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Abstract

In today’s modern era, the digital marketing has used the internet to create the demands
on products that have been changed according to the digital media world or so-called the
digital marketing. With trend of its higher increase of growth, small and medium enterprises’
entrepreneurs (SMEs’ entrepreneurs) in Thai herbal cosmetic industry are then required to be
update in accommodating to such a rapid change by expanding their distribution channels to
be in line with any changes of their customer behavior and also respond to the captioned digital
marketing model. Consequently, it is necessary to explore and study the factors influencing and
affecting the on-line shopping trust of customer decision making for herbal product on-line
shopping. The objective of this research is to study the customer behavior’s influence, value
proposition, and digital marketing affecting the on-line shopping trust of SMEs in Thailand: 1) to
study the on-line shopping trust level of customers decision making for herbal product on-line
shopping, 2) to study the customer behavior's influence, value proposition, and digital
marketing affecting the on-line shopping trust of customers decision making for herbal product

on-line shopping.
Keywords: Digital Marketing, Customer Behavior, Product Value, Trust
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