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Abstract
This qualitative research is aim to study the effect of perceived services qualities on purchase intention
of E-commerce customers. The 16 customer were used from E-commerce in Nakhon Ratchasima which was
classified into two groups: seven working and nine student. Focus group and data triangulation was used in
data collection and analysis techniques for the reliability of the result. The result of this research indicated that
service quality influence to purchase intention of E-commerce products. This research will help deepen
understanding of customers’ behavior on purchase intention of E-commerce products and entrepreneur that

can applied for real response of customer in the future.
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