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tradiciuli marketinguli paradigmis sax-
ecvlilebis Seswavla da IMC-is koncefci-
is Camoyalibeba da transformacia erT-erT 
yvelaze mniSvnelovan sakiTxad aris miCneuli 
marketingis sferoSi moRvawe mkvlevarebisTvis 
mTeli msoflios masStabiT. IMC-s koncefciis 
saxecvlileba da misi mudmivi ganviTareba gan-
pirobebulia mudmivi teqnologiuri inovacie-
biT, axali sakomunikacio arxebis dabadebiT da 
media arxebis fragmentaciiT. dijitalizacia 
da informaciuli kavSirebi gardaqmnian uSu-
alod komunikaciis arss, romelic akavSirebs 
momxmarebels da brendebs. mediis dijitaliza-
cia warmoadgens komunikaciebis istoriis cvli-
lebis fazas (1) da swored es transformaciis 
faza xdis IMC-s sainteresos mTeli msoflios 
masStabiT marketingis sferoSi moRvawe mkvle-
varebisTvis.

sakvanZo sityvebi: integrirebuli marketin-
guli komunikaciebi, media fragmentacia, diji-
talizacia, teqnologiuri inovaciebi, market-
ingis evolucia.
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Summary

Traditional Marketing paradigm shift research, IMC 
concept development and its transformation are among one 
of the main themes for the Marketing sphere researched 
from over the world. IMC concept development and its’ 
constant change is due to the breakthrough techinological 
innovation, new communication channel development and 
its fragmentation. Digitalization and informational links 
transform the nature of communication itself that connect 
consumers and brands. Media digitalization is the transfor-
mation phase in communication history (1) and this trans-
formation phase makes IMC interesting  for the Marketing 
researchers from all over the world. 
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tradiciuli marketinguli Teoriebis sax-
ecvlilebis saWiroebaze fiqri da msjeloba 
mkvlevarebma jer kidev me-20 saukunis 70-iani 
wlebis dasawyisSi daiwyes. sakomunikacio miqsis 
integraciis aucilebloba swored Tanamedrove 
biznes teqnologiebis zemoqmedebam ganapiroba 
da, Sesabamisad, “integrirebuli marketingu-
li komunikaciebi” (SemdgomSi: IMC) erT-erTi 
yvelaze Tanamedrove da ganxilvadi sakiTxi 
gaxda marketingis sferoSi.  misi pirveli kon-
ceptualizacia ki me-20-e saukunis 80-ian wlebis 
dasawyisidan daiwyo.

me-20 saukunis meore naxevarSi gamZafre-
bulma konkurenciam, sadistribucio arxebis 
konsolidirebam da teqnologiurma winsvlam 
lojistikis, transportirebis da komunikaciis 
mxriv, gamoiwvia adgilobrivi biznesebis saer-
TaSoriso bazrebze gasvla da globalizacia.  
swored am periodSi, informaciuli teqnolo-
giebiT miRebuli Zalaufleba nel-nela mwar-
moeblebidan/marketerebidan riTeilerebze, 
xolo riTeilerebidan  momxmarebelze gadavida 
(2). mediis multiplikaciis, misi demasifikaciis 
da Tanamedrove sazogadoebaSi internetis Ri-
rebulebis zrdam ki, rac Tavis mxriv gamowveu-
li iyo teqnologiuri inovaciebiT (3,4,5) daaC-
qara marketerebis mier marketinguli komuni-
kaciebis axali koncefciebis Zieba. teqnologi-
uri evoluciis fonze masobrivi reklamis dau-
Zlurebam da misdami ndobis dakargvam, samizne 
auditoriis fragmentaciam, multikulturuli 
sazogadoebis Camoyalibebam, marketerebis mier 
miRebuli gadawyvetilebebis ufro metad xar-
jefeqturobis aucileblobam, momxmareblis 
erTgulebis Camoyalibebis saWiroebam da urTi-
erTobaTa marketinguli midgomis Camoyalibebam 
dRis wesrigSi daayena komunikaciebis integri-
rebis saWiroeba. brendebis diferenciaciis da-
balma donem ki gaamyara rwmena, rom brendebis 
konkurentuli upiratesoba sakomunikacio arx-
ebis efeqturi gamoyenebis da maTi integraqciis 
gziT momxdariyo. jer kidev 90-iani wlebis da-
sawyisSi mkvlevarebi Sulci, tenenbaumi da lau-
Terbuni acxadeben, rom “integrirebuli mar-
ketinguli komunikaciebisadmi mzardi interesi 
gaxda 90-iani wlebis da 21-e saukunis market-
ingis erTaderTi mdgradi konkurentuli upi-
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ratesoba organizaciebisaTvis” (6).
am garemoSi daibada integrirebuli market-

inguli komunikaciebis koncefcia, romlis war-
moSobac Tavidanve aitaces mkvlevarebma da aRi-
ares, rom IMC-s aqvs potenciali, rom moaxdinos 
marketinguli komunikaciebis fundamenturi cv-
lileba da ufro metic, is SesaZlebelia gaxdes 
marketingis evoluciis Semdgomi nabiji  (7, 8, 9). 
am sferoSi moRvawe Tanamedrove mkvlevarebis 
azriT “ar arsebobs eWvi imisa, rom IMC gaxda 
marketinguli menejmentis erT-erTi yvelaze 
gavleniani Tanamedrove koncefcia” (10).

komunikaciis xmauri, romelsac reklamis ze-
wola iwvevs mivyavarT momxmareblis gaRiziane-
bamde da maTi mxridan reklamisadmi Tavisarideb-
is qcevisken, rac qmnis garemoebas, rodesac re-
klamis roli tradiciul, aradiferencirebul 
da arapersonalizebul mediaSi sul ufro da 
ufro sustdeba momxmareblis yuradRebis mopo-
vebis mxriv. tradiciuli masmediis komunikacie-
bi, romlebsac SeuZliaT cnobadobis da Sexed-
ulebebis cvlilebis stimulireba sul ufro da 
ufro naklebad axerxeben moTxovnis stimulire-
bas da masze pirdapir zemoqmedebas. momxmareb-
lis qcevaze pirdapiri zemoqmedebis moxdenis 
saSualebis mqone marketinguli strategiebis 
saWiroebam kidev ufro gaauferula masobrivi 
reklamis roli. momxmareblamde komunikaciis 
efeqturad miRwevis mizniT sul ufro da ufro 
meti arxis da mediis gamoyeneba uwevs market-
ers da, Sesabamisad, am arxebis integraciis mod-
elis daxvewa da ganviTareba sul ufrodaufro 
aqtualuri xdeba. xarjefeqturobaze da Sede-
gebis gazomvaze orientirebulobam, marketin-
guli sakomunikacio miqsis iseT arxebze gaakeTa 
aqcentireba, romelic pirdapir gavlenas axdens 
momxmareblis qcevaze da risi Sefasebac zustad 
aris SesaZlebeli. swored eseT arxebs warmoad-
genen pirdapiri marketingi da interaqtiuli 
marketingi.

filip kotleris da qevil lein qeleris 
mixedviT Tanamedrove biznes samyaroSi kompanie-
bi produqtebsa da servisebs sxvadasxva pirda-
piri da arapirdapiri arxebiT yidian. masobrivi 
reklamis Zalauflebis dakargvis paralelurad 
marketerebs uwevT komunikaciis axali arxebis 
aRmoCena, rogoricaa mag. gamocdilebiTi, gar-
TobiTi (e.w. entertainment) da virusuli marketin-
gi. Tanamedrove biznes samyaroSi swored momx-
marebeli aris imis ganmsazRvreli Tu ra tipis 
produqti an servisi unda kompaniisgan da sad 
da ra formiT surs mas misi SeZena (11). 

komunikaciis axalma teqnologiebma, romelic 
gamyarebulia socialuri mediiT Secvales, ro-
gorc informaciis mimocvlis siCqare, ise ada-
mianTa Soris dialogis buneba, maTi interaqcia 
biznesTan, korporaciebTan da mTavrobasTan 

(12). Tanamedrove momxmarebeli iyenebs el. fos-
tas, podkastebs, blogebs, moblogebs, vlogebs, 
socialur qselebs da sxva tipis dijitalur 
media arxebs, rac saSualebas aZlevs mas pir-
dapiri komunikacia moaxdinos kompaniasTan da 
CaerTos masTan dialogSi. “internetis Sinaarsi 
virtualurad arakontrolirebadia. nebismiers 
SeuZlia Tqvas an aCvenos raRac “karibWis mcve-
lis”, gamomcemelTa da prodiuserTa gareSe, 
romlebic ama Tu im masalis tradiciuli media 
arxebiT publikaciisTis miwodebis nebarTvas 
iZleodnen” amtkiceben sazogadoebasTan urTi-
erTobis cnobili mkvlevarebi denis l. uilko-
qsi da glent t. kameroni (13). Sesabamisad, Tan-
amedrove samyaros mier SemoTavzebuli mudmivi 
cvlilebebi iwvevs ara marto IMC-i koncefciis 
mudmiv daxvewa-ganviTarebas, aramed masSi Sema-
vali disciplinebis saxecvlilebas (mag. sazog-
adoebasTan urTierToba da reklama) da axali 
disciplinebis damatebas.

IMC-s erT-erTi yvelaze citirebuli adrin-
deli ganmartebis Tanaxmad “IMC warmoadgens 
mesijis strategiul kontrols da masze gav-
lenas, romelic axalisebs miznobriv dialogs 
da ayalibebs momxmarebelsa da dainteresebul 
mxareebs Soris momgebian urTierTobebs” (14). 
aRniSnul ganmartebaSi mkvlevari xazs usvams  
IMC-sadmi  strategiul midgomas. mkvlevarebi 
da praqtikosebi ukve ramodenime aTwleulia 
ganixilaven da ikvleven IMC-s transformacias 
Tanamedrove biznes garemoSi momxdari cvlile-
bebis paralelurad, Tumca “IMC-is paradigma 
kvlav bundovania mis ganmartebasa da gamoyen-
ebis SezRudvebTan mimarTebaSi” (15). 
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