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reklama da finansebi imereTis regionis sawarmoebis magaliTze

nargiza qarqaSaZe, awsu-s profesori
 TinaTin gugeSaSvili, awsu-s profesori

reziume

statiaSi `reklama da finansebi imereTis 
regionis sawarmoebis magaliTze~ mocemulia 
sareklamo biujetis Sedgenis mniSvnelobisa da 
misi gamoTvlis Tanamedrove meTodebis Sesaxeb. 
agreTve ganxilulia imereTis sawarmoebis mier 
gaweuli xarjebis dinamika reklamaze da naTqva­
mia im naklovanebebis Sesaxeb, romelic warmoiSoba 
sareklamo biujetis gaangariSebisas.

statiaSi CamoTvlili naklovanebebis gamosas­
woreblad mizanSewonilia Semdegi rekomendacieb­
is gaTvaliswineba:

1.	 Sefasdes adre gakeTebuli reklamis efeq­
turoba da masze gaweuli xarjebi, raTa maTze 
dayrdnobiT SeZlo axali finansebis gamoyofa;

2.	 xelmZRvanelebma kargad unda Seiswav­
lon sareklamo biujetis gamoTvlis axali da 
progresuli meTodebi da airCion maTTvis opti­
maluri varianti;

3.	 yuradReba miaqcion reklamis Tanamed­
rove saxeebis gamoyenebas, romelic iqneba metis 
momcveli da SeZlebs meti potenciuri klientebis 
mozidvas da maTi gamoyeneba iqneba ekonomiuri sa­
warmosaTvis da a.S.

sakvanZo sityvebi: komunikacia, sarekla­
mo biujeti, miznebisa da amocanebis meTodi, 
eqspertuli meTodi, xuTi kiTxvis meTodi, rek­
lamis efeqturoba, Tvisebebi.

SUMMARY

In clause “ Advertising and the finance on an ex-
ample of the enterprises Imereti of region “ is given 
meaning(importance) of drawing up of the advertising 
budget and modern methods of his(its) account. Publicity 
expenses made by the enterprises  Imereti also ar e consid-
ered and is said about those lacks, which arise at account of 
the advertising budget.

For correction of the listed lacks it is expedient to take 
into account the following recommendations:

1. To estimate efficiency before the made advertising 
and expenses made on it(her), that leaning(basing) on them 
to allocate the new finance;

2. The chiefs well should study new and progressive 
methods of account of the advertising budget and choose 
optimum for them variant;

3. Should pay attention to use of modern kinds of 
advertising, which will be more substantial and can 
involve(attract) more potential clients and their use will be 
more economical for the enterprises etc 

* * * * * * *

sabazro ekonomikis pirobebSi aucilebelia 
sawarmoebi gadavidnen informaciis axal saSu­
alebebze. es ki SeuZlebelia komunikaciis Tan­
amedrove saxeebis gmoyenebisa da komunikaciis 
procesis gareSe.

Tanamedrove sabazro ekonomikis pirobebSi 
udidesi mniSvneloba eniWeba marketingis kom­
pleqsis elementebis swor da efeqtur gamoyen­
ebas. kerZod Cven yuradRebas gavamaxvilebT ko­
munikaciis erT-erT saxeze-reklamaze da masze 
gasawev da gaweul xarjebze – sareklamo biu­
jetze.

reklamaze saubrisas mniSvnelovania gamovy­
oT misi Tvisebebi. 

•• igi fasiania (ris gamoc atarebs komerci­
ul xasiaTs);

•• mikerZoebiTia (asaxavs reklamis mimcemis 
principebs, gamoxatavs mis intersebs);

•• mravalfunqciuria (zemoqmedebs adamianis 
cxovrebis da grZnobebis sxvadasxva mxare­
ze.)

aseve mniSvnelovania ganvixiloT reklamis 
efeqturobis amaRlebis ZiriTadi faqtorebi:

•• obieqturobis xarisxi;
•• reklamis mimcemis sazogadoebaSi prestiJi 

da mdgomareoba;
•• reklamis zemoqmedebis sixSire;
•• sareklamo informaciis miRebis moxerxe­

buloba (dro, adgili, arxi);
•• sareklamo Setyobinebis argumentacia;
•• sareklamo informaciis Tanmimdevruli 

gadmocema, Txroba.
organizaciebis umetesoba sareklamo kampa­

niis Seqmnisa da mis arCevisaTvis, aseve sarekla­
mo sivrcis da drois SeZenisaTvis mis-Si mima­
rTaven gare sareklamo saagentoebis momsaxure­
bas. [1] (marketing-menejmenti gv. 607)

amasTan mniSvnelovania sakiTxi, romelic exe­
ba sareklamo biujetis gaangariSebas. rasakvir­
velia is unda iyos optimaluri da efeqturi. 
amitom misi gaangariSebisas gaTvaliswinebuli 
unda iqnas Semdegi faqtorebi:

1. saqonlis sasicocxlo ciklis etapebi. ro­
gorc wesi, axali produqciis reklama moiTxovs 
did sareklamo biujets: es aucilebelia momx­
marebelTa gacnobierebisa da interesis aRZvris 
CamoyalibebisaTvis moaxdinos sacdeli yidva. 
cnobili savaWro markebi mxars uWeren reklamas 
naklebi biujetiT, gamoTvlils procentul da­
mokidebulebaSi gayidvebTan.
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2. bazris wili da klientura. savaWro markebi, 
romlebic floben bazris did wils, saWiroeben 
reklamaze nakleb xarjebs (gaTvlili rogorc 
procenti gayidvidan da mimarTuli sabazro 
wilis SenarCunebaze).

3. konkurencia da informaciuli qaosi. 
bazarze konkurenciis da reklamis danaxarjebis 
maRali doniT savaWro markis reklama unda iyos 
ufro aqtiuri da `xmamaRali~.

4. reklamis sixSire. ganmeorebebis raodeno­
ba, aucilebeli sareklamo mimarTvis dasatanad 
momxmareblamde, aranakleb gavlenas axdens biu­
jetis sidideze.

5. saqonlis Secvlis SesaZlebloba. farTo 
moxmarebis tipiuri saqonlisaTvis (mag: ludi, 
ualkoholo sasmelebi, bankebi, aviakompaniebi 
da sxv.) individualuri damaxsovrebis saxiT 
formireba saWiroebs gansakuTrebiT aqtiur re­
klamas.

mkvlevarebma j. loum da j. morma daadgines, 
rom imis mixedviT, rogorc ki saqoneli Tavis 
sasicocxlo ciklSi uaxlovdeba dacemis sta­
dias, mis reklamaze xarjaven nakleb finansebs. 
aseTive SeimCneva situaciebSi, rodesac savaWro 
marka zustadaa diferencirebuli konkuren­
tebTan SedarebiT, menejeris anazRaureba da­
mokidebulia muSaobis moklevadian Sedegebze, 
menejerebs ara aqvT kompaniaSi muSaobis sak­
marisi gamocdileba da sxv. [1. gv.613-14]

amas garda mniSvnelovania vicodeT, infor­
maciis romeli saSualeba unda avirCioT, rad­
ganac Rirebulebebi mniSvnelovnad gansxvavdeba 
erTmaneTisagan. aq aucilebelia aseve gaviTval­
iswinoT sareklamo Setyobinebis Rirebuleba 
gaTvlili 1000 kontaqtze.

sareklamo biujetis sididis gansazRvra 
saWiroebs, rom mogeba, gayidvebi an bazris 
wili ganixilebodes ukve reklamis konkretuli 
amocanis saxiT. menejerma unda Seafasos danax­
arjebi momaval RonisZiebebze, romelTa sidide 
ganisazRvreba wlis dasawyisSi, mogebiT, gayid­
vebiT an bazris wiliT mosalodneli wlis bo­
los.

sareklamo biujetis sididis gansaz­
Rvra Seucdomlad – rTuli amocanaa. Cven 
yuradRebas gavamaxvilebT ramdenime meTodze, 
romelic cnobilia TeoriaSi da romelTa dax­
marebiT yvelaze xSirad ganisazRvreba biuje­
tis sidide. ucxoeTis cnobil firmebSi. esenia: 
miznebisa da amocanebis meTodi da eqspertuli 
meTodi.

miznebisa da amocanebis meTodi efuZneba my­
idvelis reaqcias stadiebze. zustad am meTo­
diT sargebloben msxvili reklamis mimcemebi. 
am meTodis yvelas mier gamoyeneba ar xdeba im 
mizeziT, rom Zalian rTulia misi gamoyeneba. is 

saWiroebs:
1. myidvelis reaqciis zust gansazRvras da 

myidvelis reaqciis operatiul kontrols yve­

la stadiaze (esaa: kontaqti reklamasTan ®
informaciis damuSaveba – komunikaciis efeqti 
da markis pozicionireba ®  miznobrivi myid­
velebis qmedeba);

2. mzadyofna gazomo an guldasmiT Seafaso 
`gadasvlis koeficientebi~ reaqciis erTi sta­
diidan meoreze.

mocemuli meTodis logika martivia. Tavidan 
saWiroa upasuxo kiTxvaze; ramdeni kontaqtia 
(stadia 1) saWiro aucilebeli donis miRebi­
saTvis informaciis damuSavebisas (stadia 2), 
romelic Tavis mxriv, uzrunvelyofs poten­
ciuri myivelebis saWiro ricxvs komunikaciis 
formirebadi efeqtebiT (stadia 3) da amiT saSu­
aleba miecema miaRwios gasaRebis mizans. magram 
am gadasvlis koeficientebis gaTvla aucile­
beli sizustiT Zalian Znelia.

eqspertuli meTodi sareklamo biuje­
tis sididis gansazRvrisa, romelmac farTo 
gavrceleba hpova, efuZneba firmis xelmZ­
Rvanelobis da eqspertebis Sefasebas. es yvelaze 
martivi da yvelaze iafi xerxia biujetis agebis. 
maram is, rogor gamoiyeneba es meTodi praqti­
kaSi gvaiZulebs davasaxeloT igi rogorc 
yvelaze arazusti. imisaTvis, rom avamaRloT 
eqspertuli Sefasebis sizuste, aucilebelia 
gamoviyenoT `damoukidebeli gasaSualoebuli 
prognozi~ (dgp- IAF) da xuTi kiTxvis meTodi 
(5k -5Q).

j.s. amstrongma am meTodis Seswavlisas aCve­
na, rom misi srulyofa SesaZlebelia eqspertTa 
jgufis (5-10 eqsperti) gamoyenebiT, romlebic 
damoukideblad ageben prognozs. balansirebu­
li prognozis misaRebad saWiroa minimum 5 an 
6 eqsperti. eqspertebi araa aucilebeli iyvnen 
reklamis specialistebi. maT unda hqondeT mok­
le sia ZiriTadi faqtorebis, romlebic gavle­
nas axdenen gayidvebze. eqspertebma unda gaiT­
valiswinon, rom CamoTvlili faqtorebi SeiZle­
ba iyos urTierTdakavSirebuli, mag: ganawileba 
da fasi.

xuTi kiTxvis meTodi ki SemdegSi mdgomare­
obs:

1. rogoria gayidvebis moculoba fulad 
gamoxatulebaSi reklamaze mimdinare danaxar­
jebis doneze (Zveli markis, axali markis)? (A 
mimdinare)

2. rogori iqneba gayidvebis moculoba rek­
lamis nulovani moculobisas? (A

0
)

3. rogori iqneboda maqsimaluri gayidvebis 
moculoba, Tu reklamaze SeiZleboda davexarja 
ramdenic gvinda fuli, da risi toli iqneba es 
danaxarjebi? (S

maqs
, A

maqs
).
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rogori iqneba gayidvebis moculoba rek­
lamis moculobisas toli mimdinares naxevris? 
(A

-50
)
rogori iqneba gayidvebis moculoba rek­

lamis moculobisas, naxevrad meti, vidre mim­
dinare? (A

+50
).

amasTan mniSvnelovania vicodeT, romeli me­
Todi ra SemTxvevaSi gamoiyeneba. amisaTvis gan­
vixiloT Sesabamisi situaciebi da rekomendi­
rebuli meTodebi sareklamo biujetis gansaz­
Rvris (ix. cxrili 1). [2. gv.47-59]

yvela es sakiTxi miuniSnebs imaze, Tu Teo­
riulad ra finansebi SeiZleba daixarjos re­
klamaze, magram sainteresoa ganvixiloT sinam­
vileSi rogor axorcieleben am finansebis 
gamoyofas imereTis regionSi arsebuli sawar­
moebi. amisaTvis ganvixiloT ramdenime maTgani.

cxrili 1. 
rekomendirebuli meTodebi sareklamo biu­

jetis gansazRvris
situacia ZiriTadi 

meTodi

damatebiTi an 

sakontrolo 

meTodi

wardgena axali 

sasaqonlo 

kategoriis

miznebisa da 

amocanebis 

meTodi

meTodi IAF/5Q

axali marka 

ukve arsebuli 

sasaqonlo 

kateoriis

miznebisa da 

amocanebis 

meTodi

pekxemis 

meTodi/

rigiTobis 

Sesvlis 

principi

moZvelebuli 

marka ukve 

arsebuli 

kategoriis

Sroeris 

meTodi 

(Tuki marka 

iyideba 

ramdenime 

regionSi; 

winaaRmdeg 

SemTxvevaSi 

miznebisa da 

amocanebis 

meTodi

testuri 

reklama, 

statistikuri 

prognozirebis 

meTodi

meTodi IAF/5Q

s.s. samkervalo kompania “imeri” warmoebuli 
produqciis reklamirebisaTvis iyenebs rogorc 
sainformacio ise SexsenebiT reklamas. sain­
formacios saxiT gamoiyeneba: televizia, radio, 
socialuri qseli `Facebook~, bukletebi, gaxs­
nilia sakuTari veb-gverdi www.imeri.ge. xSirad 
ewyoba “imeris” mier warmoebuli produqciis 
gamofena savaWro-samrewvelo palatis saga­

mofeno darbazSi. aprobirebulia da kargad 
muSaobs TviTreklama. efeqturad muSaobs sa­
warmos teritoriaze gaxsnili maRazia, romelic 
gaTvlilia farTo momxmarebelze.

SexsenebiTi reklamisaTvis axali koleqciis 
gayidvebis dawyebisTanave egzavneba sms-Sety­
obineba im klientebs, romlebic xSiri momx­
marebelia “imeris” produqciis. yvelaferi 
zemoT CamoTvlilis ganxorcielebisaTvis sa­
warmo gamoyofs da xarjavs Sesabamis finansebs, 
romlis dinamika mocemulia diagrama 1-ze. 

0
500

1000
1500
2000
2500
3000
3500

2007 2008 2009 2010 2011 2012 2013

l
a
r
i

diagrama 1. s.s. samkervalo kompania `imeri~-s 
sareklamo xarjebi 

wyaro: s.s. samkervalo kompania `imeri~-s 
oficialuri monacemebi

rogorc diagramidan Cans misi xarjebi mkve­
Trad icvleba (izrdeba-klebulobs). sawarmos 
xelmZRvaneloba reklamaze dasaxarji Tanxebis 
gamosaTvlelad arc erT zemoT CamoTvlil me­
Tods ar iyenebs. reklamaze xarjebi dgeba saer­
Tod gasawevi xarjebis proporciulad da imis 
gaTvaliswinebiT Tu ra RonisZiebebis ganxor­
cielebas gegmavs sawarmo Tavisi produqciis 
ukeT da efeqturad warmoCenisaTvis. 

meore sawarmo es gaxlavT Sps `aia~, romelic 
awarmoebda ualkoholo sasmelebs da luds 2010 
wlamde, romelic reklamaze weliwadSi saSual­
od xarjavda 10 aTa lars, xolo 2010 wlidan 
warmoeba ijariT gadasca Sps `kolxeTs~, romel­
ic reklamisTvis weliwadSi xarjavda saSualod 
12-15 aTas laramde, magram am xarjma 2013 wli­
saTvis Seadgina 3 aTasi lari, rac gamowveulia 
bazarze produqciis realizaciis SemcirebiT 
da konkurenciis sxva faqtorebis zemoqmedeb­
iT. ram ganapiroba `aias~ da Semdgom `kolxeTis~ 
aseTi mdgomareoba, amisaTvis mniSvnelovania me­
nejerebis Sexedulebebi sareklamo biujetTan 
mimarTebaSi.

rogorc mogexsenebaT, sabazro ekonomikis 
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pirobebSi konkurencia sakmaod mwvavea da rTu­
lia sakuTari saqonlis pozicionirebisaTvis, 
ekonomikuri krizisis pirobebSi reklamaze didi 
xarjebis gamoyofa. magram xelmZRvanelebma 
unda gaiTvaliswinon yvela momqmedi faqtorebi 
da SeZlon efeqturi reklamis gasakeTeblad fi­
nansebis efeqturi xarjva. dRevandel pirobebSi 
saqarTveloSi sawarmos xelmZRvanelobis mTa­
var naklovanebas warmoadgens is faqti, rom 
naklebad erkvevian sareklamo biujetis gaan­
gariSebaSi, romelic  arsebobs Sesabamis liter­
aturaSi, rac did problemebs uqmniT maT. Aaqve 
unda aRvniSnoT kvalificiuri specialistebis 
deficiti, rac mkveTrad SeimCneva aRniSnul 
sakiTxTan mimarTebaSi. yvelaferi amis Tavidan 
asacileblad ki aucilebelia:

Sefasdes adre gakeTebuli reklamis efeq­
turoba da masze gaweuli xarjebi, raTa maTze 
dayrdnobiT SeZlo axali finansebis gamoyofa;

xelmZRvanelebma kargad unda Seiswavlon 
sareklamo biujetis gamoTvlis axali da pro­
gresuli meTodebi da airCion maTTvis opti­
maluri varianti;

yuradReba miaqcion reklamis Tanamedrove 
saxeebis gamoyenebas, romelic iqneba metis mom­
cveli da SeZlebs meti potenciuri klientebis 
mozidvas da maTi gamoyeneba iqneba ekonomiuri 
sawarmosaTvis da a.S.

yvela zemoT CamoTvlili rCevebis gaTval­
iswinebiT miRweuli iqneba kargi Sedegi sawar­
mosaTvis momuSave segmentze.  
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