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The objectives of this research are (1) to study the factors affecting Thai customer
acceptance for products with Thai-wording brands and (2) to study the acceptance for Thai-
wording brands for products in following categories: ready-tailored clothes, processed foods,
electronic appliances and products, herbal products, and jewelries. This quantitative
research uses simple random sampling method to recruit 1,500 participants from Bangkok
and surrounded areas. The factor analysis is employed for determining appropriate
proportions of factors on the acceptance for Thai-wording products in the five categories.
Additionally, descriptive statistics, i.e., means, standard deviations, and percentages are
used to measure the levels of acceptance of the products.

The research results show that, for ready-tajlored clothes, the factors on customer
acceptance for a product with Thai-wording brands are (1) the product itself, (2) its
promotion, (3) Thai nationalism, and (4) its price and place. The results also identify that the
level of the acceptance for a product in this category is at 56.13 percent, and the level of

product satisfaction is high.
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For processed foods, the four key factors that affect customers to accept a product
with Thai-wording brands are (1) Thai-ness in the aspect that the product is more widely
available and has lower price than a product with western-wording brands, (2) the product
itself, (3) its promotion, and (4) its production technology. The results also specify that the
level of the acceptance for a product in this category is at 56.18, and the level of product
satisfaction is high.

For electronic appliances and products, the four factors that affect customers to
accept a product with Thai-wording brands are (1) the product and its Thai identity, (2) its
promotion and price, (3) the proudness of using a product with Thai-wording brands, and
(4) Thai nationalism. The results also show that the level of the acceptance for a product in
this category is at 68.44, and the level of product satisfaction is neutral.

For herbal products, the four factors that affect customers to accept a product with
Thai-wording brands are (1) its Thai appearance, product quality, and reputation, (2) its
promotion and distribution, (3) the product itself, and (4) its price. The results also identify
that the level of the acceptance for a product in this category is at 66.26, and the level of
product satisfaction is high.

For jewelries, the three factors that affect customers to accept a product with Thai-
wording brands are (1) its Thai appearance and its advanced production technology, (2) its
promotion and distribution, and (3) the product itself. The results also specify that the level
of the acceptance for a product in this category is at 60.67, and the level of product

satisfaction is high.



