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Abstract

In the current situation, where the year's slogan is "Investment for Production”, the
role of customer loyalty as a factor for the growth of domestic production has
become more highlighted than ever. However, various factors can help increase
loyalty to national brands. This paper aims to examine the effect of environmental
activities on loyalty to national brands, which can provide the basis for
strengthening investment in domestic production. The present research method is
also a descriptive-survey method conducted using the structural equation approach,
and Smart PLS 3 software was used to test the hypotheses. The available sampling
method was used to collect the required data, and customers who used the products
of four domestic manufacturing companies in the form of a national brand within
one year were considered the statistical population. The results show a positive and
significant relationship between the environmental activities of domestic
manufacturing companies and loyalty to national brands. According to another part
of the research results, green transparency activities will strengthen loyalty to
national brands and provide the basis for increasing investment in production.
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in production.
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Extended abstract

In today’s dynamic competitive environments, national economies
increasingly rely on strengthening domestic production capacity,
particularly in countries facing external economic pressures. Within this
context, customer loyalty to national brands has emerged as a strategic
asset that fosters sustained demand, stable revenue streams, and
reinvestment into manufacturing infrastructures. The 2025 national slogan,
“Investment for Production,” highlights this role by emphasizing that
brand loyalty not only contributes to market stability but also encourages
capital allocation toward domestic industries. Meanwhile, consumers have
become more aware of environmental concerns, sustainability-oriented
behaviors, and ethical expectations. Consequently, environmental activities
have evolved into influential determinants of brand perception, competitive
positioning, and relationships between consumers and brands.

The present study proposes a comprehensive conceptual model
designed to investigate how environmental activities—including green
functional benefits, symbolic green experiences, and green transparency—
affect loyalty toward national brands. In parallel, the model examines the
mediating role of perceived green value, defined as the consumer’s
subjective evaluation of environmental benefits, sustainable product
performance, and fulfillment of eco-friendly expectations. Additionally,
social marketing activities are integrated into the model to capture the
societal and ethical dimensions of marketing communication strategies.
Finally, subjective norms—representing perceived social pressure and
collective behavioral expectations—are included as a moderating construct
to explore how community mentality and social identity strengthen loyalty
responses.

Methodologically, this research adopts a descriptive—survey design
supported by structural equation modeling (SEM). The target population
consists of customers who have purchased products from four selected
domestic manufacturing companies within the last year. A convenience
sampling strategy yielded 414 valid responses. The data collection
instrument was a validated standard questionnaire employing a five-point
Likert scale. Reliability and validity were assessed through Cronbach’s
alpha, composite reliability (CR), average variance extracted (AVE), and
discriminant validity based on the Fornell-Larcker criterion, all of which
demonstrated acceptable thresholds. Smart PLS 3 software was used to test
the hypotheses and structural relationships.
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Empirical findings reveal that environmental activities have a positive
and statistically significant effect on perceived green value and,
subsequently, on loyalty to national brands. Green transparency—defined as
the clarity and accessibility of information about environmental processes—
enhances consumer trust, mitigates perceptions of greenwashing, and
increases willingness to repurchase. Green experiential benefits positively
influence emotional attachments by offering psychological satisfaction
associated with environmentally responsible behavior. Additionally, social
marketing activities exert meaningful influence on consumers’ ethical
awareness, reinforcing supportive attitudes toward domestic production,
sustainability objectives, and collective welfare.

Mediation analysis indicates that perceived green value partially
transmits the effect of environmental activities onto brand loyalty,
confirming that consumers require both tangible environmental
performance and subjective value alignment. Furthermore, moderation
results show that subjective norms strengthen the relationship between
social marketing initiatives and brand loyalty. Consumers who perceive
social endorsement, peer encouragement, and cultural legitimacy toward
green consumption demonstrate higher levels of brand commitment and
advocacy intentions.

The broader implications suggest that domestic manufacturing firms
can enhance competitiveness by institutionalizing environmental activities,
increasing transparency, and fostering community-based marketing
strategies. Such approaches can shape long-term behavioral loyalty,
positive word-of-mouth, and resistance to foreign brand alternatives.
Ultimately, the integration of environmental responsibility into brand
identity contributes to creating a more resilient manufacturing sector and
establishes a supportive environment for strategic investment in national
production.

Keywords: Brand loyalty, Environmental activities, Perceived green
value, Social marketing, Green transparency, Subjective norms,
Sustainable consumption, Investment in domestic production.
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