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Introduction 

Health care is important and necessary for all humankind on all 

generations, so, it is of most importance to understand the 

situation and possibilities. This is where understanding 

consumer attitudes and perceptions can help to improve for 

equal possibilities to all generations and social groups. 

Consumer attitudes and social perceptions give us the 

information to help advance processes and detect problems that 

are not obvious and are often mistaken as too insignificant for 

attention. Since 2007, e-health has been introduced in Latvia as 

a big change towards digitalization, simplicity and more 

efficient health care all over the country. Officially, doctors 

and patients are using the e-health system to store and receive 

information related to a person’s health care since the year 

2018. 

 
 

Research The topic of the research is of great importance, and it 

aims to ensure those people who do not have access to a computer 

or who cannot work with it are able to receive the same level of 

health care as those who are active and can easily navigate and use 

platforms such as e-health in the e-environment. The key questions 

of the research are as follows: what are the attitudes and social 

perceptions of consumers from different generations on e-health, 

are there statistically significant differences in consumer attitudes 

and social perceptions of different, are there statistically significant 

relations between different generations of consumers on consumer 

attitudes and social perceptions about e-health? Methods used in the 

study are two surveys created by authors on social attitudes towards 

e-health services, and on social perceptions towards e-health 

services. 

 

Conclusion 

The results show that consumer attitudes and social perceptions are with similar results in both generations and yet there are also differences, mainly in 

behavior where consumers of the older generation are most likely to experience negative experience using e-health because they face more serious 

health problems at their age than younger e-health users and are less active in e-environment. The survey shows that nearly half of those who have 

experienced e-health daily are not satisfied with its complexity and technical problems. The social perceptions of consumers in both generations have 

shown that e-health is uncomfortable for use. Its users, who are both providers of services and beneficiaries, have faced technical problems. In most 

cases, beneficiaries expect a medical practitioner to use e-health daily and manage it without a problem. There are statistically significant differences in 

consumer attitudes between generations where younger users can learn e-health more easily and more quickly, because of their skills and generation 

characteristics, and older users are more interested in e-health because they face health problems more frequently in their daily lives, but they cannot 

use it because of unavailability, lack of information, computer skills, and because of complexity. There are statistically significant links to consumer 

attitudes: social perceptions affecting awareness and emotion are linked between generations that demonstrate that if consumers improve their social 

perceptions of e-health, it would affect society equally, creating positive feelings and information that would improve attitudes on e-health in general. 

There are statistically significant differences for younger, e-health potential users that have important modernity, and older e-health users are once 

again with different priorities. 

Table 1. Mann-Whitney U test 

for statistically significant 

scale “Behaviour” between 

generations 

 Behaviour 

Mann-Whitney U 15321,000 

Asp. Sig. (2-tailed) 0,000 

X generation (M) 22,9910 

Y generation (M) 25,7129 

Note. N=425 

 

Table 2. The results of the calculation 

using t criterion, differences on attitudes 

scales: “Knowledge” and “Emotions”  

 

t 

Sig. (2-

tailed) 

X generation 

(M) 

Y generation 

(M) 

Knowledge -,549 ,583 43,4664 42,5396 

Emotions 1,904 ,058 24,5650 25,9554 

Note. N=425 

 

Table 3. The results of the 

calculation using t criterion, 

differences on social perceptions 

scales: “Time-economy”; “Control” 

and “Convenience” 

 t Sig. 

(2-

tailed) 

X 

generation 

(M) 

Y 

generation 

(M) 

Time-

economy 

3,405 ,001 13,8296 15,2772 

Control 2,984 ,003 25,1480 27,2970 

Convenience 2,201 ,028 13,9327 14,8515 

Note. N=425 

 

Table 4. Mann-Whitney U test, differences on 

social perception scales “Modernity”,” 

Confidentiality”, “Convenience” between 

generations 

 

Modernity Confidentiality  Convenience 

Mann-Whitney U 19456,500 22361,500 21923,500 

Asymp. Sig. (2-tailed) ,015 ,898 ,634 

X generation (M) 25,8296 15,5067 13,9327 

Y generation (M) 27,4604 15,4554 14,8515 

Note. N=425 

 

 

 

 

 

 

Table 5. The results of the calculation of the Pearson 

correlation for generation Y. 
    Knowledge Emotions 

Modernity Pearson Correlation ,264** ,636** 

  Sig. (2-tailed) 0,00 0,00 

Time saving Pearson Correlation ,233** ,587** 

  Sig. (2-tailed) 0,001 0 

Convenience Pearson Correlation ,363** ,612** 

  Sig. (2-tailed) 0,00 0,00 

Note. N=202 

 
Table 6. The results of the calculation of the Pearson 

correlation coefficient for generation X. 
    Behaviour Knowledge Emotions 

Modernity Pearson Correlation 0,103 ,256** ,703** 

  Sig. (2-tailed) 0,125 0,00 0,00 

Time saving Pearson Correlation ,153* ,165* ,692** 

  Sig. (2-tailed) 0,022 0,014 0,00 

Control Pearson Correlation ,144* ,217** ,602** 

  Sig. (2-tailed) 0,031 0,001 0,00 

Convenience Pearson Correlation ,209** ,352** ,733** 

  Sig. (2-tailed) 0,002 0,00 0,00 

Note. N=223 
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