations.3

•	 They also exhibit the highest 
confidence in communicating with 
their doctor among all generations.1

•	 Baby Boomers are significantly less 
likely to have used asynchronous 
care methods or trust AI chatbots 
for health information relative 
to younger generations.6

Takeaway:
•	 Identify the strengths that keep 

patients loyal to your brand and 
celebrate the care teams behind 
them. This motivates doctors to 
maintain high standards while 
giving patients a reason to stay. 
While embracing technology 
is key, don’t neglect traditional 
care methods, as Baby Boomers 
still prefer them. Balancing both 
approaches ensures you meet 
the needs of all generations.

Doctor-Patient 
Interactions
•	 Boomers are 40% more likely to 

identify whether a doctor listens 
to them as a primary driver 
of satisfaction vs. Gen Z.1

•	 They are the least likely to 
question their doctor’s advice 
and the most comfortable asking 
questions and pushing back on 
advice among all generations.1

Takeaway:
•	 Ensure patients have time to ask 

questions and feel heard during 
appointments. Highlight to your 
care team the importance of quality 
communication and active listening 
in boosting patient morale and 
confidence. Prioritizing these skills 
helps build stronger relationships and 
enhances the patient experience.

Healthcare  
Preferences  
and Access
•	 Baby Boomers place higher 

importance on hospital quality when 
researching specialists compared 
to Gen Z and Millennials.7

•	 They also value having an established 
doctor (89%) and are more 
likely to visit the doctor regularly 
for preventive care compared 
to younger generations.1

Takeaway:
•	 Promote your health system’s 

accolades for performance, patient 
outcomes, or procedural excellence. 
Baby Boomers will feel reassured that 
choosing your brand means receiving 
high quality care they can trust.
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Close Generational Gaps in Healthcare with Healthgrades

Advertising Solutions

To reach individuals actively shopping for care on healthgrades.com—America’s leading platform for 
doctor-patient connections—try Healthgrades Advertising Solutions. We guarantee patient conversions 
with prominent branding and calls to action on Healthgrades and our partner sites. We also promote 
your brand and present your medical staff as alternative options directly on your competitors’ profiles, 
so your health system always remains top of mind. What’s more, our Advertising Solutions enhance your 
SEO and SEM strategies, boosting your relevance in search results and delivering more qualified leads.

Brand Solutions

Elevate your health system’s brand and reach a highly targeted audience through Healthgrades Brand 
Solutions. Healthgrades Audience Intelligence combines billions of consumer behavioral site interactions 
and HIPAA-compliant, de-identified claims data with exclusive machine-learning modeling techniques 
to find the consumers most likely to make an appointment soon. Maximize your branding investment 
through PatientConnect’s hyper-targeted display advertising on healthgrades.com and PatienTarget’s 
strategic omnichannel advertising across web, video, connected TV, and audio platforms to reach 
consumers on their preferred medium.

Automation Solutions

Boost patient conversion and streamline the healthcare journey with our Automation Solutions for 
Health Systems and Practices. Using AI-powered Medchat•ai technology, we automate manual tasks 
across the care continuum—from common call topics and scheduling triage to specialty pharmacy 
enrollment and care management—ensuring a smooth and reliable healthcare experience while 
optimizing workflow processes.

Hospital Quality Solutions

Improve clinical outcomes and attract more patients with the Healthgrades Quality Insights Platform. 
Through a comprehensive suite of tools and customizable dashboards, this platform helps hospitals 
effortlessly visualize, analyze, and react to complex clinical data to facilitate quicker and more informed 
decision making. If your hospital has received a Healthgrades Quality Award, partner with us to promote 

Chat with us today to maximize the impact of your outreach strategy and 
connect with healthcare consumers from every generation.

Chat with our team

Targeting patients across all age groups can be challenging, as each generation 
views healthcare differently and manages their health in unique ways. However, with 
Healthgrades, your health system can effectively reach every cohort and turn prospects into 
loyal patients.
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1.	 RVO Health Consumer Healthcare Study, May 2024, n=2,985; Among US Gen Pop (n=2,535), Gen Z 
(n=219), Millennials (n=706), Gen X (n=704), Boomers+ (n=906)

2.	 Healthgrades Hospital Quality Study, 2022, n=600

3.	 �Healthgrades Women’s Health Study July 2022, n=1,217. Note that the data presented represents 
the general population and is not limited to women only.

4.	 Consumer Attitudes Towards Hospital Quality Study, December 2022, n=1,202

5.	 �Healthgrades LGBTQ+ Study, May 2023, n=952 LGBTQ+ identifying US adults; n=1,049 cisgender 
and heterosexual identifying US adults. Note the data presented here represents the general 
population, and is not limited to LGBTQ+ respondents.

6.	 Physicians and Consumers Asynchronous Care + AI Survey, July-August 2023, n=384 physicians; 
n=937 consumers

7.	 Healthgrades Hospital Quality Study, 2022, n=991

*Gen Z data only includes participants ages 18+
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