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Abstract

Brand crises frequently lead to the erosion of consumer trust, with corporate apologies serving as a widely utilised strategy
for trust repair. While existing research supports the effectiveness of apologies in repairing brand trust, limited attention
has been given to the underlying psychological mechanisms from the consumer perspective. Drawing on the Stereotype
Content Model (SCM), a dual-path trust repair mechanism was proposed to systematically examine how corporate
apologies influence brand trust repair through perceived warmth and perceived competence. Unlike previous studies, the
SCM framework was employed to provide a more comprehensive explanation, demonstrating how corporate apologies in
brand crisis contexts impact trust recovery via both emotional (perceived warmth) and cognitive (perceived competence)
dimensions. Utilising structural equation modelling (SEM) to analyse questionnaire data from consumers of new energy
vehicles (n=412), the findings indicate that corporate apologies not only directly enhance brand trust but also indirectly
facilitate trust repair by increasing perceived warmth and perceived competence, which function as mediating variables in
the repair process. These insights extend the theoretical framework of brand crisis management and trust repair research
while offering empirical support for optimising corporate apology strategies.
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1. Introduction

Brand crises have become increasingly prevalent in recent years, with surveys indicating that nearly 75% of brands
experience at least one crisis exposure annually, and over half of these brands face multiple crises within the same period
[1]. Brand crises not only undermine consumers’ trust in brands but also may lead to long-term damage in the consumer-
brand relationship [2-4]. Brand trust represents a critical intangible asset for firms, playing a fundamental role in
facilitating consumer decision-making in uncertain environments [5] and significantly influencing brand loyalty, brand
equity accumulation, and overall market performance [6, 7]. As such, the repair of consumer trust following a brand
crisis has emerged as a key area of concern for both academic researchers and corporate managers. Effective crisis
communication strategies enable companies to secure consumer forgiveness and repair brand trust [8]. Among these
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strategies, corporate apologies represent one of the most widely utilised and empirically supported trust repair
mechanisms in brand crisis management [9-12]. Research indicates that corporate apologies can reshape the consumer-
brand relationship by enhancing consumer satisfaction and mitigating the negative impact of trust violations [11, 13].
For instance, Tesla faced a large-scale vehicle recall in China due to product quality issues [14], which significantly
eroded consumer trust. However, by implementing a strategically designed apology combined with remedial actions
such as transparent information disclosure, Tesla was able to partially repair consumer trust. This case underscores the
notion that the effectiveness of a trust repair strategy depends on its ability to enhance consumer perceptions of brand
reliability, which ultimately determines the success of trust repair [15].

At present, research on the repair of brand trust by apologies at the level of the firm-consumer relationship focuses
on the three aspects of affective repair, functional repair, and informational repair [16-18] and suggests that apologies
can repair trust through specific measures such as expressing remorse, taking responsibility, and providing compensation
[19, 20]. Existing research has extensively examined the role of consumer perceptual factors in the trust repair process,
primarily focusing on the cognitive and evaluative dimensions of apology strategies. Studies have demonstrated that
various consumer perceptions, such as time sensitivity [12], perceptions of violation severity [21], and perceptions of
social mindfulness [22], significantly influence the effectiveness of trust repair. Further, perceptions of justice [23] and
perceived sincerity [24, 25] have been identified as critical determinants in re-establishing consumer trust following a
brand crisis. Nonetheless, while existing studies have explored the impact of various perceptual factors on trust repair,
most have examined these variables in isolation, lacking a comprehensive theoretical framework to systematically
explain the psychological mechanisms underlying consumer trust repair. In addition, several studies have explored the
effects of apologies on consumers’ affective responses [18, 26] and competence perceptions [27, 28], separately;
however, few studies have examined how apologies simultaneously activate both affective and competence perceptions
and how these two factors interact to facilitate the repair of brand trust. This gap highlights the need for an integrated
approach that considers the dual influence of emotion and cognition in the trust repair process. Therefore, drawing on
the Stereotype Content Model (SCM), in the present study, a systematic investigation was conducted into how corporate
apologies influence brand trust repair through consumers’ perceptions of warmth and competence, emphasising the role
of psychological perceptions in the trust repair process. According to SCM theory, individuals evaluate people, groups,
and entities based on two fundamental dimensions: warmth, which reflects perceptions of a brand’s goodwill and
sincerity, and competence, which represents the brand’s professionalism and problem-solving ability. These dimensions
shape consumer attitudes and behavioural tendencies, ultimately determining whether they trust or distrust the brand
[29, 30]. Subsequently, a dual-path trust repair mechanism was proposed: perceived warmth enhances trust through the
affective pathway, while perceived competence facilitates trust repair through the rational pathway. Compared to a
single perceived influence factor that focuses only on apology, a more comprehensive theoretical framework based on
SCM was established, which can provide a more robust explanation of the consumer trust repair mechanism following
a brand crisis.

To test the proposed research hypotheses, a quantitative research method was employed by collecting data from new
energy vehicle consumers in the three major markets of Shanghai, Shenzhen, and Beijing through a questionnaire survey.
The data was analysed using Structural Equation Modelling (SEM) to examine the relationships between corporate
apology, perceived warmth, perceived competence, and brand trust. The results indicate that corporate apologies not
only directly repair brand trust but also indirectly enhance trust repair by increasing consumers’ perceived warmth and
perceived competence, confirming the mediating role of these two variables. These findings contribute to the theoretical
advancement of brand trust repair and offer empirical support for companies in optimising their apology strategies to
improve consumer trust repair.

The structure of the present study is arranged as follows: First, a review is provided of the Stereotype Content Model
and its role in brand trust repair, along with the current state of research on each core variable. Second, a description is
given of the research methodology, including variable measurement, sample selection, and data analysis techniques.
Third, an analysis is provided of the empirical results, as well as the tested research hypotheses. Fourth, a discussion is
presented on the study’s findings, followed by relevant conclusions. Fifth, a summary is provided of the theoretical
contributions and managerial implications of the study. Finally, the study’s limitations are outlined, and directions for
future research are proposed.

2. Literature Review and Hypotheses Development
2.1. Apology

An apology is a primary means by which an offender explains misconduct across diverse cultures, willingly
acknowledging their wrongdoing and expressing remorse and empathy toward the victim, sometimes accompanied by
a promise of restitution [31, 32]. This form of response, referred to as a full apology [33, 34], represents a repair
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behaviour that not only conveys regret but also actively assumes responsibility, serving as an essential prerequisite for
forgiveness [35]. An apology is not merely a single expression of regret; instead, a multi-component apology is more
effective than one composed of a single element [12, 36]. Scholars from various nations have reached a consensus on
the three crucial components of an apology-expressing empathy, acknowledging the violated norms, and offering
restitution [19]. From the perspectives of socio-emotion and personal cognition, when a crisis occurs, it is crucial for
corporations to express regret and demonstrate sympathy by conveying warmth and empathy towards the victims. Some
scholars argue that such actions, grounded in management theory, can effectively mitigate conflicts and contribute to
resolving the crisis [37]. Acknowledgement of violated norms is a critical component of an apology, as it extends the
scope of the apology to a broader audience. Behavioural norms, which are pervasive in both organisational and
interpersonal contexts, are widely recognised and valued by social groups [19]. Corporate compensation is also a key
component of an apology strategy [38, 39]. Such compensation may be in the form of material rewards or psychological
gratification [19].

When presented with an apology, victims are likely to perceive the offender’s sincerity, benevolence, and
responsibility, appreciating the corporation’s proactive efforts to repair its relationship with consumers following a crisis
caused by misconduct. This approach facilitates customer forgiveness, thereby laying a solid foundation for the repair
of trust [12].

2.2. Brand Trust Repair and Apology

Consumer brand trust refers to the willingness of consumers to endorse a brand based on positive expectations about
the brand's intentions and its ability to fulfil commitments, especially when facing brand-related risks or uncertain
consumer environments [40]. During a brand crisis, the key to repairing consumer trust lies in the consumers' belief that
the corporate brand prioritises their welfare and provides meaningful benefits [41]. Despite significant efforts by
corporations to earn consumer trust, trust violations frequently occur. Such violations occur when consumers perceive
a discrepancy between the corporation's intentions and actions and their own expectations, leading to a sense that their
interests have been harmed, resulting in a trust violation by the consumers [42, 43]. This is because the corporation's
actions fail to meet consumer expectations or are inconsistent with the values held by consumers [44]. In the commercial
relationship between corporations and consumers, trust violation refers to the breach of the psychological contract that
underpins their mutual expectations and understanding [45, 46]. This can trigger negative responses in consumers’
cognition, emotions, and behaviour—such as anger, confusion, and other negative emotions—ultimately leading to a
decline in trust levels [47, 48]. The occurrence of trust violations can impose substantial economic and social costs on
corporations [49]. As a result, studies examining the impact of trust violations on consumer trust often explore the
concept of trust repair [50, 51], making trust repair an urgent issue for corporations to address [50].

Trust repair refers to the process of repairing and rebuilding trust after it has been damaged through a series of targeted
measures [52]. This process is relevant in various relational contexts, including interpersonal relationships, corporate-
consumer interactions, and even trust dynamics between individuals and artificial intelligence [52]. Consumer trust
repair can be understood as the proactive crisis response behaviour adopted by a corporation to restore consumers' trust,
following a credibility crisis. This is predicated on the fact that harm to consumer trust has already been caused by the
corporation's negative actions [53].

A trust repair strategy refers to a series of steps and mechanisms implemented within inter-organisational networks
to repair compromised trust relationships [54]. An apology is one of the most extensively studied and widely recognised
strategies for trust repair, serving as a key mechanism to repair trust after violations occur [42, 55, 56]. Research confirms
that apologies are highly effective for trust repair [57, 58], and they act as an essential component of corporate crisis
management, positively influencing customer trust and satisfaction [59]. Empirical evidence consistently supports the
constructive role of apologies in rebuilding trust [60, 61], and numerous studies have demonstrated that apologies are
significantly more effective than other trust repair strategies [50, 62]. In the context of societal dilemmas, apologies play
a critical role in re-establishing cooperative relationships. While acknowledging fault, expressing regret, and providing
assurances to prevent future misconduct, apologies help alleviate public concerns about corporate behaviour, ultimately
enhancing brand trust [50]. Additionally, studies suggest that apologies are particularly effective in repairing consumer
trust in corporations, compared to their application in governmental contexts [63].

For an apology to effectively repair trust, it should incorporate multiple components, such as acknowledgement of
violated norms, a commitment to restitution, and expressions of understanding and empathy towards victims [19, 64].
Incorporating these multi-dimensional components into an apology has been shown to significantly enhance its
effectiveness [32, 36, 65]. Thus, the following hypothesis was proposed:

H1: Apologies positively influence the repair of brand trust.
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2.3. Warmth and Competence of Stereotype Content Model (SCM)

The SCM is a binary system based on warmth and competence [66], which are widely used to assess individuals,
groups, and various entities, shaping attitudes and guiding behavioural tendencies [29, 30, 67]. According to SCM
theory, warmth encompasses traits such as sociability, friendliness, caring, and sincerity, while competence includes
attributes such as skill, efficiency, instrumentality, and knowledge. Initially developed within the domain of social
cognition to examine individuals and groups, the SCM has since been extended to various other fields, including product
packaging and texture [68], advertising strategies [69], interpersonal strategies [70, 71], brand heritage [72] and virtual
anchor appearance [73]. Studies have demonstrated that consumers’ perceptions of warmth and competence in these
contexts effectively predict their brand evaluations and behavioural intentions, highlighting the model’s relevance in
understanding consumer decision-making and brand-related judgments.

Warmth and competence are also applicable to the study of brand perception, as the SCM provides a structured
framework to explain how consumers form brand perceptions through the two core social cognitive dimensions of
warmth and competence [30, 74]. Warmth reflects consumers’ perceptions of a brand’s good intentions,
encompassing attributes such as sincerity, empathy, and ethical responsibility, while competence refers to a brand’s
ability to fulfill these intentions through professionalism, efficiency, and problem-solving capability [74]. Warmth
and competence have been independently and well validated as predictors of consumers’ brand perceptions and
purchase intentions [75-77].

In addition, the SCM has been applied to the analysis of the relationship between firms (or brands) and consumers.
Research suggests that consumers tend to expect highly competent firms to exhibit strong crisis management capabilities
and deliver effective solutions. At the same time, brands that evoke emotional resonance with consumers are more likely
to be forgiven following a crisis and to develop stronger, more trustworthy relationships [78].

Emotional repair is a fundamental component of apology strategy aimed at repairing brand trust [16]. Expressing
empathy is a vital element of an apology, as perceived empathy directly correlates with warmth [79]. Research
indicates that apologies can enhance individuals’ perceptions of warmth-related traits [70]. Further, the expression of
sentiments such as understanding, empathy, remorse, and guilt through an apology is perceived by individuals (e.g.,
consumers) as indicative of sincerity, approachability, and a moral sense-all of which embody the essence of warmth
[80-82]. These empathetic sentiments conveyed through an apology align closely with the concept of perceived
warmth, suggesting that corporate apologies can significantly enhance consumer perceptions of warmth [83]. This, in
turn, effectively mitigates consumers’ negative sentiments and improves their impressions of the corporation in the
aftermath of a crisis.

Scholars have also shown that apologies enhance perceptions of traits associated with competence [70]. Perkins
et al. [84] highlight that when a trust violation occurs, an internal attribution apology-where the apologiser takes
personal responsibility without blaming others-leads to higher perceived competence. An effective apology
strategy should go beyond expressing empathy to include acknowledging mistakes and offering restitution.
Functional repair is another critical element in an apology strategy for repairing brand trust [16]. This includes a
corporation’s courageous acknowledgement of errors, willingness to assume responsibility, commitment to
measures preventing similar crises, and, when necessary, the provision of compensation. Such functional repair
enables consumers to perceive a corporation’s capacity for accountability. At the same time, providing
compensation signals the corporation’s operational strength, as economic compensation demonstrates substantial
financial resources [12, 16].

As a result, during crisis management, an apology strategy aimed at repairing trust enhances consumers’ confidence
in the corporation’s warmth and competence. These qualities form the core of consumer forgiveness and serve as the
foundation for the ultimate repair of trust [85]. As such, the following hypotheses were proposed:

H2: Apologies positively impact consumer perceived warmth.
H3: Apologies positively impact consumer perceived competence.

The SCM theory underscores the importance of simultaneously considering perceived warmth and competence,
as these dimensions are central to evaluating consumer brand trust in corporations [69, 86]. Research indicates that
perceived warmth and competence significantly influence consumer behaviour, with higher levels of these
perceptions yielding positive outcomes that are crucial for fostering trust [75, 87]. Scholars have demonstrated that
consumer brand trust is strongly shaped by perceptions of warmth and competence. A brand perceived as warm is
more likely to be viewed as honest and benevolent, aligning with the warmth dimension, which in turn enhances
consumer confidence in its positive attributes [88]. Similarly, perceived competence, which reflects a brand’s ability
to fulfill its obligations, is a critical factor in shaping brand trust [89, 90]. These dimensions are vital for building
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and sustaining consumer trust in a brand. A higher level of perceived competence tends to create more favourable
conditions for the corporation, such as increased trust in the corporate brand [91, 92]. Therefore, the following
hypotheses were proposed:

H4: Perceived warmth positively impacts brand trust.
H5: Perceived competence positively impacts brand trust.

Under the theoretical framework of SCM, perceived warmth and perceived competence serve as parallel mediators
in the relationship between corporate apology and brand trust. When a corporation apologises, it expresses emotions
such as regret and empathy, evoking a sense of warmth in consumers, which fosters a willingness to forgive [83]. Since
trust repair is often grounded in forgiveness [12], perceived warmth plays a mediating role in this context, as confirmed
by Imai [93]. At the same time, consumers recognise the corporation’s willingness to assume responsibility and its
economic strength when it acknowledges the violation of norms and offers compensation, thus demonstrating its
capabilities. This aligns with Choi et al., who argued that apologies that attribute responsibility to internal factors reflect
the apologiser’s willingness to take responsibility for their shortcomings or mistakes, and their commitment to
improvement, which in turn enhances perceptions of competence [94].

In summary, an apology strengthens brand trust by enhancing perceptions of both warmth and competence, as
supported by H1/H2/H3 and H4/H5, confirming that apologies positively and directly impact brand trust repair.
Therefore, the following hypotheses were proposed:

H6: Perceived warmth plays a partial mediating effect on the apology and brand trust.
H7: Perceived competence plays a partial mediating effect on the apology and brand trust.

Based on the above theoretical analysis and research hypotheses, a conceptual model was developed, as shown in
Figure 1. This model reflects the research objectives of the present study, with the aim of exploring, which aim to explore
the mechanisms by which corporate apology repairs brand trust from the perspective of consumer perception.

Heé H7

Perceived Perceived
warmth competence

Apology
pOiogy Brand trust

H1

Empatly

Brand reliability

Compensation ] .
Brand integrity

Acknowledgment

Figure 1. Conceptual Model

3. Research Methods

From the outset, the aim of the study was to establish a comprehensive understanding of the broader context of brand
crises and to critically evaluate the existing body of research on apology strategies for brand trust repair, with the
objective of identifying research gaps. Accordingly, the SCM was employed as the theoretical framework, and insights
from prior literature on key constructs such as corporate apology, perceived warmth, perceived competence, and brand
trust were synthesised. Based on this foundation, seven research hypotheses were formulated. Subsequently, empirical
data were collected from consumers of new energy vehicles through a structured questionnaire survey. The collected
data were analysed using SPSS and AMOS software to test the proposed hypotheses. The results were systematically
examined, followed by an interpretation of the findings and the derivation of conclusions. Finally, the broader
implications of these findings in the context of crisis response strategies and corporate practice were explored. A
comprehensive flowchart outlining the research methodology is presented in Figure 2.
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Figure 2. Research Methodology Flowchart

3.1. Measures

In the present study, cross-sectional empirical data was collected via questionnaire surveys, where participants were
first provided with an introduction and background information before completing the survey. Following the
recommendations of Dahlén & Lange [95], a moderate-level brand crisis was adopted as the background scenario for
the survey. This aligns with real-world crisis cases, which are typically not extreme. Additionally, the crisis response
company was assumed to be a well-known firm in China's new energy vehicle market, thereby ensuring that respondents
shared a relatively consistent level of brand awareness, reducing potential biases caused by differences in brand
perception. The questionnaire assessed variables including apology, perceived warmth, perceived competence, brand
trust, and demographic details such as age, gender, income, and education. In the context of a brand crisis, an apology
was regarded as a corporation’s expression of empathy and provision of an explanation for the error, acknowledging
responsibility and offering reparations to consumers [65, 96]. The measurement of apology was adapted from the scale
developed by Fehr & Gelfand [19], which encompasses three dimensions: empathy, compensation, and
acknowledgement, comprising a total of thirteen items. Perceived warmth, as outlined by Fiske et al. [29], refers to the
benevolent intentions consumers attribute to a brand following an apology strategy, and this was measured using the
established five-item scale developed by Fiske et al. [29].

Perceived competence, reflecting consumers’ evaluations of the brand’s ability to fulfil its stated intentions after
issuing an apology, was also assessed using the same five-item scale. Brand trust, as defined in this study, pertains to
consumers’ willingness to endorse a brand based on their positive expectations regarding the brand’s intentions and its
ability to meet its commitments, particularly during a crisis, aligning with insights from previous scholars [40, 96].
Brand trust was measured using the two-dimensional scale developed by scholars Gurviez & Korchia [97], comprising
atotal of eight items. The first dimension was brand reliability, which pertained to the brand's commitment and capability
to meet consumer needs. The second dimension was brand integrity, characterised by key elements such as consistency,
honesty, and ethical responsibility. Minor adaptations were made to the measurement scale to enhance its relevance to
the objectives of the present study. The o value of all maturity scales was over 0.7, indicating a high level of reliability
for scales [98]. The measurement items in the questionnaire were rated using a 7-point Likert scale (1 = strongly disagree,
7 = strongly agree, and so on). However, this approach presented challenges, as the scales were originally developed in
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English literature, whereas the survey targeted Chinese consumers. To address this issue, the study adhered to Brislin’s
recommendation [99], employing a rigorous process of translation and back-translation to ensure the accurate
conveyance of the original intent of the scale designers.

3.2. Sample and Data Collection

China is the world's largest consumer market and the leading producer and distributor of new energy vehicles, with
the highest global rankings in production, sales volume, and consumer base. The present study was conducted in China,
the largest market for new energy vehicles, to generate insights applicable to the industry in other countries. Data were
collected from consumers in Shanghai, Shenzhen, and Beijing, selected based on three key considerations. First, as of
2023, these cities had the highest number of new energy vehicle consumers in China [100], ensuring that the study
encompassed the primary consumer demographic and enhanced external validity. Second, these cities are located in
economically advanced regions and serve as the core market for the new energy vehicle industry, standardised by a
substantial concentration of consumers with high purchasing power, making them representative of national
consumption trends and brand preferences. Third, Shanghai, Shenzhen, and Beijing were among the earliest adopters of
new energy vehicles in China, benefiting from favourable policies and high consumer acceptance, making them ideal
for examining consumer trust repair mechanisms with significant implications for the industry. Although data collection
was limited to these three cities, their geographic distribution—Shanghai in the east, Shenzhen in the south, and Beijing
in the north—ensures representation of diverse consumer groups across China. This selection provided a more
comprehensive reflection of national consumer behaviour, enhancing the representativeness of the sample and
improving the applicability of the findings within the Chinese market.

The research population for the study consisted of electric vehicle consumers in Shanghai, Shenzhen, and Beijing,
with a total of 3,229,396 consumers in these cities (2023 data). The sample size was determined using the Yamane
formula [101], which balances research precision and sample size. With a confidence level of 95% and a margin of
error of 5%, the minimum required sample size was 400 participants. The convenience sampling method was utilised
to distribute questionnaires to consumers of new energy vehicles in Shanghai, Shenzhen, and Beijing. Respondents
in the survey were considered to belong to approximately homogeneous units. To facilitate participation, survey links
or QR codes were disseminated via instant messaging platforms such as QQ and WeChat, ensuring that all
questionnaires were completed anonymously and with appropriate compensation. The distribution of questionnaires
was carried out through three main channels. First, questionnaires were distributed at exclusive stores for new energy
vehicles in Shanghai, Beijing, and Shenzhen. These stores were selected as they directly connected with potential
buyers and those requiring after-sales services, making them hubs where the target population was highly
concentrated. Additionally, store staff were able to assist with questionnaire distribution. Second, the author joined
online social media groups for new energy vehicle owners in these cities, typically hosted on QQ or WeChat.
Members of these groups, primarily purchasers and users of new energy vehicles, were invited to participate by
accessing the survey through links or QR codes. Third, the author enlisted the help of friends, classmates, and
relatives residing in the three cities to distribute the questionnaire via QQ or WeChat Moments, encouraging
individuals who had purchased or used new energy vehicles to complete it. This approach leveraged established trust
to facilitate the collection of data from eligible respondents.

Following the method recommended by Oppenheimer [102], a single trap question was included at the end of each
questionnaire to assess the attentiveness of respondents; any incorrect response to this question rendered the
questionnaire invalid. Additionally, a quality check for multivariate outliers was conducted in accordance with the
guidelines of Tabachnick [103], and questionnaires completed in less than two minutes were excluded from the dataset.
Ultimately, 502 respondents participated in the survey, and 436 questionnaires were collected, yielding a response rate
of 87%. After screening, 412 valid questionnaires were retained, resulting in an effective response rate of 82%. Of these,
249 were completed by male respondents and 163 by female respondents. Approximately 35% of the respondents were
aged below 35, while the remaining were aged 35 or older.

3.3. Common Method Bias (CMB)

Cross-sectional data was collected, with the questionnaire survey serving as the sole data source. To ensure the
internal validity of the research findings, the widely used Harman single-factor method was employed to test for common
method bias [104]. The results, presented in Table 1, indicate that there were seven factors with eigenvalues exceeding
1. The initial variance explained by the largest factor was 27.516%, below the critical threshold of 50%. Consequently,
the results suggest that the study was not significantly affected by common method bias.
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Table 1. Harman’s Single-Factor Test

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Component
Total % of Variance Cumulative %  Total % of Variance Cumulative%  Total % of Variance Cumulative %
1 8.530 27.516 27.516 8.530 27.516 27.516 3514 11.336 11.336
2 3.992 12.878 40.39%4 3.992 12.878 40.394 3.388 10.928 22.264
3 3.077 9.925 50.319 3.077 9.925 50.319 3.363 10.850 33.114
4 2.335 7531 57.850 2.335 7531 57.850 3.053 9.847 42.961
5 1.531 4.938 62.788 1531 4.938 62.788 2.985 9.628 52.589
6 1.379 4.448 67.236 1.379 4.448 67.236 2811 9.066 61.655
7 1.035 3.339 70.576 1.035 3.339 70.576 2.765 8.920 70.576
8 .627 2.024 72.599
9 .594 1.917 74516
10 573 1.848 76.364
11 .529 1.707 78.071
12 485 1.565 79.636
13 468 1.510 81.146
14 463 1.493 82.639
15 .450 1.452 84.091
16 434 1.400 85.491
17 405 1.306 86.797
18 .389 1.253 88.050
19 379 1.223 89.273
20 .369 1.189 90.463
21 .360 1.162 91.624
22 .328 1.059 92.684
23 .307 .990 93.674
24 .302 974 94.648
25 278 .896 95.544
26 274 .884 96.428
27 .252 .813 97.241
28 .248 .801 98.042
29 219 .708 98.750
30 .203 .654 99.404
31 .185 .596 100.000

Extraction Method: Principal Component Analysis.

4. Empirical Analysis and Results
4.1. Reliability and Validity

Guided by the practice of Anderson & Gerbing [105], a two-step approach was employed to examine the reliability
and validity of the variables.

Firstly, according to the analysis results in Table 2, the Cronbach’s o values for all variables exceeded the widely
accepted threshold of 0.7, demonstrating strong internal consistency, and the Composite Reliability (CR) values
surpassed the critical threshold of 0.7, further confirming the reliability of the measurement model. Secondly, all factor
loadings were greater than 0.5, and the Average Variance Extracted (AVE) values exceeded 0.5, signifying good
convergent validity of each variable [106]. The findings confirm that all items effectively supported the convergent
validity of the measurement model. Overall, the results provide robust empirical support for the reliability and validity
of the measurement variables, ensuring the appropriateness of the scales used in the study.
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Table 2. Results of Reliability and Convergent Validity Analysis

Construct Dimension Items Cronbach’s a Standardised Factor loading CR AVE
EP1 0.730
EP2 0.719
Apology Empathy EP3 0.859 0.769 0.860 0.551
EP4 0.754
EP5 0.737
AK1 0.846
AK2 0.819
Acknowledgement 0.911 0.911 0.719
AK3 0.852
AK4 0.874
CP1 0.836
CP2 0.829
Compensation 0.902 0.903 0.699
CP3 0.843
CP4 0.835
PW1 0.769
PW2 0.781
Perceived warmth PW3 0.887 0.770 0.940 0.612
PW4 0.778
PW5 0.812
PC1 0.638
pPC2 0.766
Perceived competence PC3 0.869 0.797 0.871 0.576
PC4 0.815
PC5 0.767
BR1 0.867
Brand trust Brand reliability BR2 0.867 0839 0.867 0.620
BR3 0.867
BR4 0.839
BIl 0.867
Brand integrity Bl 0.838 0839 0.839 0.566
BI3 0.867
Bl4 0.839
Note: N=412

Further, to evaluate discriminant validity of variables, the Fornell-Larcker criterion was applied [106]. As presented
in Table 3, the square roots of each variable’s AVE values all exceeded 0.6 and was consistently higher than its
correlation coefficients with other variables, indicating a low degree of inter-construct correlation. Meanwhile, each
variable independently accounted for the variances of its respective measurement indicators [107], confirming its
empirical distinctiveness from other variables and demonstrating that the measurement indicators exhibit satisfactory
discriminant validity. Consequently, the discriminant validity of the model was empirically supported, further
reinforcing the robustness of the measurement instrument.

Table 3. Correlation analysis and discriminant validity

Variables EP AK cP PW PC BR BI
EP (0.742)

AK 0601  (0.848)

cp 0540 0579  (0.836)

PW 0184 0312 0369 (0.782)

PC 015 0124 0339 0364 (0.76)

BR 0293 0248 0282 0291 0281 (0.787)

BI 0214 0127 0258 0279 0266 0724 (0.752)
Mean 355 407 415 421 413 413 415

Std. Deviation 1.68 1.96 1.96 1.83 1.73 1.55 1.79

Note: The values within the brackets along the diagonal represent the square root of the AVE.
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4.2. Structural Equation Modelling Analysis and Hypothesis Testing

AMOS 23 was used to conduct structural equation modelling (SEM) to further validate the repair effect of corporate
apology on brand trust. The structural equation model is illustrated in Figure 3.
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Figure 3. Structural Equation Modelling

4.2.1. Model Test of Goodness for Fit

Firstly, the goodness of fit of the established model was tested to assess the validity of the model assumptions,
facilitating subsequent hypothesis testing. Several key goodness-of-fit indicators, as shown in Table 4, were evaluated
to determine whether the model met the recommended standards. The results indicate that the goodness-of-fit metrics
obtained from the software operation were as follows: The CMIN/DF value of 1.604 (<5.0) indicates a strong alignment
between the hypothetical model and the actual data, confirming a good model fit. Additionally, the goodness-of-fit index
(GFI =0.957), Tucker-Lewis index (TLI = 0.976), and comparative fit index (CFI = 0.981) exceeded the recommended
threshold of 0.9, demonstrating that the model structure possesses high explanatory power and robustness. Further, the
root mean square error of approximation (RMSEA = 0.038) and standardised root mean square residual (SRMR =
0.0758) remained below the 0.08 threshold, indicating low residual error and a reliable representation of the observed
data. These values align with the fit criteria proposed by Hu & Bentler [108], confirming that the model exhibited strong
overall goodness of fit.

Table 4. Goodness-of-Fit for Structural Equation Modelling

Fitness Index  Critical Value  Test Data of First-order  Fitness Judgement

CMIN/DF <5 1.604 Yes
GFI >0.8 0.957 Yes
TLI >0.9 0.976 Yes
CFlI >0.9 0.981 Yes

RMSEA <0.08 0.038 Yes
SRMR <0.08 0.0758 Yes

Together, the results confirm that the model was able to adequately represent the observed empirical data, ensuring
that subsequent hypothesis tests were conducted within a statistically valid and well-fitting framework, enhancing the
reliability of subsequent hypothesis tests, and providing a solid empirical foundation for subsequent findings.
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4.2.2. Direct Effects Analysis

The causal relationships among variables were analysed using parameter estimates provided by the AMOS
software to test the validity of the hypotheses. The results, as summarised in Table 5, provide strong empirical support
for the proposed hypotheses. The findings confirm that corporate apology has a significant positive effect on brand
trust (B = 0.276, t = 3.574, P < 0.05), thereby confirming H1. This suggests that corporate apologies play a crucial
role in repairing brand trust, highlighting the significance of a corporation’s strategic response to crises. Additionally,
corporate apology significantly enhances both consumer perceived warmth (PW) (B = 0.490,t=6.618, p <0.001) and
consumer perceived competence (PC) (= 0.359, t =5.087, p <0.001), supporting H2 and H3. These findings align
with the Stereotype Content Model (SCM), which suggests that individuals evaluate corporate apology strategies
based on two fundamental social dimensions: perceived warmth (expressing empathy and care) and perceived
competence (acknowledging violation of norms and committing to compensation). Further, increases in consumer
perceived warmth significantly enhanced brand trust ( = 0.141, t =2.483, P < 0.05), and improvements in consumer
perceived competence similarly resulted in a significant boost to brand trust (B = 0.166, t = 3.010, P < 0.05), thus
validating H4 and H5. This suggests that both affective perception factors and competence perception factors had a
positive effect on brand trust repair.

Table 5. Variable Path Coefficients

Hypotheses Path BETA SE t P Support
H1 AP—BT 0.276  0.077 3.574 el Yes
H2 AP—PW 0490 0.074 6.618 falalel Yes
H3 AP—PC 0359 0.071 5.087 falalel Yes
H4 PW—BT 0.141 0.057 2483 0.013* Yes
H5 PC—»BT 0.166 0.055 3.010 0.003** Yes

Notes: (1) N = 312. (2) *p <.05.**p < .01.***p < .001.

Overall, the results of the direct effect analysis support the theoretical framework of this study, indicating that
corporate apology enhanced brand trust both directly and indirectly through the mediating pathways of perceived
warmth and perceived competence. These findings establish a basis for subsequent mediation analysis to further
investigate the underlying mechanisms of trust repair.

4.2.3. Mediating Effect Analysis

To assess the mediating roles of perceived warmth (PW) and perceived competence (PC) in the relationship between
corporate apology (AP) and brand trust (BT), SEM with bootstrapping was employed. The Bootstrap method [109] was
employed to estimate the confidence intervals of each coefficient, ensuring the robustness of the mediation analysis and
assessing the mediating roles of perceived warmth and perceived competence in the relationship between corporate
apology and brand trust. The results, presented in Table 6, indicate that the total effect of corporate apology on brand
trust was 0.404, with a 95% confidence interval of (0.258, 0.556), which does not included 0 , confirming a significant
overall relationship. The direct effect of corporate apology on brand trust was 0.276, with a 95% confidence interval of
(0.106, 0.445), which does not included 0, indicating that corporate apology has a substantial direct impact on brand
trust, accounting for 68.3% of the total effect. Regarding perceived warmth, the indirect effect of corporate apology on
brand trust was 0.069, with a 95% confidence interval of (0.01, 0.136), also excluding 0, suggesting that perceived
warmth partially mediates the relationship, thereby supporting H6. This finding implies that corporate apologies not
only directly enhance brand trust but also shape consumers’ perceptions of warmth, which is further strengthened when
companies express empathy and care toward victims during a crisis. Similarly, the indirect effect of perceived
competence in the relationship between corporate apology and brand trust was 0.06, with a 95% confidence interval of
(0.022, 0.115), which also excluded 0, indicating that perceived competence serves as a partial mediator, thus supporting
H7. This suggests that corporate apologies contribute to trust repair by reinforcing perceptions of competence, as
acknowledging norm violations and committing to compensatory actions enhance consumer trust.

Table 6. Mediating Effect Results (N=412)

Path Effect type  Effect SE BootLLCI BootULCI Relative effect
AP—BT Total 0.404 0.075 0.258 0.556 100%
AP—BT Direct 0.276  0.086 0.106 0.445 68.3%

AP—PW—BT Indirect 0.069 0.031 0.010 0.136 17.1%
AP—PC—BT Indirect 0.060 0.023 0.022 0.115 14.9%
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The findings underscore the pivotal roles of perceived warmth and perceived competence in the process of brand
trust repair, aligning with the core principles of the SCM applied in the present study. According to the SCM, brands in
crisis influence consumer trust repair through two fundamental dimensions: perceived warmth, which fosters emotion-
based trust through expressions of empathy and care, and perceived competence, which drives responsibility-based trust
through accountability and commitments to compensation. While direct effects account for the majority of trust repair
(68.3%), indirect effects via perceived warmth (17.1%) and perceived competence (14.9%) further reinforce the process.
Within the SCM framework, trust repair follows a dual-pathway mechanism rooted in individual psychological
perception, wherein consumers assess corporate apologies based on their perceptions of warmth and competence.

Referring to Chin et al., the reliability of the results had to be further confirmed [110]. In the present study,
hierarchical regression was used to test the mediating effect. The results, as shown in Table 7, indicate that even after
controlling for variables such as gender, age, education, and income, the direction and significance of the mediated
relationships remained consistent. The findings suggest that the mediation effect of corporate apologies on brand trust
through perceived warmth and perceived competence was robust. Moreover, the increase in R? values after incorporating
the mediators demonstrated an improvement in the model’s explanatory power, reinforcing the reliability and validity
of the mediation analysis. This result is consistent with the bootstrap method findings, providing additional empirical
support for the robustness of the mediation effects. The convergence of results across multiple statistical techniques
enhanced the credibility of the study’s conclusions and strengthened their generalisability to broader contexts.

Table 7. Robustness Analysis Results of Mediating Effects

BT PW BT PC BT
AP 0.281***(5.907)  0.308***(6.512) 0.217***(4.433) 0.229%**(4.746)  0.232***(4.852)
PW 0.208***(4.241)

PC 0.216***(4.505)
Gender 0.033(0.675)  -0.008(-0.172)  0.034(0.725) 0.06(1.236) 0.02(0.414)
Age -0.037(-0.766)  -0.058(-1.217)  -0.025(-0.525)  -0.014(-0.28)  -0.034(-0.721)
Education  0.048(1.008)  -0.033(-0.695)  0.055(1.174)  -0.003(-0.062) 0.049(1.045)
Income 0.016(0.326) 0.002(0.032) 0.015(0.326) -0.08(-1.644) 0.033(0.699)
R2 0.086 0.099 0.125 0.063 0.130
p 0.000 0.000 0.000 0.000 0.000

5. Discussion and Conclusion
5.1. Discussion

The findings of this study indicate that corporate apologies have a significant positive impact on brand trust,
supporting their effectiveness as a trust repair strategy [9, 10, 11, 61]. This result is consistent with previous studies [25,
111], which suggest that apologies not only mitigate consumers' negative emotions but also enhance their confidence in
the brand’s future performance. Notably, consumer trust in a brand is not a static evaluation [112]; rather, it is influenced
by both the attitude conveyed in an apology and the subsequent remedial actions taken by the company. A mere verbal
apology is insufficient—effective trust repair requires a comprehensive approach that integrates concrete actions such
as commitments to improvement, transparent crisis management, and financial compensation [19, 64]. These corrective
measures are essential to repairing consumer trust and reinforcing the credibility of the apology.

In addition, it was found that corporate apologies significantly enhance consumers’ perceived warmth and perceived
competence; the result validates previous studies [70, 83]. The increase in perceived warmth in the context of brand
crisis suggests that brands are effective in mitigating consumer emotional conflict by conveying goodwill and empathy
through apologies. This result supports Huang & Wilkinson's [112] assertion that corporate apologies play a crucial role
in reducing consumer hostility. Furthermore, the observed increase in perceived competence suggests that consumers
assess a brand’s financial strength and crisis management capabilities when evaluating its response to a crisis. According
to Albogami, expertise and authenticity enhance consumer confidence in a brand’s competence [113], a perspective that
aligns with the findings of the present study. Specifically, firms that accompany their apologies with demonstrable
problem-solving capabilities, such as commitments to improvement and financial compensation, are more effective in
repairing brand trust [12]. This highlights the importance of not only issuing an apology but also reinforcing it with
tangible actions that signal accountability and a commitment to rectifying the situation.

The present results also indicate that both perceived warmth and perceived competence had a significant positive
effect on the repair of brand trust. This result is consistent with the studies confirming the applicability of SCM in brand
trust repair [30, 88]. However, the effects of perceived warmth and perceived competence on trust are not always
simultaneously significant, as their influence may vary depending on specific conditions or relational contexts [114,
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115]. This indicates that in brand crisis management, companies should tailor their response strategies based on
contextual factors to optimise trust repair while minimising costs. By strategically emphasising either warmth or
competence, depending on consumer expectations and the nature of the crisis, brands can implement more effective and
resource-efficient recovery measures.

Further research revealed that perceived warmth and perceived competence play a significant partial mediating role
in the relationship between corporate apology and brand trust. This finding suggests that the trust-repairing effects of
corporate apologies are not solely driven by direct influence; rather, a substantial portion of trust repair depends on
consumers’ psychological perceptions, specifically, whether the apology enhances their perception of the brand’s
warmth and competence. A corporate apology fosters an emotional connection between the brand and consumers
through emotional resonance while also reinforcing the brand’s competence by demonstrating economic strength or a
commitment to responsibility. As a result, apologies contribute to trust repair through two complementary mechanisms:
they elicit consumer forgiveness by enhancing perceived warmth [83] and simultaneously strengthen trust by reinforcing
the brand’s perceived ability to address the issue [16, 12]. This dual-pathway mechanism underscores the importance of
a balanced apology strategy. Firms can maximise brand trust repair by simultaneously enhancing consumers' perceptions
of warmth and competence when formulating their apology responses, ensuring both emotional reassurance and
confidence in the brand’s ability to resolve crises effectively.

Overall, the present study not only verifies the effectiveness of apology as a trust repair strategy but also provides
a more systematic theoretical explanation through the SCM, revealing how apology affects the repair of brand trust
through the psychological cognitive mechanism of consumers. This finding holds significant practical implications
for brand crisis management, indicating that companies should adopt a dual-faceted approach to trust repair.
Specifically, organisations must not only address consumers’ emotional needs by demonstrating empathy and
sincerity during the apology process but also reinforce consumer confidence in the brand by showcasing their
competence and commitment to corrective actions. By integrating emotional reassurance with tangible demonstrations
of accountability, such as transparent crisis resolution, strategic improvements, and compensation measures,
companies can develop a more effective and comprehensive trust repair strategy, ultimately fostering stronger
consumer trust and brand resilience.

5.2. Conclusion

This study develops and validates a theoretical model of corporate apology in relation to the repairing of brand trust,
grounded in the Stereotype Content Model (SCM). Employing quantitative research methods, the present study explores
how consumers assess corporate apologies through perceived warmth and perceived competence in brand crisis contexts
and further examines their impact on the repairing of brand trust. The findings indicate that corporate apologies not only
directly enhance brand trust but also contribute indirectly to trust repair by enhancing consumers’ perceptions of warmth
and competence towards the brand. Specifically, corporate apologies significantly improve consumers’ perceptions of
warmth—characterised by empathy, care, and understanding—as well as their perceptions of competence, demonstrated
through accountability and commitment to compensation. The result suggests that an apology in crisis management
functions not merely as a means of emotional appeasement but also as a trust-repairing mechanism that integrates
elements of competence, allowing corporations to repair brand trust on both emotional and rational levels.

Moreover, this study reveals that perceived warmth and perceived competence play a partially mediating role between
corporate apology and brand trust, thereby reinforcing the dual-path mechanism of trust repair within the SCM
theoretical framework. The trust repair driven by perceived warmth underscores the importance for brands to convey
emotional resonance during crisis management. In contrast, the trust repair driven by perceived competence indicates
that consumers are concerned not only with a brand’s crisis attitude but also with its capability to effectively address the
crisis. This study is expected to offer a valuable framework for future research in the domain of brand crisis management
and serve as a useful reference for corporations in formulating their crisis response strategies.

6. Implications
6.1. Theoretical Implications

Previous studies have mainly focused on the constraint mechanisms for distrust and demonstration mechanisms
for trust, with less attention paid to the internal psychological evaluation mechanisms of consumers during the trust
repair. In contrast, a novel perspective was introduced in the present study, which extends the research on trust
repair mechanisms. To be specific, grounded in SCM, a dual-dimensional pathway was proposed for trust repair:
warmth and competence. This indicated that consumers assessed corporate apologies both emotionally and
rationally and further suggested that trust repair is not a singular, pathway-dependent process but rather a
multidimensional psychological and cognitive process. Clearly, consumer personal perception emerged as a novel
perspective in the present study, enriching existing research and providing a fresh interpretative framework for
understanding trust repair.

107



Journal of Human, Earth, and Future Vol. 6, No. 1, March, 2025

In addition, based on SCM theory, warmth and competence were introduced as mediating variables into the research
model. Originally applied in social psychology, SCM theory has since been widely adopted in marketing; however, its
application in the development of crisis response strategies has been limited. In the present study, these two variables
were used to evaluate corporate apology strategies, with warmth and competence conceptualised as the consumer's
perceived warmth and perceived competence of the brand following the corporate apology. This approach revealed the
cognitive response mechanisms of consumers during brand crises. In conclusion, the repair of consumer brand trust is
not solely influenced by the corporate apology itself but also by the warmth and competence embedded within the
apology. This finding further extends the application of SCM theory in consumer behaviour, demonstrating that the
model is relevant for exploring interpersonal relationships and effectively explaining the trust repair process between
corporate brands and consumers.

6.2. Managerial Implications

The findings of the present study reveal a positive impact on corporate management. Firstly, in the event of a brand
crisis, brand trust repair is significantly and positively correlated with customer perceptions of warmth and competence.
Consequently, firms should prioritise refining their apology strategies to enhance consumers' perceptions of corporate
warmth and competence. Warmth can be understood as the firm’s expression of understanding and care towards
consumers, such as showing empathy, which is deeply reassuring for consumers who value emotional experiences. In
contrast, competence reflects the firm’s ability and efficiency in addressing the trust crisis, such as making commitments
or offering compensation. Corporate competence assures consumers, particularly those who place high value on the
resolution of practical issues, that the firm is capable of effectively addressing their concerns and safeguarding their
interests. In light of such findings, corporate leaders are advised to strengthen the emotional elements of an apology to
demonstrate sincerity towards consumers. Simultaneously, they must prove their capability to correct past mistakes and
offer viable solutions to enhance consumer perceptions of both warmth and competence, thereby facilitating the repair
of brand trust. In recent years, customer experience has gained significant importance for firms, aligning with the
customer-centric brand concept in the market [93]. However, some firms may neglect the importance of customer
experience, which is a critical misstep, as it allows the breach of trust to worsen unchecked. The reasons for this oversight
are often related to the belief that addressing a crisis will incur high economic costs or a misplaced assumption that the
crisis will eventually resolve itself over time. By adopting such an approach, firms risk overlooking the potential loss of
consumer support and the competitive disadvantages that may follow.

Secondly, in terms of different brand contexts or brand crises, the weight given to the dimensions - warmth and
competence may differ. Apology strategies should be tailored to reflect the specific realities of the brand, emphasising
either the firm’s warmth or competence, in order to enhance consumers' perceptions of these qualities. For example,
technology-orientated brands might focus on showcasing their capabilities in resolving issues, while service-driven
brands should prioritise conveying warmth and empathy to consumers. By adopting differentiated apology strategies,
firms can offer targeted services that address the psychological needs of consumers, thereby effectively repairing brand
trust. In summary, firms facing a brand crisis should move away from the narrow principle of minimising economic
costs and instead incorporate consumers' psychological responses into their crisis management framework, fostering
long-term brand development.

7. Limitations and Prospects

The present findings offer valuable contributions to corporate brand crisis management from theoretical and practical
perspectives. However, there are certain limitations that should be addressed in future research.

Firstly, the sample data in the present study was collected from new energy vehicle firms, potentially limiting the
generalisability of the research conclusions. Different industries experience various types of crises, each with distinct
focuses on corporate apology strategies and consumer reactions. Therefore, future research could broaden the scope to
include firms from other sectors, such as fast-moving consumer goods or high-tech industries, to conduct empirical
analyses. This would help validate whether the research findings are applicable across different industries, thereby
enhancing the generalisability and universality of the results.

Secondly, the cross-sectional data collected through the questionnaires fails to fully capture the dynamic process of
brand trust repair. Future research could address this limitation by employing longitudinal study designs, such as tracking
studies or experimental designs, to collect data over multiple stages. This would allow for a more comprehensive
examination of the dynamic process of trust repair, providing empirical support with greater temporal validity.

Finally, the focus of the present study was on the direct and mediating effects of corporate apology on brand trust,
without examining the multiple factors that firms may face in decision-making processes. To better reflect the
complexity of real-world scenarios, future research could incorporate variables such as crisis types, cultural
characteristics, and consumer personality traits as moderating factors to further examine the applicability of corporate
apology strategies across more diverse crisis contexts and their impact on various stakeholders. In conclusion, the
research presented contributes to enriching the theoretical framework of brand crisis management and provides practical
guidance for firms in making optimal decisions during various crises.

108



Journal of Human, Earth, and Future Vol. 6, No. 1, March, 2025

8. Declarations
8.1. Author Contributions

Conceptualization, M.R.Y., S.P., and S.Z.B.; methodology, M.R.Y. and S.P.; software, M.R.Y.; validation, M.R.Y .,
S.P., and S.H.Z.; formal analysis, M.R.Y. and S.P.; investigation, M.R.Y; resources, M.R.Y. and S.P.; data curation,
M.R.Y.; writing—original draft preparation, M.R.Y. and S.P.; writing—review and editing, M.R.Y., S.P., and S.H.Z,;
visualization, M.R.Y. and S.P.; supervision, S.P. and S.Z.B.; project administration, S.P. and S.Z.B.; funding acquisition,
M.R.Y. and S.P. All authors have read and agreed to the published version of the manuscript.

8.2. Data Availability Statement

The data presented in this study are available on request from the corresponding author.

8.3. Funding

The authors received no financial support for the research, authorship, and/or publication of this article.

8.4. Acknowledgments

This research has been conducted under the Walailak University human research project number WU-EC-AC-0-048-
68. The authors would like to express their sincere thanks to Professor Trairong Swatdikun and Professor Pankeawta
Lakkanawanit for their careful guidance throughout the writing process. The authors would also like to thank classmates,
with whom we gained a lot of inspiration through discussions.

8.5. Institutional Review Board Statement

This research has been conducted under the Walailak University human research project number WU-EC-AC-0-048-68.

8.6. Informed Consent Statement

Not applicable.

8.7. Declaration of Competing Interest

The authors declare that there are no conflicts of interest concerning the publication of this manuscript. Furthermore,
all ethical considerations, including plagiarism, informed consent, misconduct, data fabrication and/or falsification,
double publication and/or submission, and redundancies have been completely observed by the authors.

9. References

[1] GumGum. (2024). BrandRX: The New Brand Safety Crisis. GumGum: Contextual Intelligence Company. Available online:
https://gumgum.com/guides/the-new-brand-safety-crisis (accessed on February 2025).

[2] Rea, B., Wang, Y. J., & Stoner, J. (2014). When a brand caught fire: The role of brand equity in product-harm crisis. Journal of
Product and Brand Management, 23(7), 532-542. doi:10.1108/JPBM-01-2014-0477.

[3] Wang, Y., Zhang, M., Li, S., McLeay, F., & Gupta, S. (2021). Corporate Responses to the Coronavirus Crisis and their Impact
on Electronic-Word-of-Mouth and Trust Recovery: Evidence from Social Media. British Journal of Management, 32(4), 1184—
1202. d0i:10.1111/1467-8551.12497.

[4] Hayran, C., & Ceylan, M. (2023). Impact of social media brand blunders on brand trust and brand liking. International Journal of
Market Research, 65(4), 466-483. d0i:10.1177/14707853221132216.

[5] Wang, A. (2020). Research on consumer brand trust from a dynamic perspective. Ph.D. Thesis, China University of Petroleum,
Beijing, China.

[6] Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect to brand performance: The role
of brand loyalty. Journal of Marketing, 65(2), 81-93. do0i:10.1509/jmkg.65.2.81.18255.

[7] Silva, P., Moreira, A. C., & Mota, J. (2023). Employees’ perception of corporate social responsibility and performance: the
mediating roles of job satisfaction, organizational commitment and organizational trust. Journal of Strategy and Management,
16(1), 92-111. doi:10.1108/JSMA-10-2021-0213.

[8] Coombs, W. T., & Tachkova, E. R. (2023). Integrating Moral Outrage in Situational Crisis Communication Theory: A Triadic
Appraisal Model for Crises. Management Communication Quarterly, 37(4), 798-820. doi:10.1177/08933189221151177.

[9] Bae, G., Lee, S., & Kim, D. Y. (2021). Interactions between Service Recovery Efforts and Customer Characteristics: Apology,
Compensation, and Empowerment. Journal of Quality Assurance in Hospitality and Tourism, 22(2), 218-244.
doi:10.1080/1528008X.2020.1769523.

109



Journal of Human, Earth, and Future Vol. 6, No. 1, March, 2025

[10] Kim, H., Kralik, J. D., Yun, K., Chung, Y. A., & Jeong, J. (2019). Neural Correlates of Public Apology Effectiveness. Frontiers
in Human Neuroscience, 13. doi:10.3389/fnhum.2019.00229.

[11] Masuch, K., Greve, M., & Trang, S. (2021). What to do after a data breach? Examining apology and compensation as response
strategies for health service providers. Electronic Markets, 31(4), 829-848. doi:10.1007/s12525-021-00490-3.

[12] Sharma, K., Schoorman, F. D., & Ballinger, G. A. (2023). How Can It Be Made Right Again? A Review of Trust Repair Research.
Journal of Management, 49(1), 363—-399. doi:10.1177/01492063221089897.

[13] Brown, K. A. (2016). Is apology the best policy? An experimental examination of the effectiveness of image repair strategies
during criminal and noncriminal athlete transgressions. Communication and Sport, 4(1), 23-42. doi:10.1177/2167479514544950.

[14] Tesla China. (2024). Recall Information. Tesla, Shanghai, China. Available online: https://www:.tesla.cn/support/annual-and-
recall-service (accessed on February 2025). (In Chinese).

[15] Dawar, N., & Lei, J. (2009). Brand crises: The roles of brand familiarity and crisis relevance in determining the impact on brand
evaluations. Journal of Business Research, 62(4), 509-516. doi:10.1016/j.jbusres.2008.02.001.

[16] Xie, Y., & Peng, S. (2009). How to repair customer trust after negative publicity: The roles of competence, integrity, benevolence,
and forgiveness. Psychology and Marketing, 26(7), 572-589. doi:10.1002/mar.20289.

[17] Wu, J. J., Talley, P. C., Xiao, S. W., & Kuo, K. M. (2024). Roles of Attribution and Government Intervention in the Trust Repair
Process During the COVID-19 Pandemic. SAGE Open, 14(4). d0i:10.1177/21582440241306844.

[18] Lee, S. Y., & Kim, T. (2024). Brand recovery after crisis: The interplay of relationship norms and types of brand apology in
consumer  responses to  recovery efforts. Journal of Marketing Communications, 30(6), 637-659.
doi:10.1080/13527266.2023.2172601.

[19] Fehr, R., & Gelfand, M. J. (2010). When apologies work: How matching apology components to victims’ self-construals
facilitates ~ forgiveness.  Organizational =~ Behavior and Human  Decision  Processes,  113(1), 37-50.
doi:10.1016/j.0bhdp.2010.04.002.

[20] Altunoglu, A. E., Sahin, F., & Babacan, S. (2022). Development and psychometric properties of the leader apology scale.
Canadian Journal of Administrative Sciences, 39(4), 452—-467. doi:10.1002/cjas.1686.

[21] Esterwood, C., & Robert, L. P. (2022). A Literature Review of Trust Repair in HRI. 2022 31% |IEEE International Conference
on Robot and Human Interactive Communication (RO-MAN), 1641-1646. doi:10.1109/ro-man53752.2022.9900667.

[22] Meng, H., Xiao, Q., Dong, X., & Lei, X. (2024). Research on the Impact of Intelligent Customer Service on Trust Restoration
in Service Recovery—Based on the Perspective of Customer Social Mindfulness Perception. Journal of Service Science and
Management, 17(2), 137-167. doi:10.4236/jssm.2024.172007.

[23] Nelson, C. A., Walsh, M. F., & Cui, A. P. (2024). Trust repair after a sales manager error. Journal of Personal Selling and Sales
Management, 44(1), 74-83. doi:10.1080/08853134.2022.2154219.

[24] Stackhouse, M., Turner, N., & Kelley, K. (2024). Repairing damaged professional relationships with leader apologies: An
examination of trust and forgiveness. European Journal of Work and Organizational Psychology, 33(3), 399-415.
doi:10.1080/1359432X.2024.2319903.

[25] Dahiya, R. (2024). Future cooperation at work emerges when apologies are sincere: the importance of forgiveness and trust
restoration. Evidence-Based HRM, 12(2), 289-304. doi:10.1108/EBHRM-08-2022-0210.

[26] Xiangmei Li, & Yuhui Yang. (2024). The Impact of Affective Repair Strategies on Brand Trust: The Mediating Role of Positive
Emotions. International Journal of Linguistics, Literature and Translation, 7(7), 26-37. doi:10.32996/ij11t.2024.7.7 .4.

[27] Hornsey, M. J., Chapman, C. M., La Macchia, S., & Loakes, J. (2024). Corporate apologies are effective because reform signals
are weighted more heavily than culpability signals. Journal of Business Research, 177. doi:10.1016/j.jbusres.2024.114620.

[28] Freundt, V. L. M. A., & Foschiera, L. V. B. (2024). The Impact of Voluntary Recall on the Trust of Loyal and First-Time
Consumers in a High Awareness Brand After a Functional Transgression. Corporate Reputation Review, 27(3), 172-184.
doi:10.1057/s41299-023-00164-0.

[29] Fiske, S. T., Cuddy, A. J. C., Glick, P., & Xu, J. (2002). A model of (often mixed) stereotype content: Competence and warmth
respectively follow from perceived status and competition. Journal of Personality and Social Psychology, 82(6), 878-902.
doi:10.1037/0022-3514.82.6.878.

[30] Kervyn, N., Fiske, S. T., & Malone, C. (2012). Brands as intentional agents framework: How perceived intentions and ability
can map brand perception. Journal of Consumer Psychology, 22(2), 166-176. doi:10.1016/j.jcps.2011.09.006.

[31] Han, B., & Cai, D. A. (2010). Face goals in apology. Journal of Asian Pacific Communication, 20(1), 101-123.
doi:10.1075/japc.20.1.06han.

110


https://www.tesla.cn/support/annual-and-recall-service
https://www.tesla.cn/support/annual-and-recall-service

Journal of Human, Earth, and Future Vol. 6, No. 1, March, 2025

[32] Oztiirk, E. B., & Noorderhaven, N. G. (2018). Influence of Peers’ Types of Trust on Trust Repair: The Role of Apologies.
Psychological Studies, 63(3), 253-265. d0i:10.1007/s12646-018-0445-y.

[33] Hareli, S., & Eisikovits, Z. (2006). The role of communicating social emotions accompanying apologies in forgiveness.
Motivation and Emotion, 30(3), 189-197. doi:10.1007/s11031-006-9025-x.

[34] Suhaimi, N. S., Mohamad Hashim, H. N., & Abdul Rahman, N. (2023). Comparative analysis on definitions and types of
apologies in apology legislation in the UK, Republic of Ireland, Australia, Canada, the USA and Hong Kong.

[35] Saleh, N. J., Yassi, A. H., & Rahman, F. (2021). Strategy of apology in Buginese: A sociolinguistic study. ELS Journal on
Interdisciplinary Studies in Humanities, 4(2), 188-196.

[36] Lewicki, R. J., Polin, B., & Lount, R. B. (2016). An Exploration of the Structure of Effective Apologies. Negotiation and Conflict
Management Research, 9(2), 177-196. doi:10.1111/ncmr.12073.

[37] Schumann, K., & Dragotta, A. (2021). Empathy as a predictor of high-quality interpersonal apologies. European Journal of
Social Psychology, 51(6), 896-909. doi:10.1002/ejsp.2786.

[38] Okimoto, T. G., & Tyler, T. R. (2007). Is compensation enough? Relational concerns in responding to unintended inequity.
Group Processes & Intergroup Relations, 10(3), 399-420. doi:10.1177/1368430207078701.

[39] Van Herck, R., Decock, S., De Clerck, B., & Hudders, L. (2023). The Impact of Employee Empathy on Brand Trust in
Organizational Complaint Response Emails: A Closer Look at Linguistic Realization. International Journal of Business
Communication, 60(4), 1220-1266. doi:10.1177/23294884211032316.

[40] Munuera-Aleman, J. L., Delgado-Ballester, E., & Yague-Guillen, M. J. (2003). Development and Validation of a Brand Trust
Scale. International Journal of Market Research, 45(1), 1-18. doi:10.1177/147078530304500103.

[41] Delgado-Ballester, E., & Luis Munuera-Aleman, J. (2001). Brand trust in the context of consumer loyalty. European Journal of
Marketing, 35(11/12), 1238-1258. doi:10.1108/eum0000000006475.

[42] Bansal, G., & Zahedi, F. M. (2015). Trust violation and repair: The information privacy perspective. Decision Support Systems,
71, 62-77. doi:10.1016/j.dss.2015.01.009.

[43] Zhang, X., Lee, S. K., Kim, W., & Hahn, S. (2023). “Sorry, it was my fault”: Repairing trust in human-robot interactions.
International Journal of Human Computer Studies, 175, 103031. doi:10.1016/j.ijhcs.2023.103031.

[44] Goles, T., Lee, S., Rao, S. V., & Warren, J. (2009). Trust violation in electronic commerce: Customer concerns and reactions.
Journal of Computer Information Systems, 49(4), 1-9. doi:10.1080/08874417.2009.11645335.

[45] Morrison, E. W., & Robinson, S. L. (1997). When Employees Feel Betrayed: A Model of How Psychological Contract Violation
Develops. The Academy of Management Review, 22(1), 226. doi:10.2307/259230.

[46] Culiberg, B., Abosag, I, & Cater, B. (2023). Psychological contract breach and opportunism in the sharing economy: Examining
the platform-provider relationship. Industrial Marketing Management, 111, 189-201. doi:10.1016/j.indmarman.2023.04.007.

[47] Balliet, D., & Van Lange, P. A. M. (2013). Trust, conflict, and cooperation: A meta-analysis. Psychological Bulletin, 139(5),
1090-1112. doi:10.1037/a0030939.

[48] Ma, F., Wylie, B. E., Luo, X., He, Z., Jiang, R., Zhang, Y., Xu, F., & Evans, A. D. (2019). Apologies Repair Trust via Perceived
Trustworthiness and Negative Emotions. Frontiers in Psychology, 10. doi:10.3389/fpsyg.2019.00758.

[49] Aquino, K., Tripp, T. M., & Bies, R. J. (2006). Getting even or moving on? Power, procedural justice, and types of offense as
predictors of revenge, forgiveness, reconciliation, and avoidance in organizations. Journal of Applied Psychology, 91(3), 653—
668. doi:10.1037/0021-9010.91.3.653.

[50] Kim, P. H., Ferrin, D. L., Cooper, C. D., & Dirks, K. T. (2004). Removing the Shadow of Suspicion: The Effects of Apology
Versus Denial for Repairing Competence- versus Integrity-Based Trust Violations. Journal of Applied Psychology, 89(1), 104—
118. doi:10.1037/0021-9010.89.1.104.

[51] Gillespie, N., & Dietz, G. (2009). Trust repair after an organization-level failure. Academy of Management Review, 34(1), 127—
145. doi:10.5465/AMR.2009.35713319.

[52] Kox, E. S., Kerstholt, J. H., Hueting, T. F., & de Vries, P. W. (2021). Trust repair in human-agent teams: the effectiveness of
explanations and expressing regret. Autonomous Agents and Multi-Agent Systems, 35(2), 30. doi:10.1007/s10458-021-09515-
9.

[53] Zhang, H. Da, Chen, S. C., & Ruangkanjanases, A. (2021). Benefits First: Consumer Trust Repair in Mobile Commerce. Journal
of Theoretical and Applied Electronic Commerce Research, 16(4), 1079-1096. doi:10.3390/jtaer16040061.

[54] Owen, G., & Currie, G. (2022). Beyond the Crisis: Trust repair in an interorganizational network. Organization Studies, 43(8),
1273-1295. doi:10.1177/01708406211031732.

111



Journal of Human, Earth, and Future Vol. 6, No. 1, March, 2025

[55] Byrne, B. M. (2013). Structural Equation Modeling with Mplus. Routledge, New York, United States.
doi:10.4324/9780203807644.

[56] Henderson, K. E., Welsh, E. T., & O’Leary-Kelly, A. M. (2020). “Oops, I Did It” or “It Wasn’t Me:” An Examination of
Psychological Contract Breach Repair Tactics. Journal of Business and Psychology, 35(3), 347-362. doi:10.1007/s10869-019-
09624-z.

[57] Schumann, K. (2014). An affirmed self and a better apology: The effect of self-affirmation on transgressors’ responses to victims.
Journal of Experimental Social Psychology, 54, 89-96. doi:10.1016/j.jesp.2014.04.013.

[58] Kim, T., & Song, H. (2021). How should intelligent agents apologize to restore trust? Interaction effects between
anthropomorphism and apology attribution on trust repair. Telematics and Informatics, 61, 101595.
doi:10.1016/j.tele.2021.101595.

[59] Chen, P. (2022). The Study of Apology in Public Relation Crisis Management: how to Achieve the Mitigated Outcomes by
Deploying Effective Apologies. BCP Business & Management, 34, 1095-1102. doi:10.54691/bcpbm.v34i.3145.

[60] Kramer, R. M., & Lewicki, R. J. (2010). Repairing and enhancing trust: Approaches to reducing organizational trust deficits.
Academy of Management Annals, 4(1), 245-277. doi:10.1080/19416520.2010.487403.

[61] Lin, X., & Zhu, J. (2024). The Impact of Online Negative Hotel Reviews and Merchant Response Strategies on Potential
Consumers’ Purchase Intentions: A Perceived Trust Perspective. International Journal of Social Science Studies, 12(2), 1.
d0i:10.11114/ijsss.v12i2.6756.

[62] Ma, L. (2023). How the Interplay of Consumer-Brand Identification and Crises Influences the Effectiveness of Corporate
Response Strategies. International Journal of Business Communication, 60(1), 84—104. doi:10.1177/2329488419898222.

[63] Yuan, B., Dong, Y., & Li, W. (2017). The trust repair effect of apology: A systematic review and meta-analysis. Advances in
Psychological Science, 25(7), 1103. doi:10.3724/sp.j.1042.2017.01103.

[64] Park, S., & Choi, J. A. (2023). Comparing public responses to apologies: examining crisis communication strategies using
network analysis and topic modeling. Quality and Quantity, 57(4), 3603-3620. doi:10.1007/s11135-022-01488-5.

[65] Polin, B., Doyle, S. P., Kim, S., Lewicki, R. J., & Chawla, N. (2023). Sorry to Ask but ... How Is Apology Effectiveness
Dependent on Apology Content and Gender? Journal of Applied Psychology, 109(3), 339-361. doi:10.1037/apl0001128.

[66] Abele, A. E., & Wojciszke, B. (2007). Agency and Communion From the Perspective of Self Versus Others. Journal of
Personality and Social Psychology, 93(5), 751-763. doi:10.1037/0022-3514.93.5.751.

[67] Fiske, S. T. (2018). Stereotype Content: Warmth and Competence Endure. Current Directions in Psychological Science, 27(2),
67-73. doi:10.1177/0963721417738825.

[68] Chen, Y. S. A. (2020). Does outward appearance appeal to the inward mind? The impact of packaging finishes on brand
impressions and the subsequent behavior of consumer. Journal of Product and Brand Management, 30(5), 768-778.
doi:10.1108/JPBM-07-2019-2466.

[69] Peter, C., & Ponzi, M. (2018). The Risk of Omitting Warmth Or Competence Information in Ads. Journal of Advertising
Research, 58(4), 423-432. doi:10.2501/jar-2018-005.

[70] Chaudhry, S. J., & Loewenstein, G. (2019). Thanking, apologizing, bragging, and blaming: Responsibility exchange theory and
the currency of communication. Psychological Review, 126(3), 313—-344. doi:10.1037/rev0000139.

[71] Jiang, X., Wu, X., Fan, X., & He, W. (2023). Effects of coworker anger expression on leader emergence: The mediating roles
of perceived warmth and competence and the compensating effect of anger apology. Acta Psychologica Sinica, 55(5), 812—830.
doi:10.3724/SP.J.1041.2023.00812.

[72] Meyer, C., Albert, B. H., Rose, G., & Orth, U. R. (2024). Relationship qualities of brand heritage: warmth, competence and the
moderating roles of anthropomorphic factors. European Journal of Marketing, 58(5), 1177-1206. doi:10.1108/EJM-06-2021-
0417.

[73] Zhang, Y., & Wang, X. (2024). The effect of virtual anchor appearance on purchase intention: a perceived warmth and
competence perspective. Journal of Product and Brand Management, 34(1), 84-103. doi:10.1108/JPBM-08-2023-4690.

[74] Kervyn, N., Fiske, S. T., & Malone, C. (2022). Social perception of brands: Warmth and competence define images of both
brands and social groups. Consumer Psychology Review, 5(1), 51-68. doi:10.1002/arcp.1074.

[75] Bennett, A. M., Hill, R. P., & Oleksiuk, D. (2013). The Impact of Disparate Levels of Marketplace Inclusion on Consumer—
Brand Relationships. Journal of Public Policy &amp; Marketing, 32(1_suppl), 16-31. doi:10.1509/jppm.12.023.

[76] lvens, B. S., Leischnig, A., Muller, B., & Valta, K. (2015). On the Role of Brand Stereotypes in Shaping Consumer Response
toward Brands: An Empirical Examination of Direct and Mediating Effects of Warmth and Competence. Psychology and
Marketing, 32(8), 808-820. doi:10.1002/mar.20820.

112



Journal of Human, Earth, and Future Vol. 6, No. 1, March, 2025

[77] Zawisza, M., & Pittard, C. (2015). When Do Warmth and Competence Sell Best? The “Golden Quadrant” Shifts as a Function
of Congruity With the Product Type, Targets’ Individual Differences, and Advertising Appeal Type. Basic and Applied Social
Psychology, 37(2), 131-141. doi:10.1080/01973533.2015.1015130.

[78] Gao, Y. (Lisa), Zhang, L., & Wei, W. (2021). The effect of perceived error stability, brand perception, and relationship norms
on consumer reaction to data breaches. International Journal of Hospitality Management, 94, 102802.
doi:10.1016/j.ijhm.2020.102802.

[79] Slote, M. (2016). The Many Faces of Empathy. Philosophia, 45(3), 843-855. doi:10.1007/s11406-016-9703-1.

[80] Behrendt, H., & Ben-Ari, R. (2012). The Positive Side of Negative Emotion: The Role of Guilt and Shame in Coping with
Interpersonal Conflict. Journal of Conflict Resolution, 56(6), 1116—1138. doi:10.1177/0022002712445746.

[81] Cohen, T. R., Panter, A. T., Turan, N., Morse, L., & Kim, Y. (2013). Agreement and similarity in self-other perceptions of moral
character. Journal of Research in Personality, 47(6), 816—-830. doi:10.1016/j.jrp.2013.08.009.

[82] Lin, S. C., Schaumberg, R. L., & Reich, T. (2016). Sidestepping the rock and the hard place: The private avoidance of prosocial
requests. Journal of Experimental Social Psychology, 64, 35-40. doi:10.1016/j.jesp.2016.01.011.

[83] Awale, A., Chan, C. S., Tam, K. Y. Y., & Karasawa, M. (2022). Perceived warmth of offending group moderates the effect of
intergroup apologies. Group Processes and Intergroup Relations, 25(5), 1372-1394. doi:10.1177/1368430220961844.

[84] Perkins, R., Khavas, Z. R., McCallum, K., Kotturu, M. R., & Robinette, P. (2022). The Reason for an Apology Matters for Robot
Trust Repair. Social Robotics. ICSR 2022. Lecture Notes in Computer Science, 13818, Springer, Cham, Switzerland.
doi:10.1007/978-3-031-24670-8_56.

[85] Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An Integrative Model Of Organizational Trust. Academy of Management
Review, 20(3), 709-734. doi:10.5465/amr.1995.9508080335.

[86] Boripis, T., Pathak, S., Poungjinda, W., & Ling, J. C. Y. (2024). Community Participation Process for the Sustainable Business
Development of Local Wisdom Learning Centers. Journal of Human, Earth, and Future, 5(4), 660-673. doi: 10.28991/HEF-
2024-05-04-09.

[87] Kolbl, Z., Diamantopoulos, A., Arslanagic-Kalajdzic, M., & Zabkar, V. (2020). Do brand warmth and brand competence add
value to consumers? A stereotyping perspective. Journal of Business Research, 118, 346-362. doi:10.1016/j.jbusres.2020.06.048.

[88] Li, Y., Fang, J., Yuan, S., & Cai, Z. (2024). Disentangling the relationship between Omni channel integration and customer trust:
a response surface analysis. Internet Research, 34(3), 1077-1103. doi:10.1108/INTR-03-2022-0222.

[89] Sung, Y., & Kim, J. (2010). Effects of brand personality on brand trust and brand affect. Psychology and Marketing, 27(7), 639—
661. doi:10.1002/mar.20349.

[90] Kim, H. J., & Dempsey, M. A. (2019). Processing Difficulty Increases Perceived Competence of Brand Acronyms. Canadian
Journal of Administrative Sciences, 36(1), 47-56. doi:10.1002/cjas.1475.

[91] Wei, H., & Ran, Y. (2019). Male Versus Female: How the Gender of Apologizers Influences Consumer Forgiveness. Journal of
Business Ethics, 154(2), 371-387. d0i:10.1007/s10551-017-3440-7.

[92] Huang, R., & Ha, S. (2020). The effects of warmth-oriented and competence-oriented service recovery messages on observers
on online platforms. Journal of Business Research, 121, 616-627. doi:10.1016/j.jbusres.2020.04.034.

[93] Imai, T. (2024). Why do we feel close to a person who expresses gratitude? Exploring mediating roles of perceived warmth,
conscientiousness, and agreeableness. PsyCh Journal, 13(1), 79-89. doi:10.1002/pchj.682.

[94] Choi, S., Mattila, A. S., & Bolton, L. E. (2021). To Err Is Human(-oid): How Do Consumers React to Robot Service Failure and
Recovery? Journal of Service Research, 24(3), 354-371. doi:10.1177/1094670520978798.

[95] Dahlén, M., & Lange, F. (2006). A disaster is contagious: How a brand in crisis affects other brands. Journal of Advertising
Research, 46(4), 388-397. doi:10.2501/S0021849906060417.

[96] Sohaib, M., & Han, H. (2023). Building value co-creation with social media marketing, brand trust, and brand loyalty. Journal
of Retailing and Consumer Services, 74, 103442-103442. doi:10.1016/j.jretconser.2023.103442.

[97] Gurviez, P., & Korchia, M. (2003). Proposal for a multidimensional brand trust scale. 32" EMAC-Conference-Glasgow,
Marketing: Responsible and Relevant, 20-23 May, 2003, Glasgow, Scotland.

[98] Nunnally, J.C. (1978). An Overview of Psychological Measurement. Clinical Diagnosis of Mental Disorders. Springer, Boston,
United States. doi:10.1007/978-1-4684-2490-4_4.

[99] Brislin, R. W. (1980). Translation and content analysis of oral and written materials. Methodology, 389-444.

113



Journal of Human, Earth, and Future Vol. 6, No. 1, March, 2025

[100] China 360 Personal Libraries. (2023). The total stock of new energy vehicles in 31 provinces and 342 cities nationwide in 2023.
360doc, Beijing, China. Available online: http://www.360doc.com/content/24/0602/19/170868_1125136568.shtml (accessed
on February 2025).

[101] Yamane, T. (1973). Statistic: An Introductory Analysis (2™ Ed.). Harper and Row, new York, United States.

[102] Oppenheimer, D. M., Meyvis, T., & Davidenko, N. (2009). Instructional manipulation checks: Detecting satisficing to increase
statistical power. Journal of Experimental Social Psychology, 45(4), 867—872. doi:10.1016/j.jesp.2009.03.009.

[103] Tabachnick, B. G. (2007). Using multivariate statistics. Alyn and Bacon, Boston, United States.

[104] Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common Method Biases in Behavioral Research:
A Critical Review of the Literature and Recommended Remedies. Journal of Applied Psychology, 88(5), 879-903.
doi:10.1037/0021-9010.88.5.879.

[105] Anderson, J. C., & Gerbing, D. W. (1988). Structural Equation Modeling in Practice: A Review and Recommended Two-Step
Approach. Psychological Bulletin, 103(3), 411-423. doi:10.1037/0033-2909.103.3.411.

[106] Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement
Error. Journal of Marketing Research, 18(1), 39. doi:10.2307/3151312.

[107] Bozionelos, N., & Simmering, M. J. (2022). Methodological threat or myth? Evaluating the current state of evidence on
common method variance in human resource management research. Human Resource Management Journal, 32(1), 194-215.
doi:10.1111/1748-8583.12398.

[108] Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus
new alternatives. Structural Equation Modeling, 6(1), 1-55. doi:10.1080/10705519909540118.

[109] Hayes, A. F. (2018). Partial, conditional, and moderated moderated mediation: Quantification, inference, and interpretation.
Communication Monographs, 85(1), 4-40. doi:10.1080/03637751.2017.1352100.

[110] Chin, T., Shi, Y., Singh, S. K., Agbanyo, G. K., & Ferraris, A. (2022). Leveraging blockchain technology for green innovation
in ecosystem-based business models: A dynamic capability of values appropriation. Technological Forecasting and Social
Change, 183, 121908. doi:10.1016/j.techfore.2022.121908.

[111] Chung, S., & Lee, S. (2021). Crisis Management and Corporate Apology: The Effects of Causal Attribution and Apology Type
on Publics’ Cognitive and Affective Responses. International Journal of Business Communication, 58(1), 125-144.
doi:10.1177/2329488417735646.

[112] Huang, Y., & Wilkinson, I. F. (2013). The dynamics and evolution of trust in business relationships. Industrial Marketing
Management, 42(3), 455-465. doi:10.1016/j.indmarman.2013.02.016.

[113] Albogami, H. (2023). Trust me, I’'m an influencer! - Causal recipes for customer trust in artificial intelligence influencers in
the retail industry. Journal of Retailing and Consumer Services, 72, 103242. doi:10.1016/j.jretconser.2022.103242.

[114] Antonetti, P., & Baghi, I. (2023). Projecting lower competence to boost apology effectiveness: Underlying mechanism and
boundary conditions. Journal of the Academy of Marketing Science, 51(3), 695-715. d0i:10.1007/s11747-022-00903-5.

[115] De Kerpel, L., Van Kerckhove, A., & Tessitore, T. (2024). Oops! Sorry, my bad: How apologizing for trivial mistakes in direct
email campaigns leads to positive customer evaluations. International Journal of Research in Marketing.
doi:10.1016/j.ijresmar.2024.11.004.

114


http://www.360doc.com/content/24/0602/19/170868_1125136568.shtml

