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Abstract

[Purpose/Significance] Trust serves as the bridge between social media platforms
and users; however, frequent privacy violation incidents often plunge social me-
dia into trust crises. Therefore, rebuilding user trust after privacy violations
is of paramount importance. [Method/Process] This study reviews relevant re-
search on trust repair, constructs a four-dimensional structural model of trust
repair based on the specific context of social media privacy violations, collects
324 valid questionnaires through surveys, and employs PLS-SEM and fsQCA for
exploration and validation. [Results/Conclusion] The findings reveal that the
net effects of social media’s action repair strategies and government intervention
are significant, whereas the net effects of social media’ s verbal repair strategies
and technical third parties are not significant. However, fsSQCA combinatorial
analysis reveals that social media verbal repair and technical third parties can
trigger high-intensity trust repair when combined with other variables. Further-
more, the eight antecedent variable combinations for high trust repair identified
in the analysis results can provide references for trust repair strategies following
privacy violations.
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Abstract: [Purpose/Significance] Trust serves as a bridge between social media
platforms and users, yet frequent privacy violations often plunge social media
into crises of trust. Consequently, rebuilding user trust following privacy vio-
lations is critically important. [Method/Process] This study reviews relevant
research on trust repair and constructs a quaternary structural model of trust
repair based on the specific context of social media privacy violations. We
collected 324 valid questionnaires and employed PLS-SEM and fsQCA for anal-
ysis and validation. [Results/Conclusions] The findings indicate that the net
effects of social media’ s action repair strategies and government intervention
are significant, whereas the net effects of social media’ s verbal repair strategies
and technical third parties are not significant. However, fsQCA configurational
analysis reveals that verbal repair and technical third parties can trigger high-
intensity trust repair when combined with other variables. Additionally, the
eight configurations of antecedent variables for high trust repair identified in
the analysis can provide reference for trust repair strategies following privacy
violations.
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Trust forms the foundation of relationships and behaviors between social media
and users, serving as the cornerstone of social media’ s survival. As transgres-
sive behaviors occur with increasing frequency, how to repair damaged trust
has become a core issue for social media platforms. Current research on trust
repair primarily originates from management and psychology, with few schol-
ars examining the repair mechanisms following social media privacy violations.
The limited relevant literature comes exclusively from foreign scholars, while
domestic researchers have yet to explore this area. This gap exists for two main
reasons: first, privacy research in the internet context remains in its exploratory
stage, with relevant issues not yet fully developed; second, trust repair mecha-
nisms are inherently complex, and investigating them in the context of social
media privacy violations differs fundamentally from trust repair after service
failures in traditional management contexts.

In conventional service or product failure scenarios, remedial measures are con-
venient and repair processes transparent, allowing consumers to make rational
judgments. Consequently, trust repair research has primarily focused on dyadic
interactions between the trust violator and the trustor, where the trustor can
rationally evaluate the violator’ s repair measures and decide whether to restore
trust. However, social media privacy violations are characterized by regulatory
difficulties and high technical barriers, making it challenging for users to assess
the effectiveness of remedial measures. In this context, effective trust repair
requires the participation of additional actors. Therefore, this study expands
beyond the binary interaction structure between social media and users, situat-
ing trust repair and its mechanisms within a quaternary interactive structure
comprising social media platforms, technical third parties, government, and

chinarxiv.org/items/chinaxiv-202304.00509 Machine Translation


https://chinarxiv.org/items/chinaxiv-202304.00509

ChinaRxiv [$X]

users. This approach offers both theoretical and practical value. The theoret-
ical contributions include: (1) expanding the perspective and scope of privacy
research; (2) supplementing domestic research on trust repair following privacy
violations; and (3) enriching trust repair theory in the context of privacy viola-
tions. Practically, the findings provide: (1) strategic guidance for social media
platforms on trust repair after privacy violations; and (2) clear demonstration
to enterprises of the high costs of privacy violations, where excessive repair costs
imply high error costs, thereby imposing constraints on social media institutions
and providing a basis for industry self-discipline in internet governance.
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2 Literature Review
2.1 Social Media Privacy

Statistics show that in 2020, social media users accounted for nearly half of
the global population, providing tremendous convenience for worldwide com-
munication. While enjoying this convenience, users inevitably leave traces on
social media, raising unprecedented concerns about data privacy. However, de-
spite privacy concerns, users continue to disclose personal information on social
media platforms due to rational or emotional needs, leading to the privacy para-
dox—users trade partial privacy for satisfaction of their needs, gradually ceding
privacy control to social media platforms.

Users’ passive or active disclosure of privacy on social media does not imply per-
mission for unlimited surveillance or misuse of their data. Nevertheless, privacy
violations occur frequently, affecting major platforms both internationally (Face-
book, Zoom) and domestically (Tencent, Alibaba, Pinduoduo). Such incidents
erode user trust, reduce platform usage, and prompt privacy-protective behav-
iors including refusal, misrepresentation, deletion, negative word-of-mouth, and
complaints. While existing research has focused on negative user behaviors and
impacts following privacy violations, few studies have examined the trust repair
process or how various stakeholders interact to rebuild trust, particularly in the
Chinese context.

2.2 Social Media Trust

Trust has long been a focal research topic. For social media, trust not only
motivates user participation but also constitutes a key antecedent of privacy
disclosure. Scholars define social media trust at different levels. Niu and Meng
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define it broadly as users’ trust in social media’ s ability to protect personal
privacy, while others define it platform-specifically (e.g., trust in QQ, trust in
WeChat), referring to users’ belief that a specific platform can protect their
personal information. The latter approach, by differentiating social media hier-
archically, enables more targeted research.

Despite trust’ s importance for social media, frequent privacy violations trig-
ger heightened privacy concerns that easily damage user trust. Given trust’
s dynamic and contextual nature, damaged trust can potentially be repaired.
However, existing studies have primarily examined the negative consequences of
privacy violations without exploring trust repair mechanisms, which are crucial
for users in the dynamic trust process—a gap that warrants further investigation.

2.3 Trust, Violation, and Repair

Trust is a dynamic concept encompassing development, growth, maintenance,
violation, and repair stages. Trust violation occurs when the trusted party
behaves contrary to expectations, leading individuals to reduce trust—a process
of trust dissolution. Trust repair refers to actions that improve trust beliefs and
intentions toward the violating party after damage, manifesting as the trustor’ s
cognitive willingness to consider renewed cooperation accompanied by positive
emotions. Essentially, trust repair involves improving trust in the violator after
trust has been damaged due to violations.

Trust repair research, though relatively recent and exploratory, has attracted
attention from management scholars. However, findings do not generalize well
across disciplines and contexts. Therefore, examining trust repair following
social media privacy violations requires developing context-specific models and
hypotheses that address the particularities of this scenario.

3 Research Model and Hypothesis Development

Previous trust repair research has primarily focused on the violating party, exam-
ining how repair strategies and individual characteristics affect trust restoration.
This dyadic interaction perspective represents the mainstream approach in tra-
ditional trust repair research. Limited studies have examined third-party roles,
but such literature remains scarce and lacks an integrated perspective. This
study argues that trust repair following social media privacy violations differs
significantly from other contexts, particularly due to the high technical barriers
to assessing privacy violations, which render users’ self-assessments ineffective.
When users lose trust yet cannot independently evaluate remedial measures, tra-
ditional binary trust repair mechanisms fail. Therefore, in social media privacy
violation contexts, other actors—technical third parties and government—must
participate as primary factors in the trust repair mechanism, working jointly
with social media repair strategies.

Based on these considerations, this study constructs trust repair strategies from
internal and external perspectives: internal repair refers to social media plat-
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form strategies, while external repair encompasses technical third-party and
government strategies.

3.1 Trust Repair Mediating Mechanisms

This study conceptualizes social media trust repair at two levels: platform trust
repair and brand trust repair. When privacy violations damage trust in a social
media platform, based on trust transfer theory, the damage may extend beyond
the violating platform to the corporate brand behind it, potentially causing trust
crises for other platforms under the same brand. For instance, if QQ is exposed
for privacy violations, users may question not only QQ’ s privacy protection but
also Tencent and its other platforms like WeChat. Combining these definitions,
this study identifies two layers of social media trust repair: (1) platform trust
repair—users’ renewed trust in the directly violating platform’ s future privacy
protection, reduced negative emotions, and continued usage intention; and (2)
brand trust repair—users’ renewed trust in other social media platforms under
the same corporate brand, reduced negative emotions, and continued usage
intention.

Perceived Penitence refers to users’ perception that social media will sincerely
repent from the privacy violation incident and improve accordingly. Research
indicates that perceived penitence leads trustors to develop more positive expec-
tations about violators’ intentions and behaviors, thereby improving relation-
ships and rebuilding trust. After privacy violations damage trust, users doubt
social media’ s integrity in privacy protection. If users perceive genuine repen-
tance and improvement intentions, they develop new positive expectations and
rebuild trust. Based on trust transfer theory, users also rebuild trust in other
platforms under the same brand. Therefore:

e H1la: Perceived penitence is positively related to platform trust repair.
e H1b: Perceived penitence is positively related to brand trust repair.

Perceived Prevention emphasizes users’ belief that social media will not com-
mit similar privacy violations in the future. After privacy violations, users focus
on predicting future violation likelihood and need to perceive constraints on
social media to minimize recurrence, thereby establishing credibility. According
to trust transfer theory, perceived prevention affects not only trust repair in the
violating platform but also positively influences brand trust repair. Therefore:

e H2a: Perceived prevention is positively related to platform trust repair.
e H2b: Perceived prevention is positively related to brand trust repair.

Perceived penitence and perceived prevention are also intrinsically positively
related. If social media demonstrates clear repentance for privacy violations,
users perceive that the platform is willing to take responsibility and constrain
its behavior, further reducing future violation likelihood. Therefore:

e H3: Perceived penitence is positively related to perceived prevention.
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3.2 Internal Repair—Social Media Remedial Measures

Following privacy violations, social media typically implements verbal remedial
measures through official accounts. Common verbal repair strategies include
denial, explanation, admission, and apology. Existing research indicates that
verbal repair promotes trust repair through perceived penitence, as it conveys
acknowledgment of harm and a clear desire for reconciliation and relationship
maintenance. If social media’ s admissions, explanations, and apologies are
timely and sincere, users perceive that the platform has learned from the incident
and intends to reform. Therefore:

e H4: Social media’ s verbal repair is positively related to perceived peni-
tence.

In addition to verbal strategies, action repair represents another common ap-
proach, including compensation, regulation, punishment, and accepting supervi-
sion. Research shows that action repair promotes trust repair through perceived
penitence. After privacy violations, social media typically stops user losses and
provides appropriate compensation, revises versions, fixes technical vulnerabili-
ties, and further self-regulates around privacy concerns. We infer that positive
action demonstrates social media’s determination to remedy trust and highlights
its willingness to learn and improve. Therefore:

e H5: Social media’ s action repair is positively related to perceived peni-
tence.

3.3 External Repair—Role of Technical Third Parties

After privacy violations, users develop negative emotions toward social media,
accompanied by defensive attitudes and negative expectations, making them
likely to reject or misinterpret repair strategies. Consequently, relying solely on
social media for trust repair becomes difficult. Without external intervention,
social media may continue to be deemed untrustworthy. Based on trust transfer
theory, trust can be transferred from credible actors, groups, or institutions
to reputation-damaged organizations. If a credible third party emerges, its
information and judgments are more likely to be accepted by users. Research
has confirmed third parties’ positive effects on unknown entities.

Technical third parties refer to actors or organizations with professional ex-
pertise capable of technical verification, such as opinion leaders in technology
forums or security software like 360 and Huorong. After privacy violations,
technical professionals or companies conduct professional testing of the violat-
ing platform, determine whether violations actually occurred, issue timely alerts
to users, and continuously track whether updated versions have patched vulner-
abilities. Based on recognition of technical third parties’ professionalism and
credibility, users believe that their endorsement, continuous tracking, and judg-
ment can constrain social media’ s privacy violations to some extent, reducing
future recurrence likelihood. Therefore:
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e H6: Technical third-party involvement is positively related to perceived
prevention.

3.4 External Repair—Government Role

As an authoritative institution, government plays a significant role in economic
activities, performing regulatory and supervisory functions, providing platforms
and rules for orderly markets, and monitoring non-compliant market actors. In
the Chinese context, government possesses high credibility, which is crucial for
shaping user trust in markets. Research shows that when users believe govern-
ment can successfully supervise and punish wrongdoing, their sense of security
increases. Government intervention refers to the use of public power, such as
administrative or criminal penalties based on law, to regulate privacy violations.
If users observe government involvement in privacy violation incidents through
measures like interviews, public condemnation, or mandated rectification, they
tend to believe that violating social media platforms have accepted government
supervision and will complete rectification under oversight. This helps users re-
gain confidence, believing that existing systems and measures can prevent future
privacy violations. Therefore:

e HT7: Government intervention is positively related to perceived prevention.

Based on the above, the research model shown in [Figure 1: see original paper]
is established.

4 Data Analysis
4.1 Research Methods

4.1.1 Variable Measurement All variables in this study were derived from
existing literature and scales, revised according to the specific context of social
media privacy violations. The measurement consists of two parts. The first part
includes measurement items for eight latent variables. Verbal repair (3 items)
was adapted from W.P. Bottom et al. [15]; government intervention (5 items)
was adapted from M. Lwin and Zhang Bei et al. [32-33]; technical third party
(4 items) was adapted from Zhang Bei et al. [33]; action repair (3 items) was
adapted from K.T. Dirks et al., Guan Xinhua et al., and Yao Qi et al. [22,24,28];
perceived penitence (3 items) and perceived prevention (3 items) were adapted
from K.T. Dirks et al. [22]; platform trust repair and brand trust repair (4 items
each) were adapted from E. Ayaburi, Zhang Bei et al., and Y. Xie et al. [2,33-
34]. All items were scored on a 7-point Likert scale (1 = strongly disagree, 7 =
strongly agree). The second part collected demographic information including
gender, age, monthly income, and education level.

4.1.2 Sample Information Between February 1 and February 16, 2021, this
study collected 445 questionnaires. After eliminating invalid responses (e.g.,
non-social media users, careless responses), 324 valid samples remained. Sample
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characteristics are shown in . Among valid respondents, 58.6% were female;
28.4% were under 20 years old, 49.4% were aged 20-35, and 22.2% were 35
or older. In terms of education, 9.0% held associate degrees or below, 72.8%
held bachelor’ s degrees, and 18.2% held master’ s degrees or above. Regarding
monthly income, 52.5% earned below 3,000 RMB, while 47.5% earned 3,000
RMB or more.

4.2 Structural Equation Model Testing

Based on the survey data, this study employed two analytical methods for model
evaluation and hypothesis testing: structural equation modeling (SEM) using
PLS software, and configurational verification and exploration through fsQCA.

SmartPLS 3.0 is widely used for SEM analysis because it does not require nor-
mally distributed data and can simultaneously conduct model assessment and
hypothesis testing with good predictive orientation [4,35-36]. Therefore, this
study used SmartPLS 3.0 for model evaluation and hypothesis testing.

4.2.1 Model Adjustment and Assessment Three items were deleted due
to factor loadings below 0.7. The remaining items had factor loadings between
0.732 and 0.965, meeting the threshold [37]. Reliability and validity test results
are shown in and . Most variables’ Cronbach’ s « values exceeded 0.7, with
one variable between 0.6-0.7, which is considered acceptable [38], indicating
good internal consistency. All variables’ CR values ranged from 0.814 to 0.956,
exceeding the 0.7 threshold [37,39], demonstrating good reliability. All variables’
AVE values were above 0.594, higher than the 0.5 threshold [39], indicating good
convergent validity. Discriminant validity comparisons showed that the square
root of each variable’ s AVE exceeded its Pearson correlation coefficients with
other variables, confirming good discriminant validity [39].

4.2.2 Hypothesis Testing Using SmartPLS 3.0’ s bootstrapping function
with 5,000 resamples, the research hypotheses were tested. Results are shown
in and [Figure 2: see original paper].

For internal repair strategies, social media’ s action repair showed a significant
positive relationship with perceived penitence (5 = 0.578, p < 0.01), supporting
H5. However, verbal repair was not significantly related to perceived penitence
(p > 0.05), rejecting H4. This suggests that after privacy violations, if social
media aims to evoke perceived penitence for trust repair, behavioral remedies
represent the optimal choice.

Regarding external actors, government intervention showed a significant posi-
tive relationship with perceived prevention (5 = 0.323, p < 0.01), supporting
H7. However, technical third-party involvement was not significantly related to
perceived prevention (p > 0.05), rejecting H6. This indicates that after privacy
violations, third-party intervention alone does not convince users that privacy
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issues will be effectively resolved, but government involvement in regulating pri-
vacy violations enhances users’ belief that their privacy is protected and future
violations will decrease.

Perceived penitence significantly triggered both platform trust repair (8 = 0.364,
p < 0.01) and brand trust repair (8 = 0.363, p < 0.01), supporting Hla and
H1b. Perceived prevention also significantly triggered platform trust repair (S
= 0.293, p < 0.01) and brand trust repair (8 = 0.445, p < 0.01), supporting
H2a and H2b. Perceived penitence significantly and positively influenced per-
ceived prevention (§ = 0.408, p < 0.01), supporting H3. Thus, both perceived
penitence and perceived prevention facilitate trust repair in the violating plat-
form and its corporate brand, with perceived penitence positively influencing
perceived prevention.

4.3 Fuzzy-set Qualitative Comparative Analysis (fsSQCA)

While SEM analysis can explain the magnitude and valence of net effects of
internal and external repair strategies on trust repair, it has limitations. First,
SEM focuses on individual variable effects while neglecting configurational in-
fluences. Second, SEM assumes symmetrical mirror relationships between high
and low outcomes, meaning antecedents for high and low trust repair are op-
posite. These limitations mean SEM results only partially explain trust repair
mechanisms. Therefore, this study employs fSQCA to examine asymmetric con-
figurational effects and better understand trust repair mechanisms.

4.3.1 Variable Calibration For Likert scale calibration, we followed Or-
danini et al.” s recommendation [40] using 2 (full non-membership), 6 (full mem-
bership), and 4 (crossover point) as anchors based on sample distribution char-
acteristics. Verbal repair (fs-VR), action repair (fs-AR), technical third party
(fs-TTP), government intervention (fs-GI), perceived prevention (fs-PP), and
perceived penitence (fs-PR) served as antecedent variables, while platform trust
repair (fs-PTR) and brand trust repair (fs-BTR) served as outcome variables.

4.3.2 Configurational Analysis Platform Trust Repair Configura-
tions

Analysis of platform trust repair antecedents revealed four configurations (NP1-
NP4) for low-intensity platform trust repair, with overall coverage of 0.763 and
consistency of 0.825. Specifically: NP1 shows that even with government and
technical third-party involvement, low-intensity platform trust repair occurs
without perceived prevention and penitence; NP2 shows that lacking action re-
pair, perceived prevention, penitence, and verbal repair triggers low-intensity
repair; NP3 shows that even with government and technical third-party in-
volvement, lacking action repair, perceived prevention, and verbal repair trig-
gers low-intensity repair; NP4 shows that lacking all repair strategies, inter-
ventions, and perceptions triggers low-intensity repair. The XY plot for con-
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figuration NP1 demonstrates asymmetric relationships among antecedents for
low-intensity platform trust repair, as shown in left panel.

Three configurations (P1-P3) explain high-intensity platform trust repair, with
overall coverage of 0.717 and consistency of 0.805. P1 shows that combining
action repair, government intervention, technical third-party involvement, per-
ceived penitence, and perceived prevention triggers high-intensity platform trust
repair. P2 shows that even without perceived prevention and penitence, action
repair combined with government and technical third-party involvement trig-
gers high-intensity repair. P3 shows that even without perceived prevention,
penitence, and verbal repair, government and technical third-party involvement
triggers high-intensity repair. The XY plot for configuration P1 demonstrates
asymmetric relationships, as shown in right panel.

Brand Trust Repair Configurations

Analysis of brand trust repair antecedents revealed four configurations (NB1-
NB4) for low-intensity brand trust repair, with overall coverage of 0.792 and
consistency of 0.824. NB1 shows that even with government and technical
third-party involvement, lacking perceived penitence and prevention triggers
low-intensity repair. NB2 shows that lacking verbal repair, action repair, per-
ceived penitence, and prevention triggers low-intensity repair. NB3 shows that
even with government and technical third-party involvement, lacking action re-
pair, perceived prevention, and verbal repair triggers low-intensity repair. NB4
shows that lacking all elements triggers low-intensity repair. The XY plot
for configuration NB1 demonstrates asymmetric relationships, as shown in left
panel.

Five configurations (B1-B5) explain high-intensity brand trust repair, with over-
all coverage of 0.709 and consistency of 0.840. B1 shows that action repair, gov-
ernment intervention, technical third-party involvement, perceived penitence,
and perceived prevention trigger high-intensity brand trust repair. B2 shows
that even without perceived penitence and prevention, verbal repair combined
with government and technical third-party involvement triggers high-intensity
repair. B3 shows that even without perceived penitence and prevention, action
repair combined with government and technical third-party involvement triggers
high-intensity repair. B4 shows that even without verbal repair, action repair,
and perceived prevention, government and technical third-party involvement
combined with perceived penitence triggers high-intensity repair. B5 shows
that even without action repair, government intervention, technical third-party
involvement, perceived penitence, and prevention, verbal repair alone triggers
high-intensity brand trust repair. The XY plot for configuration B1 demon-
strates asymmetric relationships, as shown in right panel.

4.3.3 Complexity Theory Assessment We evaluated the results against six
key principles of complexity theory [42]. Principles 1 and 2 posit that outcomes
require configurational rather than single-variable explanations. Our results
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show that trust repair requires combinations of at least four variables, support-
ing these principles. Principle 3 states that configurations are sufficient but
not necessary conditions. Our results show multiple antecedent combinations
for each outcome, supporting this principle. Principle 4 posits that antecedent
configurations for high and low outcomes are not symmetrical mirror structures.
Our results show asymmetrical configurations with inconsistent numbers, sup-
porting this principle. Principle 5 states that individual variable effects depend
on other variables. In our low-intensity platform trust repair results, govern-
ment intervention had positive effects in NP1 and NP3 but negative effects in
NP4, supporting this principle. Principle 6 states that each configuration repre-
sents only one explanation for the outcome with coverage below 1. Our results
show coverage between 0.232 and 0.671, supporting this principle. These six
principles validate the complex interactions among factors influencing platform
and brand trust repair.

5 Discussion

This study is the first to examine quaternary structural interactions in trust
repair within the Chinese social media privacy violation context. Using SEM to
examine net effects and fSQCA to explore configurational effects, we obtained
comprehensive findings.

5.1 Net Effects

(1) Internal Repair Strategies: Our findings confirm that among social me-
dia repair strategies, action repair is more effective than verbal repair in evoking
perceived penitence and repairing trust. In crisis contexts, low-cost verbal repair
struggles to convey genuine remorse, differing from P.H. Kim et al.” s conclu-
sions [14]. This may be because in China’ s online environment, explanations
and apologies are common PR strategies, and users have developed immunity to
“seemingly sincere but actually formulaic” PR statements. Additionally, given
the technical barriers to assessing privacy violations, users cannot directly ver-
ify the authenticity of apology claims, rendering verbal repair ineffective. Only
concrete actions—such as immediately fixing vulnerabilities, compensating users,
and strengthening self-regulation—can demonstrate genuine repentance and im-
ply corrective capabilities. This finding reflects the Chinese cultural principle
that “actions speak louder than words.”

(2) External Repair Strategies: Users perceive government privacy regula-
tion as more effective and constraining than technical third-party involvement.
The Chinese government possesses high credibility. When comprehensive legal
frameworks manage social media and violations are publicly disclosed and pun-
ished, users feel strongly constrained and believe future violations are less likely.
However, technical third parties’ net effects were not significant, inconsistent
with Y. Yu et al.” s findings [43]. This may be because technical third parties
lack independence in privacy violation contexts. Whether individual internet
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technologists or regulatory software like 360, these actors struggle to gain abso-
lute user trust. Technical third parties may have affiliations with social media
platforms (e.g., past conflicts between 360 and Tencent QQ), making their as-
sessments potentially questionable and preventing them from serving as fully
independent third parties whose endorsement alone cannot convince users of
effective prevention.

(3) Perceived Penitence and Prevention: Both variables show significant
positive relationships with trust repair, consistent with K.T. Dirks et al. [22].
Perceived prevention demonstrates stronger effects on brand trust repair than
platform trust repair, suggesting that corporate brands—being implicated par-
ties—are more easily forgiven than the violating platform itself. The positive
relationship between perceived penitence and prevention aligns with Yao Qi et
al.’s findings [24], indicating that perceived sincerity in repentance reduces users’
expectations of future violations.

5.2 Configurational Effects

(1) fsQCA results reveal more complex asymmetrical mechanisms. In privacy
violation contexts, lacking perceived prevention is a necessary condition for trig-
gering low-intensity platform trust repair. In other words, if users believe social
media will not violate privacy again, low-intensity platform trust repair will not
occur. Similarly, lacking perceived prevention is necessary for triggering low-
intensity brand trust repair, meaning users must perceive that social media will
not infringe on privacy to avoid low-intensity brand trust repair.

(2) Although SEM found no significant relationships between verbal repair and
perceived penitence or between technical third parties and perceived prevention,
fsQCA shows these variables can achieve trust repair when combined with oth-
ers. For example, configuration B2 demonstrates that even without perceived
prevention and penitence, verbal repair and technical third-party involvement
combined with government intervention trigger high-intensity brand trust re-
pair. This proves that timely, sincere apologies, explanations, commitments,
and third-party involvement are important antecedents for trust repair, though
their mechanisms do not operate through perceived penitence and prevention
as mediators but through alternative pathways.

6 Conclusion
6.1 Theoretical Contributions

First, in digital media privacy research, current topics focus primarily on pri-
vacy violation behaviors, user privacy protection behaviors, privacy paradox,
and privacy management. Our findings theoretically expand privacy research
perspectives by introducing the post-violation trust reconstruction process into
mainstream privacy research.

Second, regarding trust repair after privacy violations, existing research is pre-
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dominantly foreign. Given cultural differences, trust repair mechanisms may
vary between Chinese and foreign social media users. This study supplements
research on trust repair mechanisms in China’ s internet context.

Finally, for trust repair research, this study expands its mechanisms in the
privacy violation context by integrating multiple actors, providing an initial
model architecture for future scholars examining trust repair in privacy violation
scenarios.

6.2 Practical Contributions

Our SEM and fsQCA configurational analyses provide multiple effective repair
strategies for social media platforms following privacy violations. SEM results
show that high-cost action repair is more effective than low-cost verbal repair,
and government intervention is significantly more effective than technical third-
party involvement. Clearly, lobbying government costs more than hiring tech-
nical third parties, proving that trust repair after violation is extremely costly.
For social media, privacy violations carry high costs, and repaired trust remains
fragile [24]. These findings provide important evidence for social media user
privacy protection and theoretical references and empirical materials for govern-
ment internet governance.

6.3 Research Limitations

This study has several limitations: (1) Although SEM showed that verbal re-
pair and technical third-party involvement did not significantly affect mediating
variables, fSQCA revealed they can trigger high-intensity trust repair when com-
bined with other variables. However, their specific mechanisms and potential
mediation pathways remain unexplored. (2) Given the complexity of user be-
havior, this study only used trust repair as the dependent variable without
examining actual usage behaviors. In social media contexts, trust repair and
usage behaviors may diverge due to high user stickiness or lack of alternatives.
Future research should explore these complexities. (3) Our sample had relatively
high education levels, so findings may only apply to knowledgeable user groups.
Future studies should examine users with different educational backgrounds.
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