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The Study Abstract

 The Author had studied the effect of marketing insurance 

services in appraising the Syrian insurance companies’ performance; 

However, the study had been applied on (6) private companies and one 

public company. The author aimed for focusing on the weakness of the 

marketing system at these companies. Through this, the study had 

recommended the following suggestions; here are the most important 

one:    

1. Creating new insurance products meets the needs of the 

Syrian citizen considering the pricing issue in the case of Syrian 

individual’s income. 

2. Developing local staff, and empower them at the 

insurance workplace, and having the benefits of the pioneer aboard 

marketing approaches in the insurance field, concerning the case of 

Syria. 

3. Speeding in establishing specialized commissions to 

solve insurance’s conflicts, this is to assure insurance protection. 

4. Rising the efficient of the insurance brokers and agents. 

5. Adopt the commitment plan as an auxiliary tool to raise 

the insurance awareness in the Syrian citizen     
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