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korporaciuli  kultura da biznes-interesebi

anna TandilaSvili, ivane javaxiSvilis magistri

reziume  

nebismieri organizmi konkretul garemoSi 
arsebobs, rac bunebrivad warmoqmnis masTan 
Tanacxovrebis aucileblobas. organizaciac, 
rogorc am garemos elementi, ver iarsebebs 
misgan damoukideblad. Ggaremo icvleba da icv­
leba moTxovnebic, cvalebadia momxmareblis ge­
movneba da ganwyobebi, aseve sociumis SekveTa 
biznesis mimarT da kompaniis gavlena mis cno­
bierebaze.  TanamSromelTa midgomebi, ganwyo­
bebi, molodinebi aisaxeba sawarmoo kulturaSi, 
romlis gonivrulad organizeba dadebiT gav­
lenas axdens muSakTa motivaciaze, realurad 
zrdis kompaniis konkurentunarianobas da amaR­
lebs mis imijs sazogadoebaSi. organizaciuli 
kultura aris Sidakorporatiuli imijis mar­
Tvis umniSvnelovanesi maCvenebeli da berketi, 
romelic, saboloo jamSi,  pirdapir an irib gav­
lenas axdens kompaniis imijze.

organizaciuli kultura kompaniaSi arse­
buli Rirebulebebis, Sexedulebebis, ganwyobeb­
is, zne_Cveulebebis erTobliobaa. es is mate­
rialuri, sulieri, socialuri faseulobebia,  
romlebic mocemuli organizaciis ganumeore­
blobas da individualobas asaxavs. Kkorporaci­
uli kulturis mniSvnelovan elementad iqca 
misi socialuri aqtiuroba da sazogadoebrivi 
funqcia, rac gamoixateba sxvadasxva saxis so­
cialuri programebis ganxorcielebaSi, per­
sonalis ganviTarebis, Sromis usafrTxoebis da 
anazRaurebis stimulirebis, Sromis xelsayreli 
pirobebis Seqmnis, adamianuri resursebis ganvi­
Tarebis, garemos dacvis, adgilobrivi sazoga­
doebrivi jgufebis xelSewyobis, sponsorobis 
da qvelmoqmedebis  gafarToebis strategiebSi.

korporaciuli kultura unda Seesabamebodes 
firmis komerciul interesebs. amasTan, ekono­
mikuri miznebis miRwevis paralelurad, mkacrad 
unda iyos daculi iuridiuli normebi da sa­
zogadoebaSi aRiarebuli eTikuri standartebi. 
am principebis dacviT Camoyalibebuli korpo­
raciuli kultura mniSvnelovnad uzrunvely­
ofs firmis imijis amaRlebas, mis cnobadobas 
da legitimacias sazogadoebaSi. 

Summary

Any organization co-exists in a specific environment 
and, as a member of this environment, it cannot survive 
independently. Environment changes constantly and so do 
consumers’ requirements, taste and needs. Society orders 
differently and organizations have different influence on 
consumers’ conscience. Employees’ approaches, mood 
or expectations are reflected in organizations’ culture and 
managing this correctly has positive impact on employees’ 
motivation. This also increases organizations’ competitive-
ness and its image in a society. Organizational culture is a 
very important indicator of managing company’s internal 
image and it has direct or indirect impact on company’s 
external image at the end. 

Organizational culture is a union of company’s values, 
vision, mood and traditions. These are the material, spir-
itual and social values that reflect the uniqueness of each 
organization. One of the important elements of an organi-
zational culture is its social activity and function. This can 
be a realization of different social programs, stimulation 
of employees’ development, work security and remunera-
tion, offering interesting working conditions, development 
of human resources and environmental protection, helping 
local social groups, offering sponsorship and charity, etc. 

Organizational culture must correspond to company’s 
commercial interests. At the same time, legal norms and 
ethical standards should be respected in parallel to achiev-
ing economical goals. Organizational culture, based on 
these principals, participates in increasing company’s im-
age, its recognition and legitimacy in a society. 

*******
ekonomikur sistemaSi yoveli subieqti Tavisi 

saxiT da monokulturiT mkvidrdeba, Ria ekono­
mikis pirobebSi sazRvrebis gaxsniloba da ucx­
our bazrebze orientireba, mzardi konkurencia 
kompaniebs sTavazobs  TavianT prestiJze zrun­
vas, sazogadoebaSi dadebiTi imijis formirebas. 
korporaciebis saqmianoba garkveul socialur 
da politikur-kulturul garemoSi warimarTe­
ba, amdenad. bunebrivia, maT sakuTari miznebi 
sazogadoebis interesebs unda Seusabamon, Kxo­
lo efeqtiani ekonomikuri garemos formireba 
firmebis grZelvadian interesebs unda pasuxob­
des.

korporaciuli imiji – es organizaciis sax­
ea, romelic Seesabameba adamianisaTvis damaxa­
siaTebel samyaros garkveul models da unda 
ayalibebdes mis Sesaxeb virtualur realobas 
sazogadoebrivi jgufebis warmodgenebSi. igi 
firmas saSualebas uqmnis moipovos da ganimt­
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kicos bazarze saTanado pozicia, gaamyaros 
momxmareblis ndoba, gazardos saqonlisa da 
produqciis mimzidveloba, moipovos sazoga­
doebaSi keTilganwyoba. imiji firmas saSualebas 
aZlevs gaxdes maRali xarisxis Taviseburi gar­
anti. sazogadoebaSi  aseTi pozitiuri cnobado­
ba TavisTavad ar yalibdeba, imisaTvis, rom imi­
jma xeli Seuwyos  organizaciis strategiuli 
miznis miRwevas, moxmareblebis da partniore­
bis keTilganwyobis Seqmnas, aucilebelia  misi 
formirebis procesisadmi  sistemuri midgoma. 

korporaciuli imijis formirebis mecnieru­
lad dasabuTebuli saqmianoba unda warimarTos 
imijis modelirebis safuZvelze, es procesi me­
nejmentis da marketingis fundamentur codnas 
da kreatiul azrovnebas unda emyarebodes, am 
gziT Seqmnili  kompaniis dadebiTi imijis mod­
eli unda gaxdes misi stabiluri, xangrZlivi 
warmatebis mniSvnelovani garanti.

imijis formirebaze mniSvnelovan gavlenas 
axdens organizaciis TanamSromelTa midgomebi, 
ganwyobebi, molodinebi, rac korporaciul kul­
turaSi aisaxeba. igi moicavs dauwerel  weseb­
sa da kanonebs, rwmenasa da Cvevebs, romlebic 
obieqturad zemoqmedeben adamianTa qcevebze da 
gadawyvetilebebze. Ggonivrulad organizebu­
li korporaciuli kultura dadebiT gavlenas 
axdens muSakTa motivaciaze, riTac realurad 
zrdis kompaniis konkurentunarianobas da imijs 
sazogadoebaSi

kompaniis warmateba didad aris damokidebu­
li momxmareblis mxridan firmis mier miwode­
buli faseulobis aRqmaze. Kkompania miznobriv 
bazars swored imis dadgenaSi unda daexmaros, 
Tu ramdenad gansxvavebulia misi produqtis 
materialuri da aramaterialuri sargebeli. es 
aisaxeba firmis brendSi. brendi sazogadoebis 
Sexedulebaa saqonelze, igi firmis warmateb­
is mniSvnelovani maxasiaTebelia da pirdapir 
axdens gavlenas am firmis Sesaxeb adamianTa 
Sexedulebebze, sazogadoebaSi mis imijze. maRa­
li imijis formireba aucileblad moiTxovs 
Zlieri brendis Seqmnas. kompania  ver axdens 
uSualod adamianTa Sexedulebebze zemoqmede­
bas, magram mas SeuZlia xazi gausvas sakuTar 
unikalur maxasiaTeblebs, imas, rac mas sxvebi­
sagan gamoarCevs. warmatebuli brendi naTel 
gzavnils awvdis momxamrebels, adasturebs kom­
paniis saimedoobas, emociuri niSniT akavSirebs 
myidvels mimwodebelTan, uwevs mas motivirebas. 
Zlieri brendi is kapitalia, romelic poziti­
uri, ganmasxvavebeli efeqtis ZaliT gavlenas 
axdens momxmareblis gadawyvetilebaze.

brendis individualobas mis strategiasTan 
erTad, brendis pozicionireba, misi arqite­
qtura, saxelwodeba, safirmo niSnebi, grafi­
kuli emblemebi, abstraqciebi da sxva elemen­

tebi gansazRvravs. brendis maxasiaTeblebi 
mravalmxrivia _ funqciuroba, emociuroba, 
damatebiTi momsaxureba, xelmisawvdomoba, maTi 
kombinacia  sazogadoebis mier dagrovil aRq­
mad gamocdilebas ayalibebs, rasac generirebas 
ukeTebs da gadascems adamianis fsiqikis univer­
saluri arqetipebi. es aris adamianis gonebis  
,,programuli uzrunvelyofa’’, rasac warmate­
buli firmebi mizanmimarTulad an, SesaZloa, 
intuiciuradac iyeneben brendis formirebis 
procesSi. masSi CarTulia procesis monawile  
yvela mxare _ menejerebi, marketologebi, di­
zainerebi, firmis TanamSromlebi, momwodeblebi 
da momxmarebeli. 

kompaniebis brendad formireba mniS­
vnelovnad aris damokidebuli sareklamo kam­
paniis sworad dagegmvasa da warmarTvaze. kar­
gi reklama warmatebis garantiaa, mTavari aq 
bazarze sareklamo produqtis swori pozicion­
ireba da reklamirebis optimaluri formebis 
SerCevaa.

sareklamo biznesis ganviTareba qveyanaSi mim­
dinare ekonomikur procesebzea damokidebuli, 
igi iwyeba bazarze situaciis SeswavliT, ana­
liziT da rekomendaciebis SemuSavebiT, maTze 
dayrdnobiT dgindeba reklamirebis strategia 
da kreatiuli amocanebi. Kkonkurenciis ganvi­
TarebasTan erTad xdeba bazris segmentacia, 
qarTuli sareklamo bazarSi televiziis wili 
60%-ia, gare reklamis - 22%, radiosi -  10%, 
xolo presis - 8%. msoflio tendenciebidan 
gamomdinare, didi perspeqtiva aqvs vebmarket­
ings  da, kerZod,. internt-reklamas, es uaxlesi 
da maRalteqnologiuri biznesia, romelic Tan­
daTan mkvidrdeba Cvens yoveldRiurobaSi, Tuki 
sareklamo bazris moculoba msoflioSi yovel­
wliurd 15-20%-iT izrdeba, internet- reklamis 
zrdis tempi 65%-ia. saqarTveloSi reklamire­
buli produqciis wiliT pirvel adgilze ko­
munikaciis sferoa,  Semdeg higiena, farmako­
logia, socialuri sistema, da a.S.  reklama ar 
aris mxolod gonebamaxvilobis, SemoqmedebiTi 
da mxatvruli aRmoCenebis Sejibri, igi upirve­
les yovlisa _ mecnierebaa, Tavisi principebiT 
da kanonebiT, romelTa codna warmatebis da 
firmis srulyofili imijis Seqmnis aucilebeli 
pirobaa da romlis warmatebaSi aqtiur rols 
korporaciuli kulturac asrulebs.

nebismieri organizmi konkretul garemoSi 
arsebobs, rac bunebrivad warmoqmnis masTan 
Tanacxovrebis aucileblobas, organizaciac, 
rogorc am garemos elementi, ver iarsebebs 
misgan damoukideblad. Ggaremo icvleba da icv­
leba moTxovnebic, cvalebadia momxmareblis ge­
movneba da ganwyobebi, aseve sociumis SekveTa 
biznesis mimarT da kompaniis gavlena mis cno­
bierebaze.  TanamSromelTa midgomebi, ganwyo­



biznes-inJineringi, #4. 2013  

272

bebi, molodinebi aisaxeba sawarmoo kulturaSi, 
romlis gonivrulad organizeba dadebiT gav­
lenas axdens muSakTa motivaciaze, realurad 
zrdis kompaniis konkurentunarianobas da amaR­
lebs mis imijs sazogadoebaSi. organizaciuli 
kultura aris Sidakorporatiuli imijis mar­
Tvis umniSvnelovanesi maCvenebeli da berketi, 
romelic, saboloo jamSi,  pirdapir an irib gav­
lenas axdens kompaniis imijze.

 organizaciuli kultura kompaniaSi arse­
buli Rirebulebebis, Sexedulebebis, ganwyobeb­
is, zne_Cveulebebis erTobliobaa. es is mate­
rialuri, sulieri, socialuri faseulobebia,  
romlebic mocemuli organizaciis ganumeore­
blobas da individualobas asaxavs.Kkompaniis 
ganviTarebis etapis Sesabamisad, faseulobebi 
SesaZloa sxvadasxva formiT iqnas gamovleni­
li: varaudis saxiT (rodesac kulturis aqti­
uri Zieba mimdinareobs), mrwamsis, damokide­
bulebebisa da Rirebulebebis saxiT (rodesac 
kultura, ZiriTadad, ukve Camoyalibebulia) da 
qcevis normebis, urTierTobis wesebisa da Sro­
miTi saqmianobis standartebis saxiT (rodesac 
kultura mTlianad formirebulia).

organizaciuli kultura maCvenebelTa sis­
temaa, romelTa erToblioba kompaniis sameur­
neo garemos da unars, Sidasawarmoo urTierTo­
bebs da komunikaciebs  asaxavs, es  maCveneblebia:

_ organizaciaSi TiToeuli muSakis mier Ta­
visi adgilis gacnobiereba; 

_ urTierTobis komunikaciuri sistema da me­
tyveleba – zepiri, weriTi, araverbaluri ko­
munikaciia, komunikaciis gaxsniloba; 

_ garegnuli ieri, saqmiani stili, dres-ko­
di,  Tavis wardgena samsaxurSi  uniformiTa da 
spectansacmliT,  kosmetikis  da varcxnilobis 
stili; 

_ adamianebs Soris urTierTdamokidebuleba, 
saqmianobis Sinaganawesi, muSakTa organizebu­
loba da punqtualoba; 

_ kompaniis faseulobebis ranJireba da maTi 
aRiareba  adamianebis mier;

_ SromiTi eTika da motivireba – samuSaos 
mimarT damokidebuleba da pasuxismgebloba sam­
uSaos Sesrulebaze,  samuSaos  Sefaseba da  wax­
aliseba;

_ ganwyoba da rwmena xelmZRvanelobis, war­
matebebis, sakuTari Zalebis, urTierTdaxmare­
bis, eTikuri qcevis, samarTlianobis mimarT; 

_ muSakTa ganviTarebis procesi da swavleba, 
maTi informirebis procedurebi, samsaxurebri­
vi dawinaureba. abstraqcia da konceptualiza­
cia azrovnebasa da swavlaSi.

es maCveneblebi erTobliobaSi asaxaven organ­
izaciuli kulturis koncefcias. organizaciis 
wevrebi, iziareben ra rwmenasa da molodinis 
grZnobas, qmnian TavianT fizikur garemocvas, 

SeimuSaveben urTierTobis enas, avlenen yvela­
saTvis gasageb grZnobebsa da emociebs. Yyove­
live es exmareba maT organizaciuli kulturis 
gagebasa da interpretirebaSi. 

kulturis yvelaze mniSvnelovan elemente­
bad miCneulia misi Rirebulebebi, misia, mizne­
bi, qcevis normebi, tradiciebi da  ritualebi., 
isini Taobidan Taobas  gadaecema da ayaliebebs 
kompaniis korporaciul suls, romelic mis ide­
alebs Seesabameba. am sferos cnobilma mkvle­
varebma a. da k. raduginebma Seiswavles da gana­
zogades organizaciuli kulturis oTxi tipi: /
wyaro: Нюстром .Дж. Ф. Организасионное поведение.  
Санкт-Петербург. 2000г./.   

1. Zalauflebis kultura. am SemTxvevaSi did 
rols asrulebs lideri, misi pirovnuli niS­
nebi da unarebi, Zalauflebis wyarod gamodis 
is resursebi, romelsac flobs uSualod xelmZ­
Rvaneli. Oorganizacias gaaCnia mkacri ierarqi­
uli struqtura. am tipis dadebiTi mxarea sim­
kacre gadawyvetilebebis miRebis procesSi da 
maTi ganxorcielebis maRali organizacia. 

2. rolismieri kultura, igi xasiaTdeba, 
funqciebis mkacri reglamentirebiT, saqmiano­
bis monawileTa specializaciiT. organizacia 
muSaobs wesebis, procedurebis, standartebis 
sistemebiT, romelTa dacva mis efeqturobas 
uzrunvelyofs. 

3. amocanebis kultura. es aris gunduri tipi, 
romelic orientirebulia proeqtebis miznebis 
miRwevaze, rac uzrunvelyofilia TanamSrom­
lebis maRali profesionalizmiT da korpora­
tiuli erTobiT. amgvari organizacia warmate­
bulia bazris situaciuri moTxovnebis dros.

4. pirovnebis kultura. am tipis mqone or­
ganizacia aerTianebs adamianebs ara saerTo 
amocanebis gadaWris, aramed pirovnulad, indi­
vidualurad mniSvnelovani amocanebis miRwevis 
mizniT. Zalaufleba damyarebulia profesion­
alizmze da molaparakebis unarze.

korporaciuli kulturis yvelaze popu­
laruli tipologia kim kameronis da robert 
quinis mier aris Seqmnili. maT mier SemuSavebu­
li sqema efeqtianobis konkurentul Rirebule­
bebsa da kriteriumebs emyareba da kulturis 
Semdeg tipebs ganasxvavebs: /wyaro:  J. ,,biznesi’’,  
2008. #7. gv. 81/

1. ierarqiuli kultura: Zalian formali­
zebuli da struqturizebuli organizaciaa.
Aadamianebi da maTi saqmianoba mkacrad gansaz­
Rvruli ierarqiuli wesebiT da procedurebiT 
imarTeba. amgvar organizacias aerTianebs for­
maluri wesebi da oficialuri politika. Oor­
ganizaciis grZelvadiani miznebi mimarTulia 
stabilurobis uzrunvelyofisaken da saqmi­
anobis rentabeluri, Seuferxebeli Sesrulebis 
maCveneblis SenarCunebisaken. 
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2. klanuri kultura: axasiaTebs yvela jgu­
fis  mier gaziarebuli Rirebulebebisa da miz­
nebis arseboba, Tanamonawileoba, individu­
aloba da koleqtiuri gancda -,,Cven’’. aseTi 
organizaciebi didi ojaxiviTaa. igi sakmaod 
bevr valdebulebas iRebs Tavis wevrTa mimarT, 
yuradRebas amaxvilebs pirovnebis srulyofis 
grZelvadian sargebelze, did mniSvnelobas ani­
Webs koleqtivis erTianobasa da organiaciaSi 
arsebul moralur klimats. 

3. adhokratuli kultura: uaRresad dinami­
uri da SemoqmedebiTi organizaciaa. adamianebi 
mzad arian, pasuxismgebloba sakuTar Tavze ai­
Ron da garkveul riskzec wavidnen. organizacia 
Sekrulia inovaciebisa da eqsperimentebisadmi 
erTgulebiT. misi mTavari mizania adapturoba, 
moqnloba da cvlilebebisadmi mzaoba. 

4. sabazro kultura: igi orientirebulia 
Sedegebze: adamianebi mizandasaxulni arian da 
erTmaneTs ejibrebian. grZelvadiani strate­
giis fokusi keTdeba konkurentul qmedebebze, 
dasaxuli amocanebis Sesrulebasa da gazomvadi 
biznesis miRwevaze. aseTi tipis organizaciebSi 
aqcentirebuli da waxalisebulia Sida konkuren­
cia. amgvari kultura sasargebloa iseTi organ­
izaciebisaTvis, romlebic orientirebuli arian 
cnobil momxmareblebze da garemoze, rac ar 
moiTxovs gansakuTrebul moqnilobas da swraf 
cvlilebebs.

 realur cxovrebaSi nakleb SesaZlebelia 
romelime organizaciis kultura idealurad 
Seesabamebodes kameronis da quinis mier Semo­
Tavazebul ama Tu im tipis daxasiaTebas. ro­
gorc wesi, erTi organizaciis SigniT ramdenime 
kulturuli elementis nazavia warmodgenili.  
rac, aseve, Zalian mnSvnelovania maqsimalurad 
qmediTi da motivaciuri meqanizmebis SerCevis 
TvalsazrisiT.

amerikulma Jurnalma Fortune gamoaqveyna 
kompaniis direqtorebis gamokiTxvis Sedegebi.  
maTma didma nawilma aRniSna, rom organizaci­
is korporatiuli kultura aris yvelaze mniS­
vnelovani meqanizmi niWieri muSakebis mozidvis, 
motivirebisa da maTi kompaniaSi SenarCunebis 
TvalsazrisiT, aseve korporaciuli upirateso­
bis Sesaqmnelad.   

korporaciuli kultura zneobrivi katego­
riaa, igi im moraluri principebisa da faseu­
lobebis erTobliobaa, romlebic ganapirobeben 
adamianebis an maTi jgufebis qcevas,  gansaz­
Rvraven maTi azrebisa da qmedebebis Sefasebebs. 
igi, pirvel yovlisa, qcevis eTikuri standar­
tia, romelic emyareba sazogadoebis mier aRi­
arebul principebsa da Rirebulebebs. umniS­
vnelovanesi sakiTxia organizaciis erovnuli 
kulturis TviTSefasebaTa gaTvaliswineba. am 
mxriv sayuradReboa holandieli mkvlevar­

is g. hovesteidis Sexeduleba, man erovnuli 
kulturis xuTi mTavari ganzomileba gamoyo: 
/i.zumberiZe menejmentis safuZvlebi, Tbilisi, 
2008  gv.114/.

1. individualizmi_ koleqtivizmi, individ­
ualizmi ZiriTadad gamoixateba individsa da 
jgufs Soris urTierTdamokidebulebiT, rac 
adamianis gansakuTrebul Rirebulebas war­
moadgens. aseTi adamianebi  zrunaven sakuTar 
Tavze da sakuTar ojaxze, xolo sazogadoebas 
ganixilaven, rogorc Tavisuflad integrire­
bul socialur struqturas. koleqtivizmSi 
upiratesoba sazogadoebriv cxovrebaSi koleq­
tiur orientaciebs eniWeba.

2. Zalauflebrivi manZili _ adamianTa Soris 
Zalauflebis ganawilebis xarisxs gamoxatavs. 
klasTa  mcire Zalaufrebriv ierarqiaSi don­
eTaSorisi mcire diapazonia (mag. avstria, dania, 
israeli a.S.),rac adamianTa Soris ufro mWidro 
da dinamiur urTierTqmedebas moiTxovs, didi 
Zalauflebrivi sxvaoba gaiTvaliswineba iseTი 
qveynebis kulturaSi, sadac adamianebs Soris  
Zalauflebis ganawilebaSi Zalian didi   in­
tervali arsebobs/ indoeTi, brazilia, meqsika, 
filipinebi/.

3. ganusazRvrelobis Tavidan acileba _ ig­
ulisxmeba erovnul kulturaSi cvalebadi da 
gaurkveveli situaciebisagan Tavis aridebis  
survili, ra drosac emociuri damokidebule­
bebi iCenen Tavs. Kkulturebi klasificirdeba 
imis mixedviT, Tu adamianebi rogor reagireben 
am ganusazRvrelobaze _ cdiloben   gaeqcnen  an  
tolerantobas  amJRavneben maT mimarT. 

4. maskulinoba—feminizmoba. aq igulisxmeba 
sqesTa socialuri gansxvavebebis dabali da 
maRali xarisxi. maskulinur sazogadoebaSi pi­
rad miRwevebTan dakavSirebuli RirebulebiTi 
orientaciebi maRali SefasebiT gamoixateba, 
rac piradi warmatebis tolfasia. feminiur Ri­
rebulebiT orientaciebs wina planze gamoaqvs 
konsesusis aucilebloba, sxvaze zrunva, gr­
Znobebis daufaravad gamoxatva da a.S. 

5. konfuciuri Sromis dinamizmi _ uCvenebs 
adamianis mier gamovlenil pragmatizms da moma­
valze orientaciis strategias, rac sainteresoa 
tradiciul da xanmokle orientaciebTan mima­
rTebaSi. pragmatuli kulturis sazogadoebaSi 
igulisxmeba dasavleTis is qveynebi, romleb­
mac TiTqmis saukunea moaxdines modernizeba da 
dRes tradiciulad am arCevans uWeren mxars. 

Kkorporaciuli kulturis mniSvnelovan 
elementad iqca misi socialuri aqtiuroba da 
sazogadoebrivi funqcia, rac gamoixateba sx­
vadasxva saxis socialuri programebis ganx­
orcielebaSi, personalis ganviTarebis, Sromis 
usafrTxoebis da anazRaurebis stimulirebis, 
Sromis xelsayreli pirobebis Seqmnis, adamia­
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nuri resursebis ganviTarebis, garemos dacvis, 
adgilobrivi sazogadoebrivi jgufebis xelSew­
yobis, sponsorobis da qvelmoqmedebis  gafar­
Toebis  mimarTulebiT;  saerTaSoriso organi­
zacia „biznesi socialuri pasuxismgeblobisaT­
vis~ korporaciis socalur pasuxismgeblobas 
ganmartavs, rogorc „komerciuli warmatebis 
miRwevas iseTi saSualebebiT, romelic icavs 
eTikur principebs da pativiscemiT epyroba 
adamianebs, sazogadoebasa da garemos~.amasTan, 
mTavar kriteriums socialuri  programebis bi­
znesis ganviTarebis miznebsa da strategiasTan 
Sesabamisoba warmoadgns.

korporaciis socalur pasuxismgeblobas gan­
sakuTrebiT  maRali efeqtis miRweva SeuZlia 
bunebrivi resursebis gamoyenebas da sawarmoo 
narCenebis Semcirebis TvalsazrisiT. kompania 
Dow Chemical Co-m, qimiuri produqtis narCeneb­
is SemcirebisaTvis 3.1 mln. invescitia ganaxor­
ciela, riTac mas yovelwliurad 5.4 mln. evro 
dazoga. sakuTar Tavze aRebuli pasuxismgeblo­
ba, iTvleba kompaniis mier socialuri pasux­
ismgeblobis gamovlenis umaRles principad, 
radgan is sazogadoebis molodins scildeba da 
dadebiTad moqmedebs mis keTildReobaze.

Kkorporaciuli kultura  unda  Seesabame­
bodes  firmis komerciul interesebs, amasTan, 
ekonomikuri miznebis miRwevis paralelurad, 
mkacrad unda iyos daculi iuridiuli nor­
mebi da sazogadoebaSi aRiarebuli eTikuri 
standartebi.     adamianTa qcevebisa da urTi­
erTobebis regulireba xdeba normaTa sistemis 
meSveobiT, rac Tavis mxriv efuZneba faseu­
lobebs, zneobriv kategoriebs. zneoba adamianis 
Tavisuflebis gamoxatulebaa, misi mizani ada­
miani da misi Rirsebaa, adamianTa urTierTobis 
zneobrivi wesebi maTi idealebidan gamomdinare­
obs, roca icvleba idealebi, icvleba zneobrivi 
principebic da, Sesabamisad adamianTa qmedebas. 
korporaciuli kultura kompaniaSi.  

adamianTa qcevaze, urTierTobebze da pasux­
ismgeblobebze ayalibebs garkveul Sexedule­
bebs, romelTa ganlageba qmnis ierarqias Ri­
rebulebaTa sistemis saxiT, amasTan, masze day­
rdnobiT adamiani axorcielebs sakuTar qcevas 
ekonomikur garemoSi da socialur garemoSi.  
imis gamo, rom biznes-standartebi da praqti­
ka yvela qveyanaSi sxavdasxvaa, saWiroa ms­
flioSi aRiarebuli sameurneo qcevis zogadi 
standartebis gaziareba da saTanado  social­
uri valdebulebebis aReba.

samarTlebrivi da  eTikuri standartebis 
dacviT Camoyalibebuli korporaciuli kultu­
ra mniSvnelovnad uzrunvelyofs firmis imijis 
amaRlebas, mis cnobadobas da legitimacias sa­
zogadoebaSi. 
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