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ABSTRACT

In order to overcome the serious climate crisis, humanity must achieve net zero. In order to achieve net zero, busi-
ness participation is essential. Companies cannot be compelled to participate unconditionally because compa-
nies’ participation in net zero incurs additional costs. It is important and necessary to find out whether
companies have economic incentives to make a net zero effort. This is because if a company's net zero efforts
have an impact on product evaluation, the company will be willing to participate. To this end, the company's
net zero efforts were divided into net zero policies, net zero management, and net zero performance, and 527
data were collected to conduct frequency analysis, structural equation model, and confirmatory factor analysis
to explore each impact. As a result of the study, it was found that net zero policy, net zero management, and
net zero performance all positively affected reciprocity. Net zero policy was found to have a positive effect on
trust, while net zero management and net zero performance did not have a positive effect on trust. Both reciproc-
ity and trust were found to positively affect product evaluation. This study, which examines the impact of com-
panies' net zero efforts on product evaluation through reciprocity and trust, has theoretical implications in that it
presents empirical grounds that support the definition of reciprocity and the concept of trust in previous studies.
In addition, the different results of a company's net zero policy, net zero management, and net zero performance
will contribute to the establishment of a net zero strategy that will help the company's sustainable growth.

Table 2

Confirmatory factor analysis: Items and loadings.
Construct and scale items Standardized factor loading t-Value CR AVE Cronbach's o
I Net Zero Policy l
The company seems to be good at setting and planning Net Zero goals. 0742 14.85* 0.796 0499 0,788
‘The company seems to do a good job of setting sectoral goals for Net Zero. 0.736 14.56"
The company seems te be working on product development for Net Zero, 0731 12.03"
The company seems to be doing a good job managing greenhouse gas emissions for Net Zero. 0.766 11.89" 0.798 0508 0.802
The company seems ta be doing a good job of water management for Net Zero. 0.721 12.54*
The company seems to be doing a good job managing waste for Net Zero. 0.714 13.43°
Net Zero Performance
The company's net zero efforts have resuited in reduced power usage. U863 18.29° 0.878 0.646 0.873
The company’s net zero efforts have resulted in reduced water usage. 0326 17.49"
The compamny's net zero efforts have resulted in increased recycling of waste. 0.792 16.25"
The company’s net zero efforts have resulted in increased use of renewable energy. 0.782 14.38°
I feel grateful for this company. 0802 18.11° 0832 0712 0.825
Thank you for this company 0713 15.78"
[rer |
1S coinpany seems to be honest. 0.782 10,69 0.688 0495 0.769
This company has excellent technology. 0.736 12.56°
I like this company's products/services. 0.854 16.48° 0.809 0.768 0.898
1 have positive feelings about this company’s product/service, 0.845 2001"
The company’s products/services are of good quality. 0.809 20.55*

Goodness of fit statistics: x? = 383.84, df = 168, p = 0.000, GH = 0.904, AGFl == 0.898, NFI = 0.908, and CFl = 0.948.
Notes1: *p < 0.001.

Notes2: CR = Construct Reliability, and AVE = Average Variance Extracted.

Notes3: GFl = goodness of fit index, AGA = adjusted GFI, NFl = normed fit index, and CH = comparative fit index.
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