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funqciuri strategiebis dedaarsi  mdgomare-
obs gegmur-mmarTvelobiTi gadawyvetilebebis 
SemuSavebaSi xelsayreli miznobrivi bazris 
dasabuTebis, myidvelebis maqsimaluri odenobis 
mozidvisa da sasurveli Semosavlebis misaRebad 
warmatebuli pozicionirebisaTvis.

gasaRebis miznobrivi bazrebis dasabuTebis 
funqcionaluri strategia gulisxmobs gegmur-
mmarTvelobiTi gadawyvetilebebis integracias 
lokalur doneze iseT sakiTxebTan dakavSirebiT, 
rogoricaa: gasaRebis romel bazrebze unda 
gavideT? ra dros? ra moculobiT vawarmooT 
saqoneli da momsaxurebebi daukmayofilebeli 
moTxovnilebebis gaTvaliswinebiT? rogori 
misaRebi fasebiT SevudgeT saqonlisa da 
momsaxurebebis realizacias?

bazris dasabuTebis strategiis mTavari miz-
nobrivi funqciaa maqsimaluri Sedegebis miReba 
minimaluri danaxarjebiT da riskebiT.

momxmarebelTa mozidvis strategia  asru-
lebs umniSvnelovanes rols miznobrivi baz-
ris aTvisebaSi. momxmarebelze orientacia 
sarkiseburad asaxavs marketingis analitikur 
funqcias, romelic pirdapir gavlenas axdens 
firmis komerciul warmatebaze.

firmis marketinguli Zalisxmeva sxvadasxva 
modelebis SemuSavebaze koncentrirebuli unda 
iyos momxmarebelTa mosazidad. am Zalisxmevis 
safuZvelia moxmarebis motivaciis kompleq-
suri analizi, romelic moicavs Semdeg mimar-
Tulebebs:

moTxovnis struqturisa da misi cvlile-••
bebis dinamikis analizi am moTxovnis dau-
kmayofileblobis gaTvaliswinebiT;
samomxmareblo dakmayofilebulobis, in-••
formirebis, SeZenis arCevanze gavlenis 
mqone faqtorebis analizi;
ZiriTadi konkurenti savaWro markebis imi-••
jis analizi produqciis saboloo momxma-

reblebTan;
korporaciuli savaWro markis erTgulebis ••
Sefaseba da brendis formirebis SesaZlo 
rezervebis gamovlena.

momxmarebelTa mozidvis strategiis ZiriTadi 
arsia segmentaciis procesi.

momxmarebelTa segmentacia bazris nawilis 
gamoyofaa, romelSic myidvelebi erTnairad 
reagireben SemoTavazebuli saqonlisa da mom-
saxurebebis samomxmareblo Tvisebebze. momxma-
rebelTa erTobliobis erTgvarovan miznobriv 
jgufebad dayofis aRniSnuli procesi gvaZlevs 
SesaZleblobas maqsimalurad gaviTvaliswinoT 
myidvelTa moTxovnebi da sasurveli mimarTulebiT 
warvmarToT marketinguli Zalisxmeva.

momxmarebelTa segmentaciis procesis Sede-
gebia:

momxmarebelTa moTxovnebisadmi swrafi ad-••
aptacia da maTi maqsimaluri dakmayofi-
leba;
daukmayofilebeli moTxovnis gamovlena, ••
romelic mogvcems SesaZleblobas saTana-
do koreqtivebi SevitanoT marketingul 
strategiebSi;
axali saqonlis koncefciis organuli da-••
kavSireba miznobriv segmentSi sasicocx-
lo ciklis strategiasTan;
kompaniis konkurentuli upiratesobebis ••
gaZliereba fasebis zRvris drouli Sefa-
sebis, xelsayreli asortimentisa da kli-
entTa servisuli momsaxurebis xarjze;
pozitiuri sazogadoebrivi azris Camoyali-••
beba myidvelTa miznobriv auditoriebSi.

praqtikaSi segmentaciis mravalmxrivi pro-
cesi xorcieldeba mTeli rigi kriteriumisa da 
niSnis gaTvaliswinebiT. segmentaciis procesis 
ZiriTad kriteriumebad gaTvaliswinebuli unda 
iqnas:

1. raodenobriv sazRvrebi, romlebic warmo-
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ekonomikisa da biznesis ganviTarebis miznebi da mimarTulebebi

adgens momxmarebelTa gamoyofili jgufebis 
gazomvadobis kriteriumebs, saxeldobr: realu-
ri da potenciuri momxmareblebis raodeno-
bas; segmentis farTobs; sabazro wils da ga-
yidvebis moculobas; segmentis tevadobasa da 
potencials.

2. segmentis misawvdomoba, rac asaxavs kompani-
is erTobliv SesaZleblobebs informaciuli uz-
runvelyofis, xelsayreli distribuciis, lo-
gistikuri formebisa da materialuri nakade-
bis marTvis meTodebis TvalsazrisiT.

3. segmentis mdgradoba, romelic gulisxmobs 
moTxovnis stabilurobis Sefasebas korporaci-
ul saqonelsa da momsaxurebasTan dakavSirebiT 
momxmarebelTa gadaxdisunarianobisa da sabazro 
kanonzomierebebis gaTvaliswinebiT.

4. segmentis sargeblianoba, romelic moicavs 
mis Semosavlianobas, mogebis zrdis tendenciebs 
mimdinare da xangrZliv perspeqtivaSi erTob-
livi danaxarjebis SesaZlo ekonomiis gaTva-
liswinebiT, konkurenciisagan daculobas.

5. segmentis komunikaciuroba gulisxmobs 
masobrivi informaciis saSualebebis, sazoga-
doebasTan kavSiris, masmediisa da internetis 
efeqtian gamoyenebas imijisa da pozitiuri 
sazogadoebrivi azris Camosayalibeblad.

momxmarebelTa segmentaciis procesis orga-
nizacia gamoyofs iseT niSnebs, rogoricaa: 
qceviTi, socialur-demografiuli, fsiqografi-
uli da geografiuli.

segmentaciis procesis kompleqsuri Sefasebis 
Sedegad xelmZRvanelobas gamoaqvs verdiqti 
sabazro monawileobis mizanSewonilobis, mar-
ketingul saqmianobaze biujetis nawilis gamo-
yofis Sesaxeb.

momxmarebelTa mozidvis strategia warmoad-
gens funqciuri donis faqiz instruments, ro-
melic mowodebulia potenciuri myidvelebis 
miznobrivi jgufebis gamosayofad erToblivi 
kriteriumebisa da niSnebis gaTvaliswinebiT. 
mocemuli strategiis warmateba xels uwyobs 
marketingis marTvisadmi sistemuri midgomis 
gamomuSavebas.

segmentirebisaTvis gaweuli muSaoba gansaz-
Rvravs miznobrivi bazris arCevans. miznobrivi 
bazari saerTo moTxovnilebebisa da saWiroebebis 
mqone myidvelTa erTobliobaa, romlis momsa-

xurebasac apirebs kompania. miznobrivi gasaRebis 
bazris arCevani xorcieldeba sam etapad: 

mimzidveli gasaRebis bazrebis ranJireba 
xorcieldeba sabazro garemos faqtorebis, 
konkurenciis, SesaZlo riskebis, saxelmwifo 
regulirebis sistemis, samomxmareblo moTxovnis 
daukmayofileblobis xarisxis, bazris wilisa 
da myidvelTa miznobrivi auditoriebis qcev-
is tendenciebis kompleqsuri Sefasebis gaTva-
liswinebiT.

miznobrivi bazris kompleqsuri analizi  
moicavs: ganawilebisa da promouSenis arxebs, 
konkurenciis lideris, bazris ZiriTadi maCve-
neblebis, misi tevadobis, koniunqturis, seg-
mentaciis, saqonlis sasicocxlo ciklis stra-
tegiis, servisulobis SesaZlo donis Zirfesvian 
Sefasebas.

strategiis SemuSaveba firmis realuri SesaZ-
leblobebis gaTvaliswinebiT (mesame etapi) 
sruldeba kompaniis umaRlesi xelisuflebis 
mier pirveli ori etapis sistemuri Sefasebis 
gamoyenebiT. muSavdeba sabazro monawileobis 
strategiebi, maT Soris portfeluri, korpo-
raciuli da operaciuli. 

bazris segmentaciis Semdeg saWiroa muSaobis 
Catareba pozicionirebis rukis asagebad, rome-
lic gamoiyeneba sawarmoTa konkurentuli pozi-
ciebis Sesafaseblad.  

pozicionirebis rTuli procesis ZiriTadi 
mdgenelebia:

1) sabazro tendenciebisa da kanonzomierebebis 
marketinguli kvlevebi uaxlesi informaciuli 
teqnologiebis gamoyenebiT;

2) myidvelTa qcevis sistemuri analizi yo-
veli klientis daukmayofilebeli moTxovnis sa-
fuZvlianad gaTvaliswinebis poziciidan, raTa 
Seiqmnas momsaxurebaTa individualuri speqtri, 
romelic moicavs fass, xarisxsa da saimedoobas;

3) strategiebi da marketinguli programebi 
pozicionirebis mimarTulebebis mixedviT;

4) biznesis diversifikacia samuSaoebis, sa-
qonlisa da momsaxurebis axali saxeebis Semu-
Savebis Sedegad;

5) marketologebis maRalprofesiuli gundi, 
romelic flobs menejmentis Tanamedrove meTodebs.

miznobrivi bazrisa da momxmarebelTa mozid-
vis dasabuTebisaTvis funqciuri strategiebis 



biznes-inJineringi, 2013, #2                    

54

arsebiTi danamatia poziciuri strategiebi.
poziciuri strategiebSi vgulisxmobT geg-

mur-mmarTvelobiTi gadawyvetilebebs _kompaniis 
popularobisa da maRali imijis Seqmnis mizniT 
efeqtiani marketinguli komunikaciebis orga-
nizaciisaTvis 

zemoT aRniSnulidan gamomdinare, SeiZleba 
davaskvnaT, rom konkurentuli strategiebi iZ-
leva SesaZleblobas:

droulad gamovlindes daukmayofilebeli ••
moTxovna da xarisxianad dakmayofildes igi;
racionalurad iqnas gamoyenebuli resur-••
suli potenciali da sworad iqnes war-
marTuli mcire organizaciis resursuli 
potenciali;
Camoyalibdes sasurveli imiji da mopove-••
bul iqnes momxmarebelTa aRiareba.

Maya Soselia, professor GTU
Tamar Rostiashvili, professor GTU

Summary

Functional content of the planned strategies for 
small organizations - management decisions in the 
development of evidence favorable target market, 
buyers and attract maximum amount of income you 
receive for successful positioning.

Competitive Strategies enables us to:
• identify unsatisfied demand for timely and 

quality to satisfy it;
• rational use of the resource potential and properly 

managed the organization's resource potential;
• establish a dignified image and obtain the 

recognition of consumers.


