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Abstract:  

The aim of this article is to study the impact of sociocultural factors on Algerian 

consumer attitude towards insurance services; it analyzes the relationship between 

some independent variables, such as demographic, cultural and social factors, and 

the consumer attitude as the dependent variable.  

       The study is based on primary data collected from  users of insurance 

products; it used the survey method to build a scientific framework for this study. 

The data were analyzed using (SPSS) V21, (AMOS) V22. 

     The result of this study indicates that the "religious factor" has negatively 

affected on Algerian consumer attitude, while (reference of family / friends) factor 

did not have an influence on Algerian consumer attitude towards insurance 

services. 

Keywords: insurance services, consumer attitudes, sociocultural factors. 
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