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Obijective: The research seeks to analyze how the characteristics of online reviews have an influence on building patient trust in
the physician being reviewed.

Method: Two factorial experiments were performed using Yelp website reviews with the number of stars, the number of reviews,
the message content, and the number of reviews written by the reviewer being manipulated to represent the variables: valence,
volume, warmth, and the competence of the physician, and the experience of the reviewer.

Originality/Relevance: With the popularity of social media, an increasing number of patients are looking to online reviews for
recommended treatment before they consult a doctor. Online word-of-mouth recommendations are considered a valuable element
in building trust, and this variable is recognized as fundamental in the doctor-patient relationship.

Results: In the first experiment, the interaction between valence and volume had a significant effect on trust, demonstrating that
volume strengthened or weakened the impact of valence on trust, which corresponds to the moderating effect proposed in the
hypothesis. In the second experiment, main effects were observed between the variables “warmth”, “competence”, and the
“experience of the reviewer” on trust, but there was no significant three-way interaction as proposed, which raised interesting
questions and led to possible explanations.

Theoretical/methodological contributions: The research provides support for the scientific community by deepening
knowledge on the topic of online reviews in the medical context, considering the popularity of this tool and the trend towards the
growth of physician review websites.

Social/Management Contributions: The research findings can help review sites and users better manage and use such online
platforms through the characteristics investigated.
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Introduction

The age of technology and information has provided new spaces for consumers to
become more active in the process of buying and using services. Research shows that there is a
growing number of online review platforms because the consumers of products or services are
increasingly interested in reviewing, rating and providing feedback on what they have
purchased or used (Jack et al., 2018; Ahmad & Laroche, 2018; Ahmad & Laroche, 2018).
2017). Service review sites in Brazil for hotels, restaurants, and e-commerce, for example, are
already popular (Rimoli & Melo, 2018; Abbade et al. 2014, Silva & Filho, 2014), and there is
a trend toward the growth of physician review sites, as has already been culturally established
in the international context.

Physician review websites are popular in many countries, mainly because the opinions
of healthcare users have become increasingly relevant to hospitals and healthcare organizations,
which have reshaped their approaches in line with patient-centered care. (Delaney, 2018; Agreli
et al., 2016). Authors argue that this new approach makes it easier for patients to be heard,
considered, and recognized, and so as patients are transferred to health service care centers, the
number of online health service review platforms has increased, giving health service users
more autonomy when evaluating, rating, and providing feedback (Jack et al., 2018)

Professionals and institutions are not the only ones to benefit from feedback on their
services and products by way of online review platforms; patients who have no previous
experience of a professional or a service and wish to look for information and recommendations
particularly benefit (Gordon, 2017; Grabner-Krauter & Waiguny, 2015). Authors argue that
recommendations are especially important when there is no previous relationship (Racherla &
Friske, 2012), since it is a valuable source of information about the quality of a medical service
available (Lu & Rui, 2018). Online word-of-mouth recommendations help to reduce perceived
risk and uncertainty (Terres & Santos, 2013), two elements that are common in patients
involved in a health-care situation (Crutchfield & Morgan, 2010; Ha, 2002).

The search for recommendations and information, therefore, is seen as a pillar for
building trust when there is no previous relationship (Buttle, 1998; Ha, 2002). When a person
needs to use a service involving their health and well-being and does not yet know the
professional they are going to consult, trust is considered a necessity (Mcknight et al., 1998;
Ha, 2002), since online reviews have the potential to inspire trust in the physician who is

evaluated by online word-of-mouth.
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Trust is a necessary condition for relational exchanges and is the most widely accepted
variable as the basis for any human interaction or exchange (Singh & Sirdeshmukh, 2000).
Considering the numerous benefits of trust in the doctor-patient relationship, such as better
adherence to treatment and recommendations, and higher levels of satisfaction (Chandra et al.
2018; Birkhauer et al., 2017), building trust is a fundamental process for qualifying health
services.

The literature on building trust in the doctor-patient relationship is extensive
(Crutchfield & Morgan, 2010; Dugan et al., 2005; Mechanic & Schlesinger, 1996), and there
are various works online dealing with the matter (Terres, 2013; Mcknight et al., 2002). In the
context of review sites, research generally addresses trust: in the company and the product being
reviewed (Wu & Shen, 2018; Kim et al., 2011); in the supplier/seller (Chen & Dhillon, 2003;
Geffen, 2002); and in the review and the reviewer (Xu, 2014; Ku et al., 2012; Banerjee et al.,
2017). We found no studies dealing with building trust in the physician who is being reviewed,
however, that are based on the characteristics of online reviews.

Several studies on the topic of online reviews use the valence, volume, warmth, and
competence of the physician and the experience of the reviewer as variables that are popularly
discussed (Kirmani et al., 2017; Grabner-Krauter & Waiguny, 2015; Banerjee et al., 2017).
Valence is commonly represented by way of a star rating, which is widely used to quantify the
level of satisfaction, the perception of quality, etc., and is therefore considered an important
resource in online reviews (Ramachandran et al., 2021). Because it is based on a visual and
intuitive scale (Ramachandran et al., 2021), it is considered a well-known feature in the context
of online reviews, which therefore justifies our choice of this variable.

Volume refers to the total number of reviews written about a professional, a service, or
a product (Grabner-Krauter & Waiguny, 2015). Authors argue that the more information
available, the greater the chances of developing trust, as the patient can learn more about the
physician and, therefore, this reduces unpredictability (Grabner-Krauter & Waiguny, 2015;
Hsiao et al., 2010). which also justifies the choice of this characteristic.

The described warmth and competence of the physician, on the other hand, deal with
two aspects that are frequently made reference to in texts dealing with the reviews of physicians
((Kirmani et al., 2017; Fiske et al. 2007). They are also widely discussed in studies involving
trust (Kirmani et al., 2017; Terres et al., 2015). Warmth is a characteristic related to empathy,
affection, and a pleasant approach (Thom et al 1999; Cuddy et al. 2008), while competence

mainly involves technical capabilities, skills, and effectiveness (Mechanic & Schlesinger, 1996;
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Fiske et al. 2007). We chose these variables, therefore, to represent the content of the message,
that is, the textual part of the online review, because most studies address the quantitative
aspects of an evaluation (Mudambi & Schuff 2010; Liu, 2006; You & Vadakkepatt & Joshi,
2015), which highlights the need to also include the textual properties of reviews.

Finally, we chose the reviewer’s experience as another variable, mainly because this is
considered an important characteristic for a message to be accepted, because the persuasiveness
of any communication is determined by the perceived credibility of the communicating source
(Berlo et al., 1969); the reviewer’s experience is a dimension of the credibility of the source,
and also a popular theme of online reviews (Eastin, 2001; Liu & Park, 2015; Zhou & Guo,
2017; Lim & Heide, 2014). According to the literature, these characteristics, therefore, establish
sufficient theories to expect that the relationships between these variables can lead to the
construction of trust.

Considering the popularity of these characteristics in research into online reviews, and
in the absence of studies that specifically address trust in the physician being evaluated in the
context of online word-of-mouth based on primary data, the general objective of this research
is to analyze how certain characteristics that are reproduced by online word-of-mouth have an

influence when it comes to building patient trust in the doctor.

Theoretical reference
2.1 Valence and the influence of volume in building trust

Valence is a characteristic that refers to the content of the message. Negative valence
generally includes complaints and reports of unpleasant experiences, while positive valence
includes praise, positive messages, and reports of pleasant experiences (Mudambi & Schuff,
2010; Anderson, 1998). Valence on review sites is also represented by the number of stars,
which is usually rated by a reviewer based on their own opinion and experience of a service, a
professional or a product, with an extremely negative review being one that has a very low
rating (one star), a moderate rating being one with three stars, and an extremely positive rating
being one with five stars (Mudambi & Schuff, 2010).

Several studies analyze the relationship between the valence of reviews and the impact
on sales (Chevalier & Mayzlin, 2006; Liu, 2006; Dellarocas et al., 2007), starting from the
assumption that positive comments induce positive attitudes. Considering, therefore, that when
valence is positive, it represents a favorable recommendation, it is to be expected that the more

positive the valence, the more positive the patient’s attitude towards the physician who is being
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reviewed, which can inspire more confidence in the professional. On the other hand, if the
valence is negative, we suggest that this can have a negative impact on building trust.

Authors argue that the persuasive power of a message, which can be positive or negative,
increases when there is volume (Rosario et al. 2016; Liu, 2006). Volume is a variable associated
with the amount of information and the number of recommendations available, representing the
total number of reviews (Grabner-Krauter & Waiguny, 2015). Park et al. (2007) argue that as
the number of reviews increases, the intention to buy or use a service also increases. The authors
also argue that the more information and recommendations that are available, the greater the
likelihood of building trust, because the greater the amount of information means there is less
unpredictability (Hsiao et al., 2010; Grabner-Kréuter & Waiguny, 2015).

Rosario et al. (2016) and Floyd et al. (2014) argue that the combination of valence and
volume has a persuasive effect on the reader. Studies have analyzed these effects in the context
of sales, and argued that a greater volume of positive reviews results in more sales, since
consumers have more information for finding out about and being informed about what they
are looking for. When this information contains a predominance of positive and favorable
comments then there is a greater chance that consumers will buy or use the service. Liu (2006),
however, argues that these attributes are more widely discussed individually, and there are still
few studies on the two attributes together (Chintagunta et al. 2010; Floyd et al. 2014; You,
Vadakkepatt & Joshi, 2015), which highlights the relevance of testing the interaction between
valence and volume in building trust in the medical context.

Considering these findings, we believe that when a patient finds a doctor with positive
valence, trust in this professional will be greater when the volume of written reviews about
him/her is high than when it is low, because this represents a greater consensus that this
professional provided their patients with positive experiences. On the other hand, when valence
is negative, the confidence level will be lower when the volume of available reviews is high
than when it is low, because this means that there is a greater consensus among people that their
experiences with the physician were negative.

As shown earlier, various studies discuss valence and volume effects, particularly in the
sales context, but we found no studies that analyze the moderation effect of volume between
valence and trust-building in the medical context. Since moderation, which is also called the
interactional or conditional effect (Hernandez, Basso & Brandao, 2014; Baron & Kenny, 1986),

affects the direction or intensity of the relationship between two other variables, we propose
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that the greater the volume of available reviews, the greater the impact of valence on trust-
building, according to the following hypothesis:

H®: The effect of valence on trust will be moderated by the volume of reviews, so the
effect of valence on trust will be greater when the volume is higher.

Most studies, however, only address the quantitative aspects of a review (Mudambi &
Schuff 2010; Liu, 2006; You, Vadakkepatt & Joshi, 2015), underlining the need to further
explore the textual properties of reviews and their impacts (Ludwig et al. 2013).

2.2 Warmth, competence, and the influence of the experience of the reviewer on trust

Warmth and competence are commonly described aspects of physicians in online
reviews (Kirmani et al., 2017). Various studies show that people tend to judge each other based
on perceived warmth and competence, and human behavior is driven by characteristics related
to these dimensions (Fiske et al. 2007; Kervyn et al. 2009; Kirmani et al., 2017).

Warmth is commonly associated with perceived intentions, empathy, affection, and
kindness, and forms part of the affective dimension (Thom et al. 1999; Fiske et al. 2007; Cuddy
et al. 2008), while competence is related to perceived technique, skill, and effectiveness, and to
the cognitive dimension (Mechanic & Schlesinger, 1996; Fiske et al. 2007; Cuddy et al., 2008).

In the context of the doctor-patient relationship, authors argue that the patient’s
satisfaction with their doctor is linked to perception, both in relation to aspects of competence,
such as their technique and efficiency in solving problems, and to affectionate aspects, such as
the professional’s kindness and empathy (Dimatteo & Hays, 1980). This is especially relevant
because satisfaction is an element that helps build trust (Hajli et al., 2014).

Since warmth and competence are important elements for building trust, and are also
commonly described variables in medical reviews (Kirmani, 2017), we chose these variables to
represent the content of the message about reviews.

Various studies have argued, however, that acceptance of a message is influenced by
who transmitted or wrote it (Hovland & Weiss, 1951; Banerjee et al. 2017; Berlo et al. 1969;
Lowry et al. 2014). The Source Credibility Theory, for example, states that the persuasiveness
of the communication is determined by the perceived credibility of the source that
communicated it (Berlo et al., 1969; Hovland & Weiss, 1951). So if patient X is persuading
patient Y to trust a doctor, even if patient Y feels persuaded enough to trust this doctor, patient
Y’s response is going to depend on their perception of patient X. In this context, experience is

one of the dimensions of source credibility, and has to do with perceiving the source as informed
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and knowledgeable in a given area (Dholakia & Sternthal, 1977; Berlo et al., 1969; Eastin,
2001).

The reviewer’s experience is a variable that is analyzed in online studies of reviews, and
Banerjee et al. (2017) present the reviewer’s involvement in the platform, expressed by the
number of reviews they have written. The reviewer’s experience is also linked to the perceived
value and usefulness of the review (Liu & Park, 2015), and can increase its persuasion power
(Jing et al., 2016).

Based on these findings that discuss the reviewer’s experience as a variable that
influences the perception of reliability, and the perception of the value and persuasiveness of
the review, we believe that the more experienced the reviewer in the context of online reviews,
the greater the chance of demonstrating reliability and writing reviews that are perceived as
persuasive and valuable. We believe, therefore, that the more experienced the reviewer, the
more reliable patients will perceive them to be. They will perceive the reviewer’s message of
warmth and competence as being persuasive and valuable, which will lead to an increase in the
trust patients have in the physician.

Considering the literature that argues that perception and acceptance of the review is
affected by the perception of the source that communicated the message, we propose that the
content of a message, that is, the warmth and competence of the description of the doctor, will
undergo the moderating influence of the reviewer’s experience.

H?: The effect that warmth and competence has on trust in the physician will be
moderated by the experience of the reviewer, in such a way that the effect of the content on
trust will be greater when the reviewer has a lot of experience.

Figure 1 is a model representing the relationships between the hypotheses proposed in

this research.
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Figure 1

Tested Theoretical Model

Experience of the

Reviewer
Online Reviews
Warmth 2
Trust in the
Competence Physician
Valence —1 H1
Volume

Methodology

The aim of the first stage of the research was to manipulate the reviews by way of the
characteristics “valence”, “volume”, “experience of the reviewer”, and “content”, the latter
being represented by the description of the warmth and competence of the physician being
reviewed. We created fictitious medical reviews, therefore, and manipulated the characteristics
previously mentioned, based on the review structure of the Yelp website in order to get as close
as possible to reality. This same methodology was previously used in the study by Grabner-
Krauter and Waiguny (2015), which created fictitious reviews based on analysis of the content
of the DocFinder website, in order to analyze patient attitude towards the physician being
reviewed based on manipulation of the writing style of the message and the total number of
reviews.

After manipulating the reviews from the Yelp website, we conducted two experimental
studies to test the proposed hypotheses. Both studies were conducted between subjects, with
each participant being exposed to only one of the conditions.

Experiment 1

To investigate the first hypothesis, we conducted an experiment between subjects (2x2),

with manipulation of valence and volume. We recruited 120 Brazilian participants, 47 men
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(39.16%) and 73 women (60.83%) (mean age: 31.61), who responded to the online
questionnaire that was shared by email and social networks via the Qualtrics link. We used a
hypothetical scenario adapted from Grabner-Kréuter and Waiguny (2015), with participants
being asked to imagine themselves in the situation described below:

“Please put yourself in the situation and imagine what it would be like for you: You
recently moved to another city. When you notice a significant increase in acne, you start looking
for a new dermatologist. Unfortunately, you still don’t know any dermatologists in this city and
can’t use recommendations from friends or acquaintances. So you decide to look up a
dermatologist on Yelp, a popular site where you can find medical reviews. You enter your
search criteria on the review site. On the next page, you will see a dermatologist’s profile and
corresponding medical reviews. Read the descriptions carefully and answer the questions
below.”

Profiles of Dr. Lucas, a fictional doctor from the Yelp website, were then randomly
introduced. We manipulated the valence of the reviews by the number of stars (Mudambi &
Schuff, 2010), while the volume of reviews was manipulated by showing two versions with
different numbers of reviews that had been written about the physician (Grabner-Kréauter &
Waiguny, 2015). All the basic information about the doctor in the profiles was the same, with
just the number of stars and number of written reviews varying. Figure 2 shows an example of

the fictitious review used in the first experiment:

Figure 2

The Fictitious Review Used in the Scenario in Experiment 1, With High Valence and Low
Volume

1 Lucas Miller, MD

I [ [ [ [« R
R. General Sampaio, 2351

' Dermatologists, Skin Care Pinheiros

(11) 2039-0988
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To measure the dependent variable “trust”, we adapted three items from Terres and
Basso (2018) and Hsiao et al. (2010). Participants were asked how much they agreed with the
following statements, using a 5-point Likert scale, ranging from “strongly disagree” to
“strongly agree”: “I believe this doctor is trustworthy”; “This doctor seems to have a good
reputation”; “I feel I can trust this doctor”.

We manipulated the valence of the review by showing participants the positive and
negative versions. The negative valence had a lower number of stars (1 star), while another had
a greater number of stars (5 stars) (Mudambi & Schuff, 2010). To check whether manipulation
of the independent variable “valence” was perceived as being realistic, we asked how the
physician’s situation was perceived based on the number of stars, on a Likert scale, ranging
from 1 (strongly negative) to 5 (strongly positive).

With regard to volume, the high situation had a total of 1257 written reviews, while
there were only two in the low situation. To check whether manipulation of the independent
variable “volume” was perceived as realistic, we asked participants whether they considered
there to be a lot of written reviews, or few reviews, on a Likert scale ranging from 1 (very low)

to 5 (very high).

Experiment 2

To test the second hypothesis, we conducted an experiment between subjects (2x2x2),
manipulating the warmth (high and low), and competence (high and low) of the physician, and
the experience (high and low) of the reviewer. We recruited a total of 250 participants, 142
women (56.8%) and 108 men (43.2%), with a mean age of 29.32, via the Qualtrics link, and in
person from undergraduate classes at the Federal University of Health Sciences of Porto Alegre
(UFCSPA).

Participants were initially presented with the same hypothetical situation as in the first
experiment, but we showed them versions of reviews of Dr. Lucas that were written by a
fictitious patient, Augusto S. Figure 3 shows an example of the fictitious review used in the

experiment:
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Figure 3

The Fictitious Review Used in the Experiment 2 Scenario, in the Situation of the Reviewer’s
Great Experience, High Warmth, and low Competence

1. Dr. Lucas Miller (11) 2039-0988
" , ‘ Dermatologists, Skin Care
R. General Sampaio, 2351

| Pinheiros

f Augusto S.
. Sao Paulo, Brasil
3 . ¢ Dr. Lucas was very friendly right from the start. He greeted me warmly and seemed

’ to listen to me very carefully. But he didn’t appear to be qualified and didn’t
579 reviews examine my skin very well. He was very vague when explaining the treatment
Q) options, and prescribed expensive products.

Warmth and competence were manipulated by showing versions of warmth (high vs.
low) and competence (high vs. low), based on theories that suggest warmth as being
friendliness, sociability, and attentiveness (Thom et al 1999; Cuddy et al. 2008; Fiske et al.
2002), and competence as being ability and efficiency in terms of achieving results (Mechanic
& Schlesinger, 1996; Andrei & Zait, 2014; Cuddy et al. 2008). The reviewer’s experience was
manipulated by showing two different versions of the total number of reviews written by the
reviewer on the Yelp website (Lim & Heide, 2014).

After reading the scenarios, participants responded to the dependent variable trust,
manipulation checks of warmth, competence and experience of the reviewer, and demographic
variables.

We used a 5-point Likert scale, ranging from 1 “strongly disagree” to 5 “strongly agree”,
to measure the dependent variable “trust”, based on scales adapted from Hsiao et al. (2010),
Dagger et al. (2009) and Terres and Basso (2018), with the statements “This doctor seems
trustworthy”, “I think this doctor probably does what is right for his patients”, and “I feel I
could trust this doctor”.

For warmth manipulation at a high level in the review text, w used aspects that involved
a friendly reception, sociability, and attention from the physician (Kirmani et al., 2017; Thom
et al. 1999; Cuddy et al. 2008; Fiske et al. 2002). These aspects were manipulated negatively
to describe the doctor as not being very warm, that is, Augusto S. said the doctor received him

coldly, was not very friendly, and did not listen to him carefully. To check the manipulation of
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warmth, we used five items that were adapted from Kirmani et al. (2017) and Wolf et al. (1978),
and participants responded according to a Likert scale, ranging from 1 “strongly disagree” to 5
“strongly agree”.

With manipulation indicating significant competence, we addressed aspects relating to
the perception of care in the review text, including the physician’s attention when examining
the skin, a clear explanation of the treatment options, and indicating affordable products for the
condition (Mechanic & Schlesinger, 1996; Andrei & Zait, 2014; Cuddy et al. 2008). When
competence is perceived as being low, these aspects were negative, that is, the doctor did not
seem to be qualified, did not examine the skin carefully, gave very vague explanations, and
indicated products that were not affordable. To check whether the manipulation of warmth was
perceived as realistic, we used five items adapted from Thom et al. (2001) and Kirmani et al.
(2017), and participants’ responses ranged from 1 “strongly disagree” to 5 “strongly agree”.

Finally, the measures used to manipulate the experience were based on the number of
reviews written by the reviewer (Zhou & Guo, 2017; Jing et al., 2016), the poor experience
situation having one review, and the good experience situation having 579 reviews. To check
the manipulation of the reviewer’s experience, participants were asked to what extent they
agreed with the statement “Augusto S. seems to be an experienced reviewer on Yelp”,
considering only the number of reviews written by the reviewer, on a 5-point Likert scale.

ranging from 1 “strongly disagree” to 5 “strongly agree”.

3.1.4 Results of Study 1

In the valence manipulation check, a main effect was found for valence (F = 498.105; p
<0.001), and subjects exposed to the positive valence (M = 3.493) perceived a higher valence
than subjects exposed to the negative valence (M = 1.585). We found no significant effect for
volume on the valence manipulation check (F = .116; p = .734), indicating that there was no
interaction effect and, therefore, the valence manipulation worked as expected. In the volume
manipulation check, a main effect was found for volume (F = 368.355; p <0.001), and subjects
exposed to high volume (M = 2.702) perceived greater volume than subjects exposed to low
volume (M = 2.376). We found no significant effect for valence (F =.324; p =.570), indicating
that volume manipulation also worked correctly.

Valence manipulation had a main effect on trust in the physician (F (1, 116) = 168.315;
p<0.001; n2p =0.592), as did volume manipulation (F (1, 116) =4.893; p=.029 ; n2p = 0.040),
which also showed this effect. Analyses also showed that the interaction between the

1037

Braz. Jour. Mark. - BIM
Rev. Bras. Mark — ReMark, Sao Paulo, 21(4), p. 1026-1049, July/Setp. 2022



https://periodicos.uninove.br/index.php?journal=remark&page=index
https://periodicos.uninove.br/index.php?journal=remark&page=index

Machado, B. F. H., Terres, M. da. S., & Basso, K. (2022, July/Sept.). The influence of the
Bl Mk"’ word-of-mouth of online reviews on building patient trust in the physician

BRAFILIAM JOURNAL OF MARKETING

independent variables had a significant effect on trust (F(1, 116)= 42.782; p<0.001; n2p =
0.269), as shown in Figure 4:

Figure 4

Graph of the Trust Measures
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Source:; SPSS Statistics 21, prepared by the authors.

We observed a moderation effect when noting that high volume significantly increased
trust when valence was positive (M = 4.1364, dp =, 98.485), or reduced trust when valence was
negative (M = 1.2667, dp =, 52705). When volume is low, however, trust is higher when
valence is positive (M = 2.8492; sd = 0.79702) than when valence is negative (M = 1.9032; sd
=0.77073). These findings, therefore, support Hypothesis 1, which proposes that the effect of
valence on trust will be moderated by the volume of reviews, so that the effect of valence on

trust will be greater (vs. smaller) when the volume is high (vs. low).

3.2.4 Results of Study 2

In the warmth manipulation check, the between-subject test showed a significant effect

for warmth (F = 313.895; p<0.001), no significant effect for the reviewer’s experience (F =
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.372; p = .544), and no significant effect for competence (F = 3.543; p = .065). Furthermore,
participants exposed to the great warmth scenario perceived warmth as great (M = 4.399), while
participants exposed to the little warmth scenario perceived there was little warmth (M = 1.664).

With regard to the competence manipulation check, the between-subject test showed a
significant effect for competence (F = 148.336; p<0.001), none for warmth (F =.842; p =.362)
and none for the experience of the reviewer (F = .857; p = .358). Participants exposed to the
low competence situation perceived competence as being low (M=1.938), while participants
exposed to the high competence situation perceived competence as being high (M=4.248).

Finally, in the manipulation check of the reviewer’s experience, the between-subjects
test showed a significant effect for the reviewer’s experience (F = 85.528; p<0.001), none for
warmth (F =.133; p =.716), and none for competence (F = .147; p =.703), indicating that the
check was orthogonal and the effect happened exclusively with the manipulated variable.
Participants exposed to the little experience situation also perceived experience as being little
(M = 1.943) when compared to participants exposed to the considerable experience situation
(M =4.378). These findings indicated that the participants correctly identified the experimental
situations.

Based on this, we carried out a three-way ANOVA analysis to test H2, using trust as a
dependent variable and situations of warmth (high vs. low), competence (high vs. low), and
experience (considerable vs. little) as independent variables. The between-subjects test showed
a main effect of reviewer’s experience on trust (F (1, 242) = 8.820; p = 0.003; n2p = 0.035), a
main effect of warmth on trust (F (1, 242) = 72.274; p <0.001; n2p = 0.230), and a main effect
of competence on trust (F (1, 242) = 707.193; p <0.001; n2p = 0.745). There was also a
significant effect on the interaction between the reviewer’s experience and the physician’s
competence on trust (F (1.242) = 63.945; p <0.001; n2p = 0.209). But we did not find the three-
way ANOVA interaction (F (1.242) =2.767; p=0.98; n2p=0.011), as shown in Table 1:
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Table 1

Effects of the Between-Subjects Tests
Type 111

Sums of  Degrees of Square of

Source Squares Freedom the Mean F Significance

Corrected model 321.283? 7 45.898 123.282 ,000
Ordinate of origin 2019.434 1 2019.434  5424.226 ,000
Experience 3.283 1 3.283 8.820 ,003
Warmth 26.907 1 26.907 72.274 ,000
Competence 263.287 1 263.287 707.193 ,000
Experience*Warmth .814 1 .814 2.186 ,141
Experience*Competence 23.807 1 23.807 63.945 ,000
Warmth*Competence .032 1 .032 .085 171
Experience*Warmth*Competence 1.030 1 1.030 2.767 ,098
Error 90.096 242 373

Total 2492.667 250

Total corrected 411.380 249

Source: SPSS Statistics 21, prepared by the authors.

Observing the presence of some near-significant interactions, we thought it was
important to carry out Z-Score applications to identify outliers, two-way analyses to explore
other relationships between the variables, and exploratory analyses to check the linearity of
these relationships (Field, 2009). The results were practically the same, however, and the three-
way ANOVA interaction remained non-significant. Despite this, it is significant that we found
the main effects of warmth, competence, and the experience of the reviewer on trust in the
physician, which reinforces the theories used in the theoretical framework, which suggest that
these characteristics have the potential to impact on building trust in the professional who is
being reviewed (Grabner-Kréauter & Waiguny, 2015; Banerjee et al., 2017; Lim & Heide, 2014;
Kirmani et al., 2017).
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Discussion of the results

Throughout the two studies, we found evidence that was based on hypothesized causal
relationships and important suggestions for future studies on the subject. In the first study,
which investigated the effect of moderating volume in the relationship between valence and
trust in the physician, the results showed that there was a significant effect on the relationship
between these variables and trust, indicating that volume intensified or weakened the valence
effect on trust in the doctor. Participants who were shown a review with positive valence and
high volume had the highest mean trust in the physician, but when valence was negative and
volume was high, the lowest mean trust was found, which, therefore, may represent the
moderating effect of the volume on valence. These findings are in line with theories that argue
that people are more influenced when there is a high number of written reviews, since this
indicates that more information and recommendations are available.

This contribution, therefore, demonstrates the relevance of a greater number of reviews
for strengthening a negative or positive perception of a doctor, with the latter favoring the
context for establishing trust. This contribution can also reinforce the importance of
professionals and organizations encouraging their clients to evaluate their services whenever
they use them, since the greater the number of recommendations available, the more
information patients will have for building trust in the doctor, or not.

With regard to Study 2, we analyzed the moderating influence of the reviewer’s
experience in the relationship between the content of a review, that is, warmth, competence,
and trust in the physician being reviewed. In this sense, we found the main effects of the
reviewer’s warmth, competence, and experience on trust, thus reinforcing theories that argue
that these characteristics have the potential to build trust (Grabner-Krauter & Waiguny, 2015;
Banerjee et al., 2017; Lim & Heide, 2014; Kirmani et al. 2017), but we did not identify the
three-way ANOVA interaction as was proposed in the hypothesis, which raises important
reflections on the results we found.

Some of the possible explanations for the results found in the second study are related
to Brazilian participants’ perceptions of the reviewer’s experience, which was not perceived as
an influential variable, possibly because of the review culture found in the Brazilian context.
As was discussed, current reviews of health care generally come from hospital satisfaction
surveys (Silva & Hecksher, 2016), in which the reviewer’s experience is not a variable. This

means that the participant is possibly unfamiliar with the concept of the reviewer’s experience,
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especially considering the scarcity of review sites in Brazil that are specifically aimed at these
particular professionals.

Another possible explanation for the findings is that, while in the first study there was
an effect of valence on trust based on volume moderation, the participants did not possibly
perceive sufficient support for trusting or not trusting the physician based on the review of just
one patient in this second study, that is, Augusto S.

McFadden and Train (1996), for example, have already argued that when there is no
previous experience, consumers tend to wait for a greater number of opinions about the product
before trying it. The research by Hsiao et al. (2010) discussed the fact that people tend to trust
recommendations more when they are more of them. Even more interestingly, Lederman et al
(2014) found that the perceived validity of a statement is associated with consensus, that is, the
more people agree about something, the greater the perception of the validity of the statement.
In this sense, since only one patient described an experience, this may give rise to reflections
such as: Is just one reported experience enough to make the warmth and competence described
in the review lead to the building of trust or not in the doctor? Future studies can answer this
remaining question.

Considering the current Brazilian context, we believe this is still a trend in online review
sites of doctors, and some aspects of the second study, such as the reviewer’s experience and
the way in which the review is presented must be adjusted to meet the reality we find today.
The findings of the second study highlighted limitations and left important suggestions for

future research.

Limitations and final considerations

This research has its limitations and, as a consequence, it also has suggestions, mainly
related to Study 2, which may provoke new research to investigate the proposed topic in more
depth. First, as we previously argued, although there is a noticeable trend towards the use of
reviews in Brazil (Rimoli & Melo, 2018; Silva & Filho, 2014; Abbade et al. 2014), Brazilians
still do not fully experience the culture of physician reviews as happens in other countries where
experiments on this topic are frequently carried out. In this sense, the sample of Brazilian
participants is one of the limitations we found. The fact that Brazilian participants are not in the
habit of reviewing doctors or consulting medical reviews may have impaired the external
validity of the experiments, making it difficult for participants to understand the contextualized

scenarios in the second study and, consequently, the perception and expression of the real level
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of trust in this context. Our suggestion, therefore, is that it would be appropriate for future
research to limit the sample to participants who are active in the process of reviewing doctors
or consulting physician reviews, in order to be able to more efficiently assess the impact of the
characteristics of a review on trust. The scenario could also be modified in line with those found
in the best-known platforms in Brazil, such as Doctoralia.

It would also be interesting to analyze how differences between nationalities influence
the context of online medical reviews, by replicating the findings of this research on platforms
such as MTurk or Prolific, which recruit participants from various countries. A report produced
by Lett (2019) looked at the impact of online reviews on e-commerce and compared data from
Brazil, the United States, Chile, Mexico, Argentina, Colombia, and Peru, and observed
differences, mainly in the participation of countries in relation to websites and the number of
products reviewed.

Another suggestion would be to replace the “reviewer experience” variable with another
characteristic that is more familiar to Brazilian participants, such as the reviewer’s reputation
on the platform, the number of friends they have, their reliability, and other possible variables
(Banerjee et al. 2017; Lim & Heide, 2014; Xu, 2014). It would also be interesting to add more
elements to the reviewer’s definition of experience, not only using the number of written
reviews, but also the number of useful votes received in the review (Mudambi & Schuff, 2010),
or the writing style (Liu et al., 2008; Grabner-Krauter & Waiguny, 2015). In this sense, it is
important for participants to be able to perceive the reviewer as someone who is really
experienced, and that this experience can be considered sufficiently relevant to strengthen or
weaken the impact of the content of the message about trust.

Finally, considering the findings of the first study, in which large volume had a
moderating effect on the relationship between valence and trust, we suggest that other studies
should include the influence of volume on the relationship between warmth and competence
and trust in the physician. Since other studies have already shown that consensus increases the
perception of the validity of a statement, and that the more information and recommendations
there are, the greater the power of persuasion (Lederman et al. 2014; Hsiao et al. 2010), it is
pertinent to consider that high volume may also have the potential to moderate the relationship
between content, i.e., warmth and competence, and trust.

The study on the impact of online reviews on building trust in physicians is a topic on
the rise since the popularity of physician review websites in the international context has led to

a noticeable trend in Brazil. Whereas trust is a fundamental variable for qualifying the doctor-
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patient relationship, and leads to greater chances of consulting, adhering to treatment, following
recommendations, and higher levels of satisfaction (Birkhauer et al., 2017; Chandra et al.,
2018).), it is important to analyze trust-building by online word-of-mouth, which is a popular
variable in the age of social networks. As far as we are aware, this is the first research based on
an experimental method to establish a relationship between the physician’s valence, volume,
warmth, and competence characteristics, and the reviewer’s experience and building trust in the

medical context.
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Introducgéo

A era da tecnologia e da informacdo proporcionou novos espagos para que 0S
consumidores se tornassem mais ativos nos processos de compra e utilizagdo de servicos.
Pesquisas mostram que hd um numero crescente de plataformas de avaliacdes online devido ao
aumento de interesse por parte dos consumidores de produtos ou servigcos em avaliar, classificar
e fornecer feedback sobre o que compraram ou usaram (Jack et al., 2018; Ahmad & Laroche,
2017). No Brasil, sites de avaliagBes de servicos como hotéis, restaurantes e e-commerce ja sao
populares (Rimoli & Melo, 2018; Abbade et al. 2014; Silva & Filho, 2014), e observa-se uma
tendéncia em relacdo ao crescimento de sites de avaliacdo de médicos, como ja estabelecida
culturalmente no contexto internacional.

Os sites de avaliacdo de médicos séo populares em muitos paises, principalmente porque
as opinides dos usuarios de servicos de satde tém se tornado cada vez mais relevantes para
hospitais e organizagdes de saude, os quais tém reformulado suas abordagens de acordo com o
cuidado centrado no paciente (Delaney, 2018; Agreli et al., 2016). Autores argumentam que
essa nova abordagem traz um maior espago para que 0 paciente seja ouvido, considerado e
reconhecido, e assim, a medida em que o paciente foi sendo transferido para o centro do cuidado
nos servicos de saude, o numero de plataformas online de avalia¢fes de servicos de saude tem
aumentado, dando aos usuarios de servi¢cos de saude mais autonomia ao avaliar, classificar, e
fornecer feedback (Jack et al., 2018)

N&o somente os profissionais e instituicdes se beneficiam dos feedbacks sobre os seus
servigos e produtos por meio das plataformas de avaliacbes online, mas principalmente os
pacientes que ndo possuem experiéncia anterior com um profissional ou servi¢o e desejam
buscar informac6es e recomendacdes (Gordon, 2017; Grabner-Kréuter & Waiguny, 2015).
Autores argumentam que a recomendacdo € especialmente importante quando ndo ha
relacionamento prévio (Racherla & Friske, 2012), visto que trata-se de uma fonte valiosa de
informacdo sobre a qualidade de um servico médico (Lu & Rui, 2018), uma vez que a
recomendacdo, reproduzida pelo boca-a-boca online, auxilia na reducéo do risco percebido e
incerteza (Terres & Santos, 2013), dois elementos comumente presentes na situacdo de
pacientes envolvidos em cuidados de satde (Crutchfield & Morgan, 2010; Ha, 2002).

Nesse sentido, a busca por recomendacdo e informacéo é vista como um pilar para a
construcdo da confianca quando ndo héa relacionamento prévio (Buttle, 1998; Ha, 2002).

Quando uma pessoa precisa utilizar um servico que envolva sua salde e bem-estar e ainda ndo
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conhece o profissional que ir& consultar, a confianca é considerada uma necessidade (Mcknight
et al., 1998; Ha, 2002), trazendo as avaliagbes online o potencial para inspirar confianga no
médico avaliado por meio do boca-a-boca online.

A confianca € uma condicdo necessaria para as trocas relacionais e é a variavel mais
amplamente aceita como base para qualquer interagdo ou troca humana (Singh & Sirdeshmukh,
2000). Considerando os inimeros beneficios que a confianca traz na relacdo médico-paciente,
tais como melhor aderéncias ao tratamento e as recomendagdes, bem como niveis mais elevados
de satisfacdo (Chandra et al. 2018; Birkhauer et al., 2017), construir a confianga torna-se um
processo fundamental para qualificar os servicos de saude.

A literatura sobre construcdo de confianca na relacdo médico-paciente é ampla
(Crutchfield & Morgan, 2010; Dugan et al., 2005; Mechanic & Schlesinger, 1996), sendo
diversos os trabalhos que abordam a confianca no ambiente online (Terres, 2013; Mcknight et
al., 2002). No contexto de sites de avaliacdes, pesquisas geralmente abordam a confianca na
empresa e no produto avaliado (Wu & Shen, 2018; Kim et al., 2011), no fornecedor/vendedor
(Chen & Dhillon, 2003; Geffen, 2002) na avaliacao e no avaliador (Xu, 2014; Ku et al., 2012;
Banerjee et al., 2017); porém, ndo foram encontrados estudos que tratam da construgdo da
confianca no médico avaliado a partir de caracteristicas de avaliagdes online.

Diversos estudos na tematica de avaliacfes online trazem a valéncia, volume, calor e
competéncia do médico e a experiéncia do avaliador como variaveis popularmente discutidas
(Kirmani et al., 2017; Grabner-Kréuter & Waiguny, 2015; Banerjee et al., 2017). A valéncia é
comumente representada através da classificacdo por estrelas, muito utilizada para quantificar
o nivel de satisfacao, percepcéo de qualidade, entre outros e, portanto, é considerada um recurso
importante na avaliacdo online (Ramachandran et al., 2021). Por ser baseada numa escala visual
e intuitiva (Ramachandran et al., 2021), é considerada uma caracteristica muito conhecida no
contexto de avaliacdes online, o que justifica, portanto, a escolha desta variavel.

O volume, por sua vez, refere-se a quantidade total de avaliacBes escritas sobre um
profissional, servigco ou produto (Grabner-Kréauter & Waiguny, 2015). Autores argumentam que
guanto mais informacao disponivel, maiores as chances de desenvolver confianga, visto que o
paciente pode aprender mais sobre 0 médico e, portanto, reduzir a imprevisibilidade (Grabner-
Krauter & Waiguny, 2015; Hsiao et al., 2010), o que justifica também a escolha desta
caracteristica.

Ja o calor e a competéncia descritos sobre o médico tratam de dois aspectos

frequentemente referenciados no texto das avaliagdes de médicos (Kirmani et al., 2017; Fiske
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et al. 2007) e amplamente discutidos em estudos que envolvem a confianca (Kirmani et al.,
2017; Terres et al., 2015). O calor é uma caracteristica relacionada a empatia, afeto e ao estado
agradavel (Thom et al 1999; Cuddy et al. 2008), enquanto competéncia envolve principalmente
a capacidade técnica, a habilidade e a eficacia (Mechanic & Schlesinger, 1996; Fiske et al.
2007). Por isso, tais variaveis foram escolhidas para representar o contetido da mensagem, isto
é, a parte textual da avaliacdo online, uma vez que grande parte dos estudos abordam os aspectos
quantitativos de uma avaliacdo (Mudambi & Schuff 2010; Liu, 2006; You & Vadakkepatt &
Joshi, 2015), destacando a necessidade de incluir também as propriedades textuais das
avaliagdes.

Por fim, a experiéncia do avaliador foi outra variavel escolhida principalmente por ser
considerada uma caracteristica importante para a aceitacdo de uma mensagem, considerando
que a persuasdao da comunicacdo € determinada pela credibilidade percebida da fonte que
comunicou (Berlo etal., 1969), sendo a experiéncia do avaliador uma dimenséo da credibilidade
da fonte, além de popular na tematica de avaliagdes online (Eastin, 2001; Liu & Park, 2015;
Zhou & Guo, 2017; Lim & Heide, 2014). De acordo com a literatura, tais caracteristicas
estabelecem, portanto, teorias suficientes para esperar que as relagcdes entres essas variaveis
podem levar a construcdo da confianca.

Nesse sentido, considerando a popularidade dessas caracteristicas nas pesquisas de
avaliacGes online, bem como a auséncia de estudos que abordem especificamente a confianca
no médico avaliado no contexto do boca-a-boca online a partir de dados primarios, o objetivo
geral desta pesquisa € analisar como certas caracteristicas, reproduzidas pelo boca-a-boca

online, influenciam na construcdo da confianga do paciente no médico.

Referencial tedrico
2.1 A valéncia e a influéncia do volume na construcdo da confianca

A valéncia é uma caracteristica que refere ao teor da mensagem, sendo que a valéncia
negativa geralmente inclui reclamacdes e experiéncias desagradaveis, enquanto a valéncia
positiva inclui elogios, mensagens positivas e experiéncias agradaveis (Mudambi & Schuff,
2010; Anderson, 1998). Em sites de avaliacdo, a valéncia também é representada pela
quantidade de estrelas, geralmente classificadas por um avaliador com base em sua opinido e
experiéncia sobre um servico, profissional ou produto, sendo uma avaliacdo extremamente

negativa aquela com uma classificacdo muito baixa (uma estrela), uma avaliagdo moderada
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aquela com uma classificacdo de trés estrelas e uma avaliacdo extremamente positiva aquela
com uma classificacdo muito alta (cinco estrelas) (Mudambi & Schuff, 2010).

Diversos séo os estudos que analisam a relagdo entre a valéncia de avaliacGes e o
impacto nas vendas (Chevalier & Mayzlin, 2006; Liu, 2006; Dellarocas et al., 2007), partindo
do principio de que comentarios positivos induzem atitudes positivas. Assim, considerando que
a valéncia, quando positiva, representa uma recomendacdo favoravel, espera- se que quanto
mais positiva a valéncia, mais positiva a atitude do paciente em relacdo ao médico avaliado, o
que pode inspirar mais confianca no profissional; ao contrario disto, na valéncia negativa,
propde-se que o teor negativo pode impactar negativamente na construcdo da confianca.

Autores argumentam que o poder persuasivo de uma mensagem, que pode ser de teor
positivo ou negativo, aumenta com a adi¢do do volume (Rosario et al. 2016; Liu, 2006). O
volume € uma variadvel associada a quantidade de informaces e recomendacdes disponiveis,
representando o numero total de avaliagdes (Grabner-Kréuter & Waiguny, 2015). Park et al.
(2007) argumentam que conforme o numero de avaliagbes aumenta, a inten¢do de comprar ou
usar um servico também aumenta. Ainda, os autores argumentam que quanto mais informacoes
e recomendacdes disponiveis, maior a probabilidade de construir confianga, pois quanto maior
a quantidade de informacé&o, menor a imprevisibilidade (Hsiao et al., 2010; Grabner-Krauter &
Waiguny, 2015).

Rosario et al. (2016) e Floyd et al. (2014) argumentam que a combinacédo da valéncia e
do volume tem efeito persuasivo no leitor; os estudos analisam tais efeitos no contexto de
vendas, em gue discutem que um maior volume de avaliag¢6es positivas resulta em mais vendas,
pois 0 consumidor tem mais subsidios para conhecer e se informar sobre o que procura, e
quando entre tais informacdes disponiveis predominam os comentarios positivos e favoraveis,
maiores as chances de comprar ou utilizar o servigo. Entretanto, Liu (2006) discute que tais
atributos sdo muito discutidos individualmente, e ainda ha poucos estudos sobre os dois
atributos juntos (Chintagunta et al. 2010; Floyd et al. 2014; You, Vadakkepatt & Joshi, 2015),
0 que destaca a relevancia de testar a interacdo entre a valéncia e o volume na construcdo da
confianca no contexto medico.

Considerando esses achados, acredita-se que quando o paciente encontrar um médico
com valéncia positiva, a confianca neste profissional serd maior quando o volume de avaliacdes
escritas sobre ele for alto em comparacdo a quando for baixo, pois isso representa um maior
consenso de que esse profissional proporcionou experiéncias positivas aos seus pacientes. Por

outro lado, quando a valéncia é negativa, o nivel de confianga sera menor quando o volume de
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avaliagdes disponiveis for alto em comparagdo a quando for baixo, pois isso significa que ha
um maior consenso entre as pessoas de que as experiéncias com o médico foram negativas.

Conforme evidenciado anteriormente, uma vez que diversos trabalhos discutem efeitos
da valéncia e do volume principalmente no contexto de vendas, ndo foram encontrados estudos
que analisem o efeito de moderagdo do volume entre a valéncia e a construcéo da confianca no
contexto médico. A moderacdo, também chamada de efeito interacional ou condicional
(Hernandez, Basso & Brandéo, 2014; Baron & Kenny, 1986), uma vez que afeta a dire¢do ou
intensidade da relacdo entre duas outras variaveis, propde-se que quanto maior o volume de
avaliagdes disponiveis, maior sera o impacto da valéncia na construgdo da confianga, conforme
a seguinte hipotese:

H: O efeito da valéncia na confianca serd moderado pelo volume de avaliagGes, de
forma que o efeito da valéncia na confianca serda maior quando o volume for mais alto.

No entanto, observa-se que grande parte dos estudos abordam apenas 0s aspectos
quantitativos de uma avaliacdo (Mudambi & Schuff 2010; Liu, 2006; You, Vadakkepatt &
Joshi, 2015), reforcando a necessidade de explorar mais as propriedades textuais das avaliacfes

e seus impactos (Ludwig et al. 2013).

2.2 O calor e a competéncia e a influéncia da experiéncia do avaliador na confianca

Calor e competéncia s@o aspectos comumente descritos sobre os médicos nas avaliagdes
online (Kirmani et al., 2017). Diversas pesquisas mostram que as pessoas tendem a julgar umas
as outras com base no calor e na competéncia percebidos, sendo o comportamento humano
movido por caracteristicas referentes a essas dimensdes (Fiske et al. 2007; Kervyn et al. 2009;
Kirmani et al., 2017).

O calor € comumente associado as intencdes, empatia, afeto e simpatia percebidos,
fazendo parte da dimensdo afetiva (Thom et al 1999; Fiske et al. 2007; Cuddy et al. 2008),
enquanto competéncia é relacionada a técnica, habilidade e eficacia percebidas, e é relacionada
a dimensdo cognitiva (Mechanic & Schlesinger, 1996; Fiske et al. 2007; Cuddy et al., 2008).

No contexto da relacdo médico-paciente, autores argumentam que a satisfacdo do
paciente com seu médico esta ligada a percepcao tanto em relagédo aos aspectos de competéncia,
como técnica e eficiéncia na resolucdo de problemas, quanto em aspectos afetuosos, como
gentileza e empatia do profissional (Dimatteo & Hays, 1980). Isso é especialmente relevante

porqgue a satisfacdo é um elemento que ajuda a construir confianca (Hajli et al., 2014).
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Considerando que o calor e a competéncia séo elementos importantes para a construcéo
da confianca, e que também sdo variaveis comumente descritas nas avaliagdes médicas
(Kirmani, 2017), tais variaveis foram escolhidas para representar o conteido da mensagem das
avaliagdes.

Porém, diversos estudos argumentam que a aceitacdo de uma mensagem ¢é influenciada
por quem a transmitiu ou escreveu (Hovland & Weiss, 1951; Banerjee et al. 2017; Berlo et al.
1969; Lowry et al. 2014). A Teoria da Credibilidade da Fonte (Source Credibility Theory), por
exemplo, exple que a persuasdo da comunicacdo é determinada pela credibilidade percebida
da fonte que comunicou (Berlo et al., 1969; Hovland & Weiss, 1951). Assim, se um paciente X
estd persuadindo um paciente Y a confiar num medico, ainda que o paciente Y se sinta
persuadido o suficiente para confiar nesse médico ou ndo, a resposta do paciente Y vai depender
da percepcéo dele sobre o paciente X. Nesse contexto, a experiéncia é uma das dimensdes da
credibilidade da fonte, e se trata de perceber a fonte como informada e conhecedora em
determinada area (Dholakia & Sternthal, 1977; Berlo et al., 1969; Eastin, 2001).

A experiéncia do avaliador € uma variavel analisada em estudos de avalia¢des online, e
Banerjee et al. (2017) apresentam a experiéncia como o envolvimento do avaliador na
plataforma, expresso pelo numero de avaliacGes escritas. A experiéncia do avaliador também
esta ligada ao valor percebido e a utilidade da avaliacdo (Liu & Park, 2015) e pode aumentar o
poder de persuasdo das avaliagdes (Jing et al., 2016).

Baseando-se nestes achados que discutem experiéncia do avaliador como uma variavel
que influencia na percepcdo de confiabilidade, bem como na percepcao de valor e persuaséo da
avaliacdo, acredita-se que quanto mais o avaliador for experiente no contexto de avaliacGes
online, maiores as chances de demonstrar confiabilidade e escrever avaliacfes percebidas como
persuasivas e de valor. Acredita-se, portanto, que quanto mais experiente o avaliador for, mais
0 paciente podera percebé-lo como confiavel e sua mensagem como persuasiva e de valor, 0
que trara mais subsidios para levar o calor e a competéncia a confianca no médico.

Também considerando a literatura que argumenta que a percepcao e aceitacdo da
avaliacdo ¢é afetada pela percepcdo da fonte que comunicou a mensagem, propde-se que 0
conteudo de uma mensagem, isto €, o calor e a competéncia descritos sobre o médico, sofrerdo
influéncia moderadora da experiéncia do avaliador.

H2: O efeito do calor e da competéncia na confianga no médico serd moderado pela
experiéncia do avaliador, de forma que o efeito do contetido na confianga sera maior quando a

experiéncia do avaliador for alta.
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No modelo apresentado na Figura 1, é feita uma representacdo das relagdes entre as

hipGteses propostas nesta pesquisa.

Figura 1l

Modelo Tedrico Testado

Experiéncia do

Avaliador
Avaliacoes Online
Calor i H2
Competéncia e ——————— Confianca no
PEoTue Médico
Valéncia — Hi
Volume

Metodologia

A primeira etapa da pesquisa teve como propdsito a manipulacao das avaliagOes através
das caracteristicas valéncia, volume, experiéncia do avaliador e contetdo, sendo este Gltimo
representado pelo calor e pela competéncia descritos sobre o médico avaliado. Assim, foram
criadas avaliacbes médicas ficticias com manipulacdo das caracteristicas mencionadas
anteriormente, baseando-se na estrutura de avaliacdes do site Yelp para se aproximar 0 maximo
possivel da realidade. Essa mesma metodologia foi utilizada anteriormente no estudo de
Grabner-Krauter e Waiguny (2015), o qual criou avaliagdes ficticias com base na analise de
conteudo do site DocFinder, a fim de analisar a atitude do paciente frente ao médico avaliado a
partir da manipulacdo do estilo de escrita da mensagem e do nimero total de avaliacGes.

Apls a etapa de manipulacdo de avaliacbes baseadas no site do Yelp, dois estudos
experimentais foram conduzidos para testar as hipoteses propostas. Ambos os estudos foram
realizados entre sujeitos, onde cada participante foi exposto a apenas uma das condigdes.
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Experimento 1

Para investigar a primeira hipotese, foi conduzido um experimento entre sujeitos (2x2),
manipulando as condi¢bes de valéncia e volume. Foram recrutados 120 participantes
brasileiros, 47 homens (39,16%) e 73 mulheres (60,83%) (idade média: 31,61), 0s quais
responderam ao questionario online compartilhado via link Qualtrics por e-mail e redes sociais.
Foi utilizado um cenario hipotético adaptado de Grabner-Krduter e Waiguny (2015), e o
participante foi solicitado a se imaginar na situacdo descrita a seguir:

“Por favor, coloque-se na situacdo e imagine como seria para vocé: Recentemente,
vocé se mudou para outra cidade. Ao notar um aumento significativo da acne em sua pele, vocé
comecga a procurar um novo dermatologista. Infelizmente, vocé ainda ndo conhece nenhum
dermatologista nesta cidade e ndo pode usar as recomendacgdes de amigos ou conhecidos.
Portanto, vocé decide procurar um dermatologista no Yelp, um site popular onde vocé pode
encontrar avaliagcOes médicas. Vocé insere seus critérios de pesquisa no site de avaliacdo. Na
proxima péagina, vocé verd o perfil de um dermatologista e as avaliagbes medicas
correspondentes. Leia atentamente as descrigoes e responda as questoes abaixo.”

Em seguida, perfis do Dr. Lucas, um médico ficticio do site do Yelp, foram apresentados
aleatoriamente. A valéncia das avaliacbes foi manipulada através do numero de estrelas
(Mudambi & Schuff, 2010), e o volume das avalia¢des foi manipulado mostrando duas versoes
com diferentes quantidades de avaliacGes escritas sobre o médico (Grabner-Krauter &
Waiguny, 2015). Todas as informacdes basicas sobre o médico eram as mesmas nos perfis,
variando apenas a quantidade de estrelas e a quantidade de avaliacGes escritas sobre ele. A

Figura 2 apresenta um exemplo da avaliacdo ficticia utilizada no primeiro experimento:
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Figura 2

Avaliac¢do Ficticia Utilizado no Cenario do Experimento 1, nas Condigdes de Valéncia Alta
e Volume Baixo

1 Lucas Miller, MD

| 2 avallagdes
R. General Sampaio, 2351

' Dermatologistas, Cuidados para a pele Pinheiros

(11) 2039-0988

Para mensurar a variavel dependente “confianca”, foram utilizados trés itens adaptados
de Terres e Basso (2018) e Hsiao et al. (2010). Os participantes foram questionados sobre o
guanto concordavam com as seguintes afirmacfes, usando uma escala Likert de 5 pontos,
variando de “discordo fortemente” a “concordo fortemente”: “Eu acredito que este médico ¢
confiavel”; “Este médico parece ter uma boa reputagdo”; "Eu sinto que posso confiar neste
médico."”

A valéncia da avaliacdo foi manipulada mostrando a versdo positiva e negativa. A
valéncia negativa apresentou menor quantidade de estrelas (cuja medida € 1 estrela), enquanto
outra apresentou maior quantidade de estrelas (cuja medida é 5 estrelas) (Mudambi & Schuff,
2010). Para checar se a manipulacdo da variavel independente “valéncia” foi percebida como
realista, foi perguntado como a condicdo do médico foi percebida a partir da quantidade de
estrelas, numa escala Likert, variando de 1 (fortemente negativa) a 5 (fortemente positiva).

Em relacdo ao volume, a condicéo alta apresentava um total de 1257 avaliacOes escritas,
enquanto na condi¢do baixa um total de 2 avaliac@es. Para checar se a manipulagéo da variavel
independente “volume” foi percebida como realista, foi perguntado o quanto os participantes
consideram a quantidade de avaliacBGes escritas como menor € maior, numa escala Likert
variando de 1 (muito baixo) a 5 (muito alto).

Experimento 2

Para testar a segunda hipotese, foi conduzido um experimento entre sujeitos (2x2x2),
manipulando o calor (alto e baixo), a competéncia (alta e baixa) do médico e a experiéncia (alta

e baixa) do avaliador. Foram recrutados 250 participantes, sendo 142 mulheres (56,8%) e 108
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homens (43,2%), com média de idade de 29,32 anos, via link Qualtrics e presencial entre as
turmas de graduacdo da Universidade Federal de Ciéncias da Saude de Porto Alegre (UFCSPA).

Inicialmente, os participantes foram apresentados a mesma situacdo hipotética do
primeiro experimento. No entanto, foram apresentadas versdes de avaliagdes do Dr. Lucas
escritas pelo paciente ficticio Augusto S. A Figura 3 mostra um exemplo da avaliacdo ficticia

utilizada no experimento:

Figura 3

Avaliacdo Ficticia Utilizada no Cenario do Experimento 2, nas Condi¢des de Experiéncia
do Avaliador Alta, Calor Alto e Competéncia Baixa

1. Dr. Lucas Miller (11) 2039-0988
Dermatologistas, Cuidados para a pele

R. General Sampaio, 2351
Pinheiros

f Augusto S.
’ Sao Paulo, Brasil
- Desde o inicio, o Dr. Lucas foi muito amigavel, me recebeu de forma

. calorosa e parecia me ouvir com muita atencdo. Porém, ele ndo parecia
579 avaliagoes ser qualificado e ndo examinou a minha pele muito bem, explicou muito
(O vagamente sobre as opcdes de tratamento e me indicou produtos caros.

O calor e a competéncia foram manipulados mostrando versées de calor (alto vs. baixo)
e competéncia (alta vs. baixa), baseadas em teorias que sugerem o calor como simpatia, atencédo
e sociabilidade (Thom et al 1999; Cuddy et al. 2008; Fiske et al. 2002), e a competéncia como
a habilidade e eficiéncia de atingir resultados (Mechanic & Schlesinger, 1996; Andrei & Zait,
2014; Cuddy et al. 2008). A experiéncia do avaliador foi manipulada mostrando duas versoes
distintas do numero total de avaliacdes escritas pelo avaliador no site do Yelp (Lim & Heide,
2014).

Depois de ler os cenarios, os participantes responderam a variavel dependente
Confianca, verificacdes de manipulacdo de Calor, Competéncia e Experiéncia do Avaliador e
variaveis demograficas.

Uma escala Likert de 5 pontos, variando de 1 “discordo fortemente” a 5 concordo
“fortemente”, foi utilizada para mensurar a variavel dependente “confianca”, a partir de escalas
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adaptadas de Hsiao et al. (2010), Dagger et al. (2009) e Terres e Basso (2018), com as
afirmagdes “Esse médico parece confidvel”, “Eu acho que esse médico provavelmente faz o
que € certo para os seus pacientes” e “Eu sinto que poderia confiar neste médico”.

Para manipulacéo do calor em nivel alto no texto da avaliacdo, foram utilizados aspectos
que envolviam uma recepcdo amigavel, sociabilidade e atencdo do médico (Kirmani et al.,
2017; Thom et al. 1999; Cuddy et al. 2008; Fiske et al. 2002). Para manipular o calor em
condicdes baixas, esses aspectos foram descritos negativamente, ou seja, Augusto S. descrevia
que o médico o recebeu de forma fria, foi pouco amigavel e ndo o ouvia com atenc¢do. Para
verificar a checagem de manipulacdo do calor, 5 itens adaptados de Kirmani et al. (2017) e
Wolf et al. (1978) foram usados, e 0s participantes responderam de acordo com a escala Likert,
variando de 1 “discordo fortemente” a 5 “concordo fortemente”.

Para manipular a competéncia em condigdes altas, foram abordados no texto da
avaliacdo aspectos relacionados a percepcao do atendimento, incluindo a atengdo do médico ao
examinar a pele, a explicacdo clara sobre as opc¢des de tratamento e a indicacdo de produtos
acessiveis para isto (Mechanic & Schlesinger, 1996; Andrei & Zait, 2014; Cuddy et al. 2008).
Na percepcdo de competéncia como baixa, esses aspectos eram negativos, ou seja, ou seja, 0
médico ndo parecia ser qualificado, ndo examinou a pele com atencdo, deu explicacdes muito
vagas e indicou produtos que ndo eram acessiveis. Para verificar se a manipulagéo do calor foi
percebida como realista, 5 itens adaptados de Thom et al. (2001) e Kirmani et al. (2017) foram
utilizados, e os participantes responderam variando de 1 “discordo fortemente” a 5 “concordo
fortemente”.

Por fim, as medidas utilizadas para manipular a experiéncia foram baseadas no numero
de avaliacdes escritas pelo avaliador (Zhou & Guo, 2017; Jing et al., 2016), sendo a condi¢éo
de baixa experiéncia com 1 avaliacdo, e a condi¢cdo de alta experiéncia com 579 avaliagdes.
Para checagem da manipulacdo da experiéncia do avaliador, os participantes foram
questionados sobre o quanto eles concordam com a afirmacdo “Augusto S. parece ser um
avaliador experiente no Yelp”, considerando apenas o nimero de avaliagdes escritas pelo
avaliador, numa escala Likert de 5 pontos variando de 1 “discordo fortemente” a 5 “concordo

fortemente”.
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3.1.4 Resultados Estudo 1

Na checagem de manipulagdo da valéncia, um efeito principal foi encontrado para
Valéncia (F = 498,105; p <0,001), e sujeitos expostos a Valéncia positiva (M = 3,493)
perceberam valéncia mais alta do que sujeitos expostos a valéncia negativa (M = 1,585). Néao
foi encontrado um efeito significativo do Volume sobre a checagem da manipulagdo da
Valéncia (F = ,116; p = ,734), indicando que n&o ocorreu efeito de interacdo e, portanto, a
manipulagdo da valéncia funcionou conforme esperado. Na checagem de manipulagdo do
volume, foi encontrado um efeito principal para o Volume (F = 368,355; p <0,001), sendo que,
sujeitos expostos ao Volume alto (M = 2,702) perceberam maior volume do que 0s sujeitos
expostos ao Volume baixo (M = 2,376). Néao foi encontrado nenhum efeito significativo para a
Valéncia (F = ,324; p = ,570), indicando que a manipulagdo do volume também funcionou
corretamente.

A manipulacdo da valéncia apresentou efeito principal na confianca no médico (F(Z1,
116) = 168,315; p<0,001; n2p = 0,592), bem como a manipulacdo do volume (F(1, 116) =
4,893; p = ,029; n2p = 0,040), que também apresentou esse efeito. As andlises também
mostraram que a interacéo entre as variaveis independentes apresentou um efeito significativo
na confianca (F(1, 116)=42,782; p<0,001; n2p = 0,269), conforme a Figura 4:
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Figura 4

Grafico das Médias de Confianca

5.0

45

4.0

Volume

3.0 @® Volume baixo

® Volume alto

Meédias Marginais Estimadas

Valéncia Baixa Valéncia Alta
Valéncia

Fonte: SPSS Statistics 21, elaborado pelos autores.

O efeito de moderacdo foi observado ao notar que o volume alto aumentou
significativamente a confianca quando a valéncia é positiva (M = 4,1364, dp =, 98.485), ou
diminuiu a confianca quando a valéncia € negativa (M = 1.2667, dp =, 52705). No entanto,
quando o volume € baixo, a confianca é maior quando a valéncia é positiva (M = 2,8492; dp =
0,79702) do que quando a valéncia é negativa (M = 1,9032; dp = 0,77073). Esses achados,
portanto, corroboram a Hipotese 1, que propde que o efeito da valéncia na confianca sera
moderado pelo volume de avalia¢Ges, de modo que o efeito da valéncia na confianca sera maior

(vs. menor) quando o volume for alto (vs. baixo).

3.2.4 Resultados Estudo 2

Na checagem de manipulacdo do calor, o teste entre sujeitos mostrou um efeito
significativo para o calor (F = 313,895; p<0,001), nenhum efeito significativo para a

experiéncia do avaliador (F = ,372; p = ,544) e nenhum efeito significativo para competéncia
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(F =3,543; p =,065). Além disso, os participantes expostos ao cenario de calor na condigdo alta
perceberam o calor como alto (M = 4,399), enquanto 0s participantes expostos ao cenario de
calor na condicéo baixa perceberam o calor como baixo (M = 1,664).

Em relagdo a checagem de manipulacdo da competéncia, o teste entre sujeitos mostrou
um efeito significativo para a competéncia (F = 148,336; p<0,001), nenhum para o calor (F =
,842; p =,362) e nenhum para a experiéncia do avaliador (F = ,857; p =,358). Os participantes
expostos a competéncia na condicdo baixa perceberam a competéncia como baixa (M=1,938),
enquanto os participantes expostos a competéncia na condicao alta perceberam a competéncia
como alta (M=4,248).

Por fim, na checagem de manipulacéo da experiéncia do avaliador, o teste entre sujeitos
mostrou um efeito significativo para a experiéncia do avaliador (F = 85,528; p<0,001), nenhum
para o calor (F =,133; p =,716) e nenhum para a competéncia (F = ,147; p =,703), indicando
que a checagem foi ortogonal e o efeito aconteceu exclusivamente na varidvel manipulada.
Ainda, os participantes expostos a condicdo de experiéncia baixa perceberam a experiéncia
como baixa (M = 1,943) em relacdo aos participantes expostos a condi¢cdo de experiéncia alta
(M = 4,378). Essas descobertas indicaram que os participantes identificaram corretamente as
condicdes experimentais.

A partir disso, para testar a H2, uma analise 3-Way-ANOVA foi realizada, usando
confianca como uma variavel dependente e condigdes de calor (alto x baixo), competéncia (alta
X baixa) e experiéncia (alta x baixa) como variaveis independentes. O teste entre sujeitos
mostrou um efeito principal da experiéncia do avaliador na confianca (F (1, 242) = 8,820; p =
0,003; n2p = 0,035), um efeito principal do calor na confianca (F (1, 242) = 72,274; p <0,001;
n2p = 0,230) ¢ efeito principal da competéncia na confianca (F (1, 242) = 707,193; p <0,001,
n2p = 0,745). Também ocorreu um efeito significativo na interacdo entre a experiéncia do
avaliador e a competéncia do médico sobre a confianga (F (1,242) = 63,945; p <0,001; n2p =
0,209). No entanto, a interacdo 3-Way-ANOVA néo foi encontrada (F (1,242) = 2,767; p=0,98;

n2p= 0,011), conforme observa-se na Tabela 1:
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Tabela 1

Efeitos dos Testes Entre Sujeitos (Tests of Between Subjects Effects)
Tipo Il Soma  Grausde  Quadrado da

Fonte dos Quadrados  Liberdade Média F Significancia

Modelo Corrigido 321,2832 7 45,898 123,282 ,000
Ordenada na origem 2019,434 1 2019,434  5424,226 ,000
Experiéncia 3,283 1 3,283 8,820 ,003
Calor 26,907 1 26,907 72,274 ,000
Competéncia 263,287 1 263,287 707,193 ,000
Experiéncia*Calor ,814 1 ,814 2,186 141
Experiéncia*Competéncia 23,807 1 23,807 63,945 ,000
Calor*Competéncia ,032 1 ,032 ,085 171
Experiéncia*Calor*Competéncia 1,030 1 1,030 2,767 ,098
Erro 90,096 242 ,373

Total 2492,667 250

Total Corrigido 411,380 249

Fonte: SPSS Statistics 21, elaborado pelos autores.

Observando a presenca de algumas interacGes quase significativas, considerou-se
relevante realizar aplicacdes de Z- Score para identificacdo de valores atipicos, analises 2-way
a fim de explorar outras relacBes entre as variaveis, e analises exploratorias para verificar a
linearidade dessas relac6es (Field, 2009). Entretanto, os resultados permaneceram praticamente
0S mesmos e a interacdo 3-way-ANOVA permaneceu ndo significativa. Apesar disso, destaca-
se que foram encontrados efeitos principais do calor, da competéncia e da experiéncia do
avaliador na confianga no médico, o que reforca teorias utilizadas no referencial teérico, as
quais sugerem que tais caracteristicas apresentam potencial para impactar na construcdo da
confianca do profissional avaliado (Grabner-Kréauter & Waiguny, 2015; Banerjee et al., 2017;
Lim & Heide, 2014; Kirmani et al., 2017).

Discussdo dos resultados

Ao longo dos dois estudos realizados, foram encontradas algumas evidéncias a partir de
relacBes causais hipotetizadas e sugestdes importantes para futuros estudos na tematica. No

primeiro estudo, em que se investigou o efeito da moderacdo do volume na relagdo entre a
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valéncia e a confianga no médico, os resultados mostraram que ocorreu um efeito significativo
na relacdo entre tais variaveis e a confian¢a, indicando que o volume intensificava ou
enfraquecia o efeito da valéncia na confianga no médico. Participantes expostos a uma avaliacdo
com valéncia positiva e volume alto tiveram a maior média de confianga no médico, enquanto
quando a valéncia foi negativa e o volume foi alto, foi encontrada a menor média de confianca,
0 que, portanto, pode representar o efeito moderador do volume na valéncia. Esses achados véo
de encontro com as teorias que argumentam que as pessoas sao mais influenciadas quando o
namero de avaliacBes escritas é maior, uma vez que isso indica que ha mais quantidade de
informac&o e recomendacdo disponivel.

Essa contribuigdo, portanto, demonstra a relevancia de um maior nimero de avaliagdes
para fortalecer uma percepcdo negativa ou positiva do médico, sendo que esta Ultima favorece
0 contexto para o estabelecimento da confianca. Alem disso, essa contribuicdo também pode
reforcar a importancia dos profissionais e organizagdes incentivarem seus clientes a avaliarem
Sseus servigcos sempre que utilizarem, uma vez que quanto maior a quantidade de recomendagéo
disponivel, mais subsidios os pacientes terdo para construir ou ndo a confianca no médico.

Em relacdo ao Estudo 2, analisou-se a influéncia moderadora da experiéncia do
avaliador na relacdo entre o conteudo de uma avaliacdo, isto €, calor e competéncia, e a
confianca construida no medico avaliado. Nesse sentido, foram encontrados efeitos principais
de calor, competéncia e experiéncia do avaliador na confianca, reforcando as teorias que
argumentam que tais caracteristicas tém potencial para atuar na construcdo da confianca
(Grabner-Kréuter & Waiguny, 2015; Banerjee et al., 2017; Lim & Heide, 2014; Kirmani et al.
2017), mas ndo foi identificada a interacdo 3-way-ANOVA proposta na hipétese, levantando
importantes reflex6es acerca dos resultados encontrados.

Algumas explicacOes possiveis para os resultados encontrados no segundo estudo estao
relacionadas a percepcao do participante brasileiro sobre a experiéncia do avaliador, a qual ndo
foi percebida como uma variavel influente possivelmente pela cultura de avaliacdo presente no
contexto nacional. Conforme discutido, atualmente as avaliacGes realizadas sobre atendimentos
em saude geralmente ocorrem por pesquisas de satisfacdo de hospitais (Silva & Hecksher,
2016), em que a experiéncia do avaliador ndo é uma variavel presente, fazendo com que o
participante possivelmente ndo esteja familiarizado com o conceito, levando em conta também
a escassez de sites de avaliacdes voltados especificamente a esses profissionais.

Outra explicacdo possivel em relacdo aos achados é que, enquanto no primeiro estudo

houve efeito da valéncia na confianca a partir da moderacédo do volume, é possivel que 0s
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participantes ndo percebessem subsidios suficientes para estabelecer ou ndo a confiangca no
médico a partir da avaliacdo de apenas um paciente neste segundo estudo, isto é, Augusto S.
McFadden e Train (1996), por exemplo, ja argumentavam que quando nao ha
experiéncia anterior, os consumidores tendem a esperar por um maior nimero de opinides sobre
0 produto antes de experimenta-lo. Hsiao et al. (2010) discutiram em sua pesquisa que as
pessoas tendem a confiar mais nas recomendacdes quando estdo em maior nimero. Ainda mais
interessante, Lederman et al (2014) encontraram que a validade percebida sobre uma declaracéo
esta associada ao consenso, ou seja, quanto mais pessoas concordando sobre algo, maior a
percepcdo de validade sobre a declaracdo. Nesse sentido, visto que somente um paciente
descreveu uma experiéncia, podem surgir reflexdes como: apenas uma experiéncia relatada é
suficiente para fazer com que o calor e a competéncia descritos na avaliagdo levem a construcao
ou ndo da confianca no médico? Estudos futuros podem responder a esta questao remanescente.
Assim, considerando o atual contexto brasileiro frente aos sites de avaliagdes online,
acredita-se que ainda se trata de uma tendéncia em relacéo aos sites de avaliacdes de médicos,
e que alguns aspectos do segundo estudo, como a experiéncia do avaliador e a apresentacao da
avaliacdo, devem ser adequados de forma a atender a realidade encontrada atualmente. Nesse
sentido, os achados do segundo estudo destacaram limitagdes e deixaram importantes sugestdes

a serem seguidas nas proximas pesquisas.

Limitacdes e consideracdes finais

A presente pesquisa apresentou algumas limitacdes e, consequentemente, sugestoes,
principalmente relacionadas ao Estudo 2, que podem instigar novas pesquisas a aprofundar a
tematica proposta. Primeiramente, conforme ja argumentado anteriormente, embora haja uma
tendéncia perceptivel em relacdo ao uso de sites de avaliacdo no contexto nacional (Rimoli &
Melo, 2018; Silva & Filho, 2014; Abbade et al. 2014), observa-se que os brasileiros ainda nao
vivenciam plenamente a cultura de avaliacdo de médicos como em outros paises em que
experimentos nessa tematica sdo frequentemente realizados. Nesse sentido, a amostra de
participantes brasileiros torna-se uma das limitac6es encontradas. O fato de que o participante
brasileiro ndo tem o habito de avaliar ou consultar avaliacbes médicas pode ter prejudicado a
validade externa dos experimentos, dificultando a compreensdo dos cenarios contextualizados
no segundo estudo e, consequentemente, a percepcdo e expressao do real nivel de confianca

neste contexto. Assim, como sugestdo, seria conveniente que futuras pesquisas limitem a
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amostra a participantes que sejam ativos no processo de avaliar ou consultar avaliagbes de
médicos, para poder avaliar com mais eficiéncia o impacto das caracteristicas de uma avaliacéo
na confianga. Ou, ainda, modificar o cenario de acordo com plataformas mais conhecidas no
contexto nacional, como o Doctoralia.

Além disso, também seria interessante analisar como as diferengas entre as
nacionalidades influenciam no contexto de avaliacbes médicas online, ao replicar os achados
desta pesquisa em plataformas como MTurk ou Prolific, que recrutam participantes de varios
paises. Um relatério produzido pela Lett (2019) observou o impacto das avaliacfes online no
e-commerce e comparou dados do Brasil, Estados Unidos, Chile, México, Argentina, Colémbia
e Peru, observando diferencas principalmente na participacdo dos paises em relacdo aos sites e
na quantidade de produtos avaliados.

Outra sugestdo seria substituir a variavel Experiéncia do Awvaliador por outra
caracteristica que seja mais familiar ao participante brasileiro, como por exemplo, a reputacao
do avaliador na plataforma, a quantidade de amigos, a confiabilidade, entre outras variaveis
(Banerjee et al. 2017; Lim & Heide, 2014; Xu, 2014). Ainda, também seria interessante
acrescentar mais elementos para compor a definicéo de experiéncia do avaliador, ndo utilizando
somente a quantidade de avaliagcdes escritas, mas também o nimero de votos Uteis recebidos na
avaliacdo (Mudambi & Schuff, 2010) ou estilo da escrita (Liu et al, 2008; Grabner- Kréuter &
Waiguny, 2015). Nesse sentido, destaca-se a importancia de que o participante consiga perceber
0 avaliador como alguém realmente experiente, e que essa experiéncia possa ser considerada
relevante o suficiente para fortalecer ou enfraquecer o impacto do conteudo da mensagem na
confianca.

Por fim, considerando os achados do primeiro estudo, no qual o volume alto teve um
efeito moderador na relacéo entre valéncia e confianca, sugere-se que outros estudos incluam a
influéncia do volume na relacdo entre calor e competéncia e a confianga no médico. Uma vez
que outros estudos ja mostraram que 0 consenso aumenta a percepcdo de validade de uma
afirmacdo, e que quanto mais informacbes e recomendacdes, maior o poder de persuasao
(Lederman et al. 2014; Hsiao et al. 2010), € pertinente considerar que o volume alto também
pode ter o potencial de moderar a relacdo entre o conteldo, ou seja, o calor e a competéncia, e
a confianca.

O estudo sobre o impacto das avaliacdes online na construcao da confianca no médico
€ uma tematica em ascendéncia, considerando que a popularidade de sites de avaliacGes de

médicos no contexto internacional tem trazido uma tendéncia notoria para o contexto nacional.
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Ao passo que a confianca € uma variavel fundamental para qualificar a relagdo médico-paciente,
trazendo maiores chances de consultar, aderir ao tratamento, seguir recomendacdes e trazer
niveis mais altos de satisfacdo (Birkh&uer et al., 2017; Chandra et al., 2018), torna-se relevante
analisar a construcdo da confianca por meio do boca-a-boca online, uma variavel popular na
era das redes sociais, sendo esta pesquisa a primeira - até onde foi constatado - a estabelecer
uma relagdo entre as caracteristicas valéncia, volume, calor e competéncia descritas sobre o
médico e experiéncia do avaliador, e a construcdo da confianca no contexto médico, a partir do

método experimental.
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