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Abstract

The objective of this research was to study the factors affecting customer acceptance of Thai language
branding of products in five categories: ready-made clothes, processed foods, electronic appliances and products,
herbal products and jewelry. Random sampling of 1,500 Thai nationals from Bangkok and surrounding areas was
conducted. Factor analysis and descriptive statistics were used to analyse the data. Factors found to affect
customer acceptance of Thai-language branding included the product itself, its promotion, its price and
placement, production technology, its Thai appearance, the quality of the product, the brand’s reputation and
Thai nationalism. Electronic appliances with Thai-language branding were found to have the highest level of
acceptance, with 68.44 percent of the sample approving of the branding. The level of satisfaction with electronic
appliances and products was, however, neutral. 66.26 percent of the sample found Thai-language branded Herbal
products acceptable, with high product satisfaction. Thai-language branded jewelry had a slightly lower
acceptance level, 60.67 percent, but a similarly high level of product satisfaction. Thai-language branding of
processed foods was acceptable to 56.18 percent of the sample, with a similarly high level of product satisfaction.
For ready-made clothes, the level of product acceptance was 56.13 percent, with a high level of product
satisfaction.
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