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Abstract: The objective of this research is to study the impact of olfactory marketing on the impulsive 

purchasing decision of consumers of personal hygiene products in Algeria, by identifying olfactory 

marketing strategies, and in order to achieve the objectives of the study, an electronic questionnaire 

was used and distributed to the study sample and to obtain 100 answers amenable to statistical 

analysis, and the SPSS program was used in data analysis and hypothesis testing, and this study has 

shown that there is a varying impact of olfactory marketing strategies on the impulsive purchasing 

decision of consumers of personal hygiene products in Algeria, and suggestions and recommendations. 
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