.............................................................................. Lad ol flut g

B e e A R ...... S S LM‘JJB Clddas -

s h



a4 g ool ey 163 1 ST Ladlt

Calil) Jgn Aibed) cibad ol 10 ) Giasal

Gpomtll 21l ) glall —
Ol o seie Ll psiy A un! ~
PINFURER LU

leailiad 5 Aandll Cay jat —




R o e e Al Aand g il [ et NS
el fee (515 1o 1g ol o1 B o 1 ST
- AR Gl ES A . k5l Aun a8 '_
e Bl S TSR R T W ARSI, Sroc S e Al yall A — ;:
7 RN = AR el WY I s s ey Ul Al all dae — .’
L B TS ST i lede Jsaall 3k 4 glladll e gladll —
B e e bl Jabss (355 — 1
BEELR S 2w o ol B S (L) bl 31 ity Bam —

P il P bR o e o S UG oty o401l JI

BN = i B e Ledadadi g clilall (e 1Y) Gl

< Rty R O N TR Ll ailins — .
& 010 ST A T BYNTY S TN S el dapla g dauls oYl o —

BT TR S v e s Aiplig & oudll 4 geid) —



-

Dl




Jolasdl ju s

Aadall

Jdead o gie

ka8 (g latl ol b Alaiead) e lical clin o

p~d g Al

LAl Aiall B b el S d E g s o

49

lasall 8 guill o 3l g

63

Fae bl clinall 8 Jaalls Gaalell da ) 38

66

el cliad) 8 Jeadl fagh g dids g

68 "Calill S 5 (5 gl 4 3 A0
69 Lo liall laadl cpddl all g o LBy 43 5l
7 "Lae liall ciliial” cpelill yaas Ll

74

"0l SIS 0 Aalay panants Loy asil

i

£

el lS i Al Adazll

77

lacluall calindl’ iy gl PO

78

el Slid B il o 5a

7

"o luall claad!

79

"l S sl




dsaad) o sie
"Cpalall 8 1 el 5 il

uo‘.e\.q‘t:ﬂ ;"_ﬁ_ﬂﬁ" _)Lauj}” __)i )Lm“'* |

e bial clinall Qb il Ll v

R LR LA L

all

el SIS, lasall 155

"l S 8 alEY, cdatad s A

"opalll S o a8 ol (5 Ao Al Al

"Gl S S il Byl Sl

"Gl @S58l Jlay s

e bl clanadl Qb el Jlay <L

Gaebiall claadl 3,80 Lo el 48,0

"iae liall clinal' 48,80 & Jalxall Alimadll 435, L)

e lal) cilasdl’ Adledl 3 pall Jgem

Jepalill € i ol o




Jolloll yuyad

dgalall o sl

Lol iS58 8 Cland) el e Lalal) A5

Apelicall el b b dalal) aalaay) |

Lo bial) clana b 5 lany Wl S el




E.IIIIJA.“ Jﬂé-lo

Sl €5 8 A el bl o Copaall Al 03a Jemy G sl LS
2 A
ISl s3a Bkt (cae 4 yaas Ao liall claial (5 g & Ayl deiall 43

bl oda Galsi o Chaaall 5 5580 Ll o ol @S5 cupnall’ s ool o g
_ e

Cila gleall tlaa cilaglaall jrean Ao Gl adel 28 dul il Cilaa] apals

sp S jaaall W caglal Sladly il all g aad sl Y g sa cpg .
el a__ﬂ_j e IS o e s Aals ajland dee (DA e @lld g 2 Y il ol
Citansi G el Adall 8 Alelel) cpalill S 8 3 Gy sudll £ jae I (Al
cdals O s Ay setl) lulindl p Lt
Gl (e 8220 (94) G0 0585 A Al Aie o e a8 2 d

L‘J:mh“ GlS il = Gaeadll ol jae e Cae g il yia (6) Sl 1K, el Al &

(GO U 6o (64) pla ) B i Ay ] oy il 220
f O JSEIL e ) ge o] g Ased (0 ?u\.);ll G S g
poias lha ingdl o Tl jall Apanl Bl ol el Y ot s gia o
a yetl ALyl A Hall AT g Amgie Sl Al Hall Sladaay Gilia B Al ol 85

Al pall 8 Geadiad Al el o B




i i T T 3 EETIITE R jiiiiiiH iq

¢ sing A ety pat g o alll ) sedi s 8L e 5 3m ge Al o g finy r Y '--j
aiload 5 Aendll iy g o A o kg Aegede s Goentll fe Sim se dnd =
el et = 508

Aglel ja) g ad @T)Ja Sl g siny rEl Sl

A pall Gl i HLadY ALYl il Jidatig (ase e s iy et
|
I

R T Yo o s il 25 o g i sl S
| sl e

SRS 5 a0y o pally () pxiaty A pall Conamd 3 el S8 6l 0 0 g o
el oY) s Baasll y okl A b (31 Loy cpgalee

Gamll paatl A Hall Canmd A el IS paes (53 daial 5 Al s
Gsal) 138 pe 2D A Ay gul Alpadl a5 €5 gl MJMJ (angd

el S8 amy (5] (5 gudl 18l 515 a5 Ay pall A ol b o cllia
21 sl Al e ol g Aeadll 5k Jlae 8 el S5 U8 (e pliial ellia 2 o
i of Laf Jan gl (05 chad gl g s g0kt dals o o ey nall o
Gadiall Sl L3l Amls e el g caall U L Lie ol by Lo dond 8 s
A e S

Lol 2y e ol Al s ol gl E 8 o e gme A

Ageliall el Claal s dlia g cpdlill 48 5 3l s -1 S

il

e



Cun e iy Bl Aduall 8 Allad) cpadl 58 o2 S 2y Al 25 aa s
pre Xy il ad sl Asulia Ahad auagy oflU AkE cof Y derdl) Jlad
o Aalall S AN amy (oo) sl -"ﬁj;ef—_) ¢l il DS 55 Lo opue 2 &8 'j
Caagtiaall (el Aodaanl cpatiidll g £ DIS Q}.e j_axs ae asy dali fa oudal ¢ s
Alie € 3 L pencall il 5 kel DS Sl e LIS Ll |
Slalondl paad iy Eus lgilendd 5 ll ‘Le—,',sﬁ e iy Gpeldll S 53 L
Aoy s el Bae Jlaznnly @l .q@u Gsmdl ey Al o o el deay s
A L) cllalin JiSHl 5 cUagl s cagn p¥is ab ks o DS sl pll st Jy
pae s ol 3 e el sill g Aol o pall Juay Jlae & Ciaa 25n 5 e 18

il IS 5 mams oal e H e Ludlial) il oM Zany A Lo LS

rodlef B gSial) pilall) o alaieWl A0l cilua gilly Ealy (ald B

Gl Als sl (9 50 Ll lagn oet coadlill IS8 o el g (e 4
Limne ll dee P 0 Al 6 Al o 565 (s 8L cceil
ol 3 05 st o el S8 e s cpgingday (b3 Clala ogds AL S
sty L Ails) o Dlaally Conall 65 ) il il Rleina ] lele Con S
e T L8 54 Jg elan) 3500 e Aaiadll Cileall e

Fualall AanS @l g canll das Lo dansd Sl Libaia) aws of (el s, 3

AS il and g (sl g Al di e b il s oLl S



Akl s of lale 5 dihae JS adlEl , cdlslal IS A [ E.

Vo el clalall ede pe i sladl o alEY) et A bl AE
seend s gl ) pes oS8

A el g el B gy dmy g 5 Ripn i ol lS 2

SESS U dadi (F Al a5 b pdiics 390 5 e oSt
“

Ay Aol V) Ll (it DA e ol cpcinal 3 ol

Celaladl Cagas i pn yolatl Ao DU el yall sty Juni el S, 2
Y38 o e sl e dle i Ly Jeal kil gy 53 1

et ol




Summary

The study aims primarily at analyzing the nature of marketing

J
LS

gstrategies of the insurance companies working in the West-Bank area

L;fdr the purpose of determining the range of implementing the current

I;'lmarketing principles with its strong and weak points. To achieve
"‘"th“ese goals, the researcher has depended on two sources. First, the
secondary information from references, previous studies and
researches. Second, the primary information obtained by distributing
questionnaires to cover, comprehensively, the industrial firms and the
marketing managers of the insurance companies working in the West-
Bank area.

(Forty-nine) employers and (six) marketing managers of
different insurance companies have received the questjennaires from
Hebron and Bethlehem area. Only (sixty-four) samples have been
filled.

The study consists of (five) chapters distributed as follow:

Chapter One includes the framework, the mmportance of the
study, its objectives, the study folk, study assumptions and
identifications, its mechanism, in addition to definitions of certain
terms.

Chapter Tow gives a brief outlook to the appearance of the
insurance, its definition, a historical background of marketing notion,
defining service, its characteristics and its marketing notion, defining
service, its characteristics and its marketing mix.

Chapter Three discusses study methodology and its procedures.
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Data analyses and €Xposition,

in addition 1o testing study
assumptions will be the work of chapter

Four.

Chapter Five outlines the conclusions ang Iecommendations of

the study. These conclusions can be Summarized as the following;

of the insurance comp
are wel] qualified and have the
Jjobs.

1. All the managers anies working in W/B ares

€Xperience n

This gives the Opportunity to deve]
performance ag well.

eeded . to run their

op the service and the

- All insurance companies have a clear

policy to determine the target L
market, its division

and then preparing suitable arketing
strategies,
- Certain insurance companies have suffereg from
Weakness in term of the periodical study of the market -l
- A great attention is paid to the developmqan Se
the proposed Insurance types, and the de

clopm

concerning the visitg or follow up with the Cush

. Having a good, flexible and pricing policy
method of payment, the insurance con

terms, A weakness in the after-sales

reasonable and appropriate profits
firms.

- Having a goog distriby
working in the W/B d
places specified wh



customs and traditions of each area represent a major problem for

these companies.

7. The insurance companies a promotional mix for its services. The
promotional strategies are adapted by studying the samples of the
target market, and by using different promotional methods by
training salespeople and agents, developing their skills, presenting
gifts, and undertaking social activities.

A weakness in the area of sales promotion and a continuous contact
with the customers still exist. Furthermore, the promotional methods

of the competing companies are not taken into consideration.

Based on the aforementioned findings, the researcher
recommends the following:

1. Undoubtedly, the insurance companies should give greater efforts
and pay more attention to improve the target market strategy. This
could be achieved through comprehensivé surveying studies, and
realizing the customers’ needs and their nature. Additionally, the
scope of research should be activated using the data and
information published in the magazines or by the related bodies
such as The Department of Statistics and the Ministry of

Economics.

2. The insurance companies should pay more attention to the after-

sales service for its vitality and effect on developing the
relationship with the customers, and to the reputation of the

company as well.
3. The customs and traditions of each area, and choosing the

appropriate marketing strategy should be taken into consideration




