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adgilis marketingis miznebi da amocanebi
maia axvlediani, 

ekonomikis doqtori
medea lominaSvili-fruiZe, 

ekonomikis doqtori

Summary

The aim of the   work is definite the aims and tasks of 
place marketing.   Helps    raising  the  competitiveness and  
spectacular  integration in the World Economic of the sepa-
rate parts of Georgia.  Is marked that the place marketing   
is  the business, that aims creating,  keeping and  changing 
the customer’s behavior  and relations .  Makes  sustainable  
pre-condition   of the place to people’s life and business.  
The place  marketing  conception is implementing  in the 
country,  region, city, village, community, in spite of the 
length of the territory.  

In the work, according for   the Imereti   region’s   popu-
lation’s   inquiry,   is searched the  indices of the place 
competitiveness,  which of them people are choosing  their 
constantly or temporary  habitation.  According of market-
ing searching are shown the problems, which solve   are   
the   main   problem  of  the place marketing.   Such as:  
the reduction of social- economical   tension  in  Imereti  
region,  the satisfaction  of  special  groups interests,  the 
growth of living place’s  attractiveness,    deepening  the 
patriotic sense towards  their  living places,  to increase the 
population’s interest  toward  their living place’s  history,  
culture and  sightseeing, the formation of the consolidation 
society,  the active inclusion of  citizens in the solving of 
the living places problems, to increase the  authority  of 
the   self-government , to inculcation their  place in the 
economical and cultural development of the living place.

In conclusion, is marked that this research  will  help 
the self-government of the city and the region, they will 
correct their rule’s  methods  and will satisfied  the special 
groups of population. 

* * * * * * * *
globalizaciisa da ekonomikis ganviTarebis  

procesi  saxelmwifoebisa  da misi calkeuli 
adgilebis winaSe msoflio ekonomikaSi efeq­
tiani integraciis amocanas ayenebs. qalaqebs, 
regionebsa da nebismier dasaxlebul terito­
riebs Soris mzardi konkurencia aiZulebs maT, 
SeinarCunon da moizidon adamianuri resursebi, 
uzrunvelyon  saqonlisa da momsaxurebis gay­
idvebi, ipovon ganviTarebis sakuTari ekonomi­
kuri Tu kulturuli niSa. 

adgilis marketingis arss ekonomikur lit­
eraturaSi mravali avtori (f.kotleri, a. pank­
ruxini,  s.anxoli, d. jorji, u.jonsoni s.pani, i. 
ansofi, p. haideri da a.S.) ganmartavs. maTi um­
ravlesoba miiCnevs, rom is arakomerciuli mar­
ketingis saxea, romelic konkretul adgilebTan  

mimarTebaSi momxmarebelTa damokidebulebis 
da qcevis Seqmnas, SenarCunebas an Secvlas em­
saxureba. adgilis marketingis mizania  teri­
toriis prestiJulobis amaRleba, arsebuli 
resursebis (bunebrivi, materialur-teqnikuri, 
finansuri, SromiTi,  saorganizacio socialuri 
da sxva) warmoCena, cxovrebisa da sameurneo 
saqmianobisaTvis adgilis mimzidvelobis zrda. 
igi ayalibebs bazas teritoriis socialur-
ekonomikuri ganviTarebis grZelvadiani xedvis 
koncefciis Seqmnisa da ganviTarebisaTvis [1].

adgilis marketingis koncefcia warmatebiT  
xorcieldeba qveynis, regionis, qalaqis, sof­
lis, Temisa da nebismieri dasaxlebuli terito­
riuli erTeulis doneze, miuxedavad teritori­
is sididisa [2].  adgilis marketingis obieqtia  
konkretuli adgili (teritoria),  sadac yvela 
saqmianoba, adgilis interesebidan gamomdin­
are, erTiani marketinguli strategiis qveSaa 
SemoTavazebuli. subieqtebi am urTierTobebSi 
arian momxmareblebi: teritoriis mosaxleoba, 
biznesmenebi, turistebi, investorebi, adgilo­
brivi marTvis organoebi, saqonlisa da momsax­
urebis  gamyidvelebi [3].

postindustriul epoqaSi, mxolod xelsay­
reli geografiuli mdebareoba da mdidari 
bunebrivi resursebi, adgilis ekonomikuri war­
matebisaTvis sakmarisi ar aris. dRes evropa gan­
icdis Tematuri qalaqebis bums: Teatraluri, 
saTxilamuro, savaWro, botanikuri, Rvinis, 
yavis, musikis, kinos,  da a.S. patara provinci­
ul qalaqebSi ekonomikis aRdgenis epicentrSi 
moeqcnen muzeumebi, biblioTekebi, sagamofeno 
darbazebi, Teatrebi. isini  qalaqis ,,sulis” 
matareblebi da ocdameerTe saukunis brende­
bi arian. yovelwliuri gamofenebi, bazrobebi, 
festivalebi, konferenciebi ganviTarebuli 
qveynebis msxvili qalaqebis biujetSi didZali 
Tanxis mobilizebas  axdenen,  zogjer ufro 
metisas, vidre samrewvelo kompaniebi [4]. adgi­
lis marketingis swrafad mzardi   amerikuli da 
evropuli gamocdileba, saqarTvelos regioneb­
ma da qalaqebma aucileblad unda gaiziaron. 

marketingis mTavari funqcia miznobriv 
jgufebze orientaciaa, miuxedavad imisa, Tu 
sad imyofebian es jgufebi  teritoriis Sig­
niT Tu mis farglebs gareT. teritoriis gare 
miznobriv jgufebs miekuTvnebian: investorebi, 
turistebi, potenciuri macxovreblebi,  sxva­
dasxva interesTa jgufebi, romlebic ar cxov­
roben mocemul teritoriaze, magram adgilis 
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sasicocxlo funqciebze mniSvnelovani gav­
lena aqvT (Cinovnikebi, Jurnalistebi adgilis 
yofili macxovreblebi da a.S.). Siga miznobriv 
jgufebs ki - adgilobrivi macxovreblebi war­
moadgenen [5].

adgilis marketingis CarCoebSi saWiroa gan­
isazRvros: rogoria sxvadasxva miznobrivi 
auditoriis mier teritoriis xedva, ra  maxa­
siaTeblebiT irCeven an icvlian sacxovrebel 
da samuSao adgilebs,  ra asociacia SeiZleba 
hqondeT sacxovrebel adgilebTan mimarTebaSi. 
aRniSnuli faqtorebis analizi dagvexmareba  im 
amocanebis gadawyvetaSi, rac aamaRlebs teri­
toriis konkurentunarianobas saerTo ekono­
mikur sivrceSi. am mizniT CavatareT imereTis 
mosaxleobis marketinguli kvleva (anketuri 
gamokiTxvis safuZvelze gamoikiTxa 600 re­
spondenti). ramdenadac, saubari midis mudmiv an 
droebiT sacxovrebel Tu samuSao adgilis arCe­
vaze, gansakuTrebuli yuradReba Sromisunari­
ani mosaxleobis  gamokiTxvas daeTmo, cxovreb­
is aqtiuri periodis (20-55 wlebi) gaTvaliswine­
biT. gamokiTxvebSi aqtiuri monawileoba miiRes 
wereTlis saxelmwifo universitetis studen­
tebma. 

gamokiTxul respondentTa 52% miekuTvneba 
ufros asakobriv (20-35 weli) segments, Sedar­
ebiT axalgazrda asakobriv (35-55) segmentSi re­
spondentTa 48%-ia warmoadgenili.

Cvens mier dasmul kiTxvaze ,,Tu Tqven mogec­
emodaT sacxovrebeli adgilis arCevis Sesa­
Zlebloba, pirvel rigSi, raze gaamaxvilebdiT 
yuradRebas~ sul SeTavazebuli iyo  pasuxis 
Cvidmeti  varianti (ix.nax.1). 

rogorc marketingulma kvlevam  gviCvena, 
respondentTa  pasuxebis pirvel xuTeulSi  
Semdegi pasuxebi prevelirebs: maRali Semosav­
lebi (10%), bavSvebis aRzrdis pirobebi (9.16%), 
ekologiuri pirobebi (8.3%), socialuri da 
sameurneo obieqtebis raodenoba (7.16%), usa­
frTxoeba (7%) karieruli zrdis perspeqtivebi 
(6.66%). mcire yuradReba gamaxvilda pasuxebze: 
gamwvaneba, lamazi buneba (2,3%), arqiteqtura da 
istoriuli RirSesaniSnaobebi (2. 6%).

ufros asakobriv (35-55 wlebi) segmentSi re­
spondentebma upiratesoba  racionalur  maxa­
siaTeblebs mianiWes: dasaqmebis SesaZlebloba 
(15%), sacxovrebeli binebiT uzrunvelyofis 
SesaZlebloba (12.9%), socialuri da sameur­
neo obieqtebis raodenoba (10.3%), adgilis so­
cialur-ekonomikuri ganviTarebis done (9.45%),   
yvelaze mcire yuradReba gamaxvilda pasux­
ebze: geografiuli mdebareoba (2.7%), arqite­
qtura da istoriuli RirSesaniSnaobebi (2.9%).                                                                                                                                         
SedarebiT axalgazrda asakobriv (20-35 wlebi) 
segmentSi respondentTa yuradReba Semdeg 
pasuxebze gaamaxvilda: dasaqmebis SesaZlebloba 
(13%), usafrTxoeba (12@.4%), satransporto in­
frastruqtura (8%), garTobisa da dasvenebis 
SesaZlebloba (7.5%), mosaxleobis raodenoba 
(6%). 

Cvens mier dasmul SekiTxvaze ,,rogori gr­
Znoba SeiZleba hqondeT adamianebs TavianTi 

nax. 1
wyaro: imereTis regionis mosaxleobis marketinguli kvleva.pasuxi kiTxvaze ,,Tu Tqven mogecemodaT 

sacxovrebeli adgilis arCevis SesaZlebloba, pirvel rigSi, raze gaamaxvilebdiTyuradRebas?~
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sacxovrebeli adgilis mimarT~ SeTavazebuli 
iqna pasuxis 15 varianti (ix. nax. 2).

                                                        nax. 2
wyaro: imereTis regionis mosaxleobis marketin­

guli kvleva. pasuxi kiTxvaze ,,rogori grZnoba Sei­
Zleba hqondeT adamianebs TavianTi sacxovrebeli ad­
gilis mimarT”

respodentTa  20-35 wlebis asakobriv seg­
mentSi Semdegi pasuxebi dominirebs: adgilis 
siyvaruli (13,3%), saxlis SegrZneba (11,3%), sia­
maye (9,1), Tbili grZnoba (11,6%),  usafrTxoeba 
(7,5%), mcire yuradReba gamaxvilda pasuxebze: 
patriotuli grZnoba (1.6%) da gaurkveveli gr­
Znoba (1,1%).  ufros asakobriv segmentSi (35-55 
wlebi) yuradReba gamaxvilda Semdeg pasuxebze: 
simSvide (14%), adgilis siyvaruli (12,1), saxlis 
SegrZneba (11%), daculobis grZnoba (10%), sia­
maye (9.8%). mcire yuradReba gamaxvilda nega­
tiur pasuxebze:  siZulvili (2%) da gaqcevis 
survili (2,5).

kiTxvaze ,,ratom icvlian adamianebi 

sacxovrebel adgils” SeTavazebuli iyo pasuxis 
17 varianti (ix. nax 3). pirveli xuTi  pasuxi, 
risTvisac adamianebi sacxovrebel adgils icv­
lian aris: cudi socialur-ekonomikuri pirobe­
bi (13,3%), maRali Semosavlebi (12%), bavSvebis 
aRzrdis cudi pirobebi (9,1%), surs ipovos sa­
muSao adgili (10,8%), biznesis dawyebis ukeTesi 
SesaZleblobebi (7,5%).

ufros asakobriv (35-55 wlebi) segmentSi 
yuradReba gamaxvilda Semdeg pasuxebze: cudi 
socialur-ekonomikuri pirobebi (11%),  midis 
iq, sadac bevrs gamoimuSavebs (10,1%), kreditis 
miRebis SeuZlebloba (9,6%),  xmauriani adgile­
bidan miemgzavrebian wynar adgilebSi (9,6%), 
bavSvebis aRzrdis cudi pirobebi (7%). asako­
brivi (20-35 wlebi)  segmentis respondentebma 
sacxovrebel adgilebis cvlilebis mizezad 
daasaxeles: midis iq sadac bevrs gamoimuSavebs 
(12@%), did qalaqebSi cxovrebis survili (14%), 
prestiJul adgilebSi cxovrebis survili (12%), 
dasvenebisa da garTobis SeuZlebloba (9%), ver 
axdens sakuTari SesaZleblobebis realizacias 
(7%).

marketinguli kvlevis Sedegebis safuZv­
elze adgilis marketingis Semdegi amocanebi 
gamoikveTa: 

•• imereTis regionSi  socialur - ekonomi­
kuri daZabulobis Semcireba, miznobrivi 
jgufebis moTxovnaTa maqsimaluri daka­
myofileba; 

•• sacxovrebeli adgilebis mimzidvelobis 
zrda; 

•• sacxovrebeli adgilebis mimarT mosaxleo­
bis patriotuli grZnobis amaRleba;

•• istoriis, kulturisa da RirSesaniSnaobe­

nax.3
wyaro: imereTis regionis mosaxleobis marketinguli kvleva.

pasuxi kiTxvaze  ,,ratom icvlian adamianebi sacxovrebel adgils”
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bis mimarT mosaxleobis interesis zrda; 
•• konsolidirebuli sazogadoebis formire­

ba;
•• mosaxleobis CarTuloba regionis, qalaqis 

problemebis mogvarebaSi. 
problemis gansazRvra da amocanebis dasma 

yovelTvis moiTxovs mmarTvelbiTi gadawy­
vetilebis miRebas. specialistTa erTi nawili 
miiCnevs, rom iniciatori da Semsrulebeli ad­
gilis marketingis aris mxolod qalaqis, re­
gionis administraciuli organoebi, rac Cveni 
azriT ara sworia. adgilis  interesebis ,,win 
wawevas~ xels uwyobs mTeli  sazogadoeba, sul­
erTia, iqneba es Cinovniki, mewarme, sazogadoe­
brivi organizacia, Jurnalisti, eqimi Tu in­
Jineri. yvela maTgans  aqvs Tavisi konkretuli 
brZolis fronti. 

daskvnis saxiT SeiZleba aRvniSnoT, rom 
saqarTveloSi ekonomikuri reformebi teri­
toriul gansxvavebulobebTanaa dakavSirebuli. 
qalaqebisa da regionebis konkurentuli upi­
ratesobebis gacnobiereba, interesebis naTlad 
Camoyalibeba da efeqtiani pozicionireba qvey­
nis SigniT Tu mis farglebs gareT, nebismieri 
dasaxlebuli teritoriuli erTeulisaTvis 
umniSvnelovanesi problemaa. imisaTvis, rom 
qalaqebma da regionebma SeinarCunon mosaxleo­
ba, ipovon ganviTarebis sakuTari ekonomikuri 
Tu kulturuli niSa, aucilebelia adgilis mar­
ketingis teqnologiis aTviseba da  ganviTareba.

gamoyenebuli literatura:

1. Филип Котлер, Кристер Асплунд, Ирвинг Рейн, 
Дональд Хайдер. «Маркетинг мест» Издательство: 
Стокгольмская школа экономики в Санкт-Петербурге 
2005.

2. Панкрухин А. Маркетинг территорий. — 
СПб.:Питер, 2006.

3. Bailey J.T. Marketing Cities in the 80th and 
Beyond(Chicago: American Economic Development 
Council,1989).

4. Kavaratzis, M., G.S. Ashworth. “City Branding: an 
Effective Assertion of Identity or a Transitory Marketing 
Trick?” Tijdschrift voor Economische en Sociale Geo-
grafie   96, no. 5 (2005)

5. Abrahams, E. “Media strategies for improving anun-
favorable city image,” Cities 21, no. 6 (2004)


