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In today's digitally connected world, e-marketing has revolutionized the way customers make 

purchase decisions, especially in the personal care product sector. Nowadays any customer before 

purchases any product they get enough information and make themselves well aware of that 

specific product, many factors affect their purchase decisions before they go purchase whether 

online or offline. This study aimed to investigate the influence of e-marketing on customers' 

purchase decisions across different geographical contexts, specifically in selected cities of India 

(Ahmedabad, Vadodara, Surat) and Afghanistan (Kabul, Herat, Farah). The research explored the 

role of various e-marketing components, such as awareness, online advertisements, website 

attributes, electronic word of mouth (e-WOM), reference groups, and social media platforms, in 

shaping purchase decisions among consumers. 

Research Problem:  

Despite the growing significance of e-marketing in both countries, there is a notable absence of 

comprehensive research specifically addressing the personal care product industry in these 

countries. This study aims to bridge this gap by investigating the impact of key factors, including 

awareness about personal care products, e-marketing platforms, online shopping website 

attributes, electronic word of mouth, reference groups and social media platforms on customers’ 

purchase decisions of personal care products in selected cities of India and Afghanistan, 

Particularly, no prior study has undertaken yet, especially to identify the effect of above-mentioned 

factors on the purchase decision of personal care products in the selected cities of India and 

Afghanistan. 

Methodology followed for the Research: 

The research design adopted a descriptive approach, while the sampling procedure utilized a non-

probability method. The study contained a quantitative approach to data analysis. Several tools 

and software were involved in processing the collected data. Notable among them were MS Office, 

Statistical Package for Social Science (SPSS), and Analysis of Moment Structures (AMOS). 

Analytical techniques such as the Kruskal-Wallis Test, Mann-Whitney U Test (Wilcoxon rank-

sum test), Structural Equation Modeling (SEM), and the "Regression" Macro Process V4.2 by 

Andrew F. Hayes were applied to analyze the primary data. 
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The outcome of the research: 

The study's findings unveiled significant insights into the relationship between e-marketing factors 

and purchase decisions. In the Indian context, all six independent factors, namely awareness, e-

marketing platforms, website attributes, e-WOM, reference groups, and social media platforms, 

significantly influenced purchase decisions. Different trends were observed in the Afghan 

respondents, where website attributes and reference groups did not significantly affect purchase 

decisions. However, awareness, e-marketing platforms, e-WOM, and social media platforms were 

found to significantly impact the purchase decisions of Afghan customers.  

Application: 

Through a comparative analysis conducted across selected cities in India and Afghanistan, this 

study sheds light on the dynamics between e-marketing factors and customers in both countries. It 

emphasizes the importance for marketers to acknowledge and adjust to diverse influences shaping 

purchase decisions in various regions. This adaptation is crucial for enhancing marketing strategies 

and optimizing outreach efforts, especially in the evolving digital marketplaces of India and 

Afghanistan. 

Helpfulness:  

Marketers: Understand and leverage e-marketing's impact on personal care product purchases, 

optimize strategies, and identify growth opportunities. 

Policy Makers: Provide information for policymakers to shape regulations for reasonable e-

marketing practices, ensuring consumer protection and identifying regional dissimilarities in e-

marketing impact across Indian and Afghan cities. 

Academician: Contribute to knowledge on e-marketing's influence on purchase decisions. 

Consumers: Gain awareness of how e-marketing shapes personal care product choices. 
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