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reziume

bolo aTwleulia, integrirebuli marketin-
guli komunikaciebis (IMC) Teoriul mimoxilvas 
da empiriul kvlevebs axasiaTebda mudmivi sax-
ecvlileba da misi Teoriuli koncefciis da-
zusteba. aRniSnul statiaSi vaviTarebT mosaz-
rebas, rom integrirebuli marketinguli ko-
munikaciebi (IMC) warmoadgens biznesis da misi 
garemos holistikur xedvas. aRniSnul mosazre-
bas amyarebs am sferoSi arsebuli literaturis 
mimoxilva. Cven warmovadgenT ZiriTad daskvnas, 
rom holistikurma marketingulma modelma, 
romelic 4 ganzomilebas moicavs integrire-
buli marketinguli komunikaciebTan erTad, da-
karga adeqvaturoba da aRar Seesebameba inte-
grirebuli marketinguli komunikaciebis (IMC) 
strategiul rols. 

holistikuri marketinguli modelis da mkv-
levarebis mier integrirebuli marketinguli 
komunikaciebis (IMC) uaxlesi ganmartebebis kom-
parativistikuli analizi da Sefaseba gvaZlevs 
saSualebas davaskvnaT, rom integrirebul mar-
ketingul komunikaciebs (IMC) Tavis mxriv aqvs 
holistikuri buneba da axasiaTebs e.w. “holis-
tikuri marketingis” danarCeni 3 ganzomilebis 
(Sida marketingis, urTierTobaTa marketingis 
da e.w. perfomans marketingis) yvela Tviseba. 
daskvnis saxiT, Cven warmovaCenT saWiroebas, 
rom moxdes holistikuri marketingis aRqmis 
ganaxleba da integrirebuli marketinguli ko-
munikaciebis (IMC)  sazRvrebis kidev ufro ga-
farToeba. 

sakvanZo sityvebi: integrirebuli marketin-
guli komunikaciebi (IMC), holistikuri market-
ingi, Sida marketingi, urTierTobaTa marketin-
gi, perfomans marketingi, jvaredin-funqciuri, 
monacemTa bazebi, marketinguli komunikaciebi, 
klientze-centrireba, Sexebis wertilebi, gare-
dan-SigniT midgoma. 
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upon the argument that IMC itself implies holistic view of 
business and its environment. This view is grounded on the 
intensive literature review. We present the basic assump-
tion  that Holistic Marketing model that consists of 4 di-
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Sesavali

sxva marketinguli da komunikaciebis Te-
oriebis msgavsad integrirebuli marketinguli 
komunikaciebis (IMC) koncefciac mudmiv sax-
ecvlilebas da ganviTarebas ganicdis. market-
ingul garemoSi momxdari cvlilebebis sapasux-
od, romelic produqtebis erTgvarovnebasTan, 
kompaniebs Soris mwvave konkurentuli garemos 
CamoyalibebasTan, marketinguli komunikacieb-
is xmauris gamZafrebasTan, media multiplika-
ciasTan, mesijis sandoobis daqveiTebasTan, 
gazrdil xarjebTan da mas-media komunikaciis 
arxebis efeqturobis klebasTan, marketinguli 
komunikaciebis saagentoebis Serwymasa da Sesy-
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idvebTan, media da auditoriis fragmentacia-
sTan da axali sakomunikacio teqnologiebis 
gaCenasTan mivyavarT - marketingis sferoSi 
moRvawe specialistebi sul ufro da ufro ac-
nobiereben integrirebuli marketinguli komu-
nikaciebis praqtikis saWiroebas. organizaciebi 
eZeben strategiul midgomebs, rom moipovon 
konkurentuli upuratesoba, romelic integ-
rirebuli marketinguli komunikaciebis gamoy-
enebas moaqvs. swored marketingul garemoSi 
momxdari cvlilebebis safuZvelze warmoSobi-
li gamowvevebis gadasalaxavad marketinguli 
komunikaciebis mkvlevarebi ukve aTeulobiT 
welia aviTareben integrirebuli marketinguli 
komunikaciebis koncefcias. 

aRsaniSnavia, rom IMC-is Teoriuli koncef-
ciis  Camoyalibebas axasiaTebs saocari Teori-
uli mravalferovneba, Sesabamisad saxezea er-
Tidaigive terminis konceptualizacia sxvadasx-
va sakmaod gansxvavebuli Teoriuli perspeqtiv-
idan. dabrkoleba imisa, rom IMC-i ganisazRvros 
adeqvaturad, nawilobriv aris cnebis swrafi 
ganviTarebis da misi organizaciebisa da mec-
nierebis mxridan sxvadasxvagvarad gamoyenebis 
praqtikis Sedegi. Tavdapirvelad, IMC-s gan-
sazRvrebebi fokusirebuli iyo operaciul da 
sakomunikacio taqtikur sakiTxebze da Semdeg 
etapze avtorebma TandaTan gaacnobieres ufro 
yovlismomcveli da holistikuri midgomis 
saWiroeba (6).

ZiriTadi teqsti

termini “integrirebuli marketinguli ko-
munikaciebi” xSirad kavSirdeba iseT Rirebule-
bebTan, rogoricaa “sinergia”, “Tanmimdevru-
loba” da “holizmi” (1). miuxedavad imisa, rom 
e.w. “holizmi” da kompaniis Sida da gare gare-
mos holistikuri xedva integrirebuli market-
inguli komunikaciebis Tanamedrve koncefciis 
arss warmoadgens, marketingis menejmentis da 
brendingis saxelmZRvaneloebis aRiarebuli av-
torebi: filip kotleri da qevin qeleri gan-
sxvavebul xedvas ayalibeben da integrirebul 
marketingul komunikaciebs holistikuri mar-
ketingis mxolod erT-erT ganzomilebad miiC-
neven (2, a). avtorebis mosazrebiT, im tenden-
ciebma da  Zalebma, romlebmac gansazRvres 21-e 
saukunis pirveli dekada Camoayalibes biznesis 
axali Rirebulebebi da praqtika e.w. holisti-
kuri marketinguli koncefcia. maTi xedviT, is 
warmoadgens marketinguli programebis, pro-
cesebis da aqtivobebis ganviTarebas, dizains 
da ganxorcielebas, romelic efuZneba Tanamed-
rove bazris urTierTdakavSirebulobis aRiare-
bas. holistikuri marketingi gulisxmobs, rom 
yvelaferi mniSvnelovania marketingSi - da, rom 
integrirebuli perspeqtiva xSirad gadamwyve-

tia. avtorebis mier warmodgenili holistikuri 
marketingis modeli 4 farTo ganzomilebas moi-
cavs da maT Soris erT-erTi aris integrire-
buli marketinguli komunikaciebi. 

grafiki1:  

wyaro: filip kotleris da qevin keleris sax-

elmZRvanelos mixedviT (2, a)

aRniSnul statiaSi holistikuri marketin-
guli modelis TiToeuli ganzomilebis deta-
lurad ganxilvis Semdeg movaxdenT analizs, Tu 
ramdenad Seesabameba marketingis menejmentis 
saxelmZRvanelos cnobili avtorebis mosazre-
ba integrirebul marketingul komunikaciebis 
mimarTulebiT moRvawe mkvlevarebis Tanamed-
rove ganmartebebs da integrirebuli market-
inguli komunikaciebis farTodgavrcelebul 
Teoriul models. qiCenis da Sulcis (1999) 
mier Seqmnili oTx doniani IMC-is ganviTare-
bis modeli (3), maT qveyanaTaSorisi kvlevebis 
safuZvelze SeimuSaves. kvlevaSi asobiT kom-
pania monawileobda da Sesabamisad, es modeli 
yvelaze ufro praqtikuli da farTod aRiare-
buli modelia IMC-is mkvlevarebs Soris. av-
torebis mier SemoTavazebuli IMC-is doneebia: 
marketinguli komunikaciebis taqtikuri koor-
dinacia, garedan-SigniT komunikaciaze gadas-
vla, IT-s gamoyenebaze dafuZnebuli komunikacia 
da bolo done, finansuri da strategiuli inte-
graciis done. Sulcis da Sulcis  IMC-is 4 done 
aris ilustracia imisa, Tu ra etapebs gadis 
organizacia integraciis misaRwevad. Tumca, av-
torebi ganmartaven, rom es doneebi ar aris xis-
ti da arc gansazRvruli CarCoebi aqvT. organi-
zaciebs SeiZleba qondeT danergili garkveuli 
praqtika, romelic sxvadasxva dones kveTavs. 
xolo, IMC-is srulfasovani ganxorcielebi-
sTvis kompaniebma unda gamoavlinon kompeten-
cia oTxive doneze. im SemTxvevaSi Tu kompania 
ecdeba 1-li donidan me-3-ze doneze axtomas, am 
SemTxvevaSi integrirebuli marketinguli komu-
nikaciebi integrirebuli iqneba organizaciis 
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da ara momxmareblis perspeqtividan. mxolod 
maSin Tu biznesi mdgradi investiciiT miyveba 
IMC ganviTarebas da Tanmimdevrulad gaivlis 
yvela dones is miiRebs realur Sedegs (4).

grafiki # 2: qiCeni da Sulcis oTxdoniani 
modeli (3)

	

holistikuri marketingis modelis Tanaxmad  
misi erT-erTi ganzomilebaa urTierTobaTa 
marketingi (2, b). avtorebi aviTareben mosaz-
rebas, rom sul ufro da ufro metad ikveT-
eba marketingis mTavar miznad, rom Seqmnas da 
Camoayalibos myari urTierTobebi im adamianTa 
jgufebTan da organizaciebTan, romlebic pir-
dapir an arapirdapir gavlenas axdenen kompaniis 
marketinguli aqtivobebis warmatebaze. urTi-
erTobaTa marketingi miznad isaxavs daamyaros 
ormxrivad sasurveli grZelvadiani urTierTo-
bebi ZiriTad dainteresebul mxareebTan, rom 
moipovos da SeinarCunos sakuTari biznesi. ur-
TierTobaTa marketingis 4 ZiriTad mxares war-
moadgenen: klientebi, TanaSromlebi, marketin-
guli partniorebi (arxebi, momwodeblebi, dis-
tributorebi, dilerebi, saagenotoebi), da fi-
nansuri sazogadoebis wevrebi (damfuZneblebi, 
investorebi, analitikosebi). marketerebma unda 
Seqmnan dovlaTi am ZiriTad mxareebis CarTu-
lobiT da daabalanson damfuZneblebis ukugeba. 
e.w. dainteresebul mxareebTan mdgradi urTi-
erTobebis dasamyareblad ki mniSvnelovania 
maTi SesaZleblobebis, saWiroebebis, miznebis 
da survilebis zustad dadgena da gaazreba. ur-
TierTobaTa marketingis mTavari monapovari ki 
aris e.w. “marketinguli qseli”, romelic moi-
cavs kompanias da mis mxardamWer dainterese-
bul mxareebs. “saoperacio principi aris mar-
tivi: Seqmeni urTierTobaTa efeqturi qseli da 
mogeba aucileblad iqneba” (5). amitomac sul 
ufro da ufro meti kompania irCevs, rom qon-
deT brendebi da ara fizikuri aqtivebi da aqti-

urad iyeneben qve-kontraqtorad im kompaniebs, 
romlebsac SeuZliaT maTTvis sasurveli saqmis 
ufro xarisxianad da iafad Sesruleba, koncen-
trirdebian ra maT ZiriTad saqmianobaze.

urTierTobaTa marketingis aRniSnuli 
ganmartebis Semdeg mniSvnelovania davakavS-
iroT is IMC-is Tanamedrove ganmartebasTan da 
gavaanalizoT masTan kavSiris buneba. IMC-s kon-
cefciis ganviTarebis lusia porsus da sxvebis 
(6) klasifikaciis Tanaxmad IMC-is Tanamedrove 
xedva aris misdami swored “jvaredin-funqci-
uri strategiuli midgoma”. Tomas dunkanis 
mier 2002 wels SemuSavebuli modeli, romelic 
swored am tipis midgomas eyrdnoba, SeiZleba 
miviCnioT IMC-is Tanamedrove gansazRvrebad. 
misi mosazrebiT IMC aris „momxmarebelTan ur-
TierTobis marTvis procesi, romelic marTavs 
brendis Rirebulebas. [...] jvaredin-funqciuri 
procesi momxmareblebTan da dainteresebul 
mxareebTan momgebiani urTierTobis Sesaqmne-
lad yvela im mesijis strategiuli kontroliT 
an gavlenis moxdeniT, romelic igzavneba am 
jgufebTan monacemebze dafuZnebuli da miz-
anmimarTuli dialogis sawarmoeblad” (7). Se-
sabamisad, IMC-is Tanamedrove ganmarteba cal-
saxad moicavs urTierTobaTa marketingis war-
modgenil maxasiaTebels.

holistikuri marketinguli modelis Tan-
axmad, kompaniebi, urTierTobaTa marketingis 
farglebSi, individualuri klientebisTvis aya-
libeben calkeul SeTavazebebs, servisebs da 
mesij Setyobinebebs maTi warsuli Sesyidvebis, 
demografiuli, fsiqografiuli maxasiaTebleb-
is da media da distribuciis preferencieb-
is mixedviT. fokusirebas axdenen ra yvelaze 
momgebian klientebze, partniorebsa da arxebze, 
kompaniebi imodovneben, rom miiReben mdgrad 
ganviTarebas, klientis loialurobis zrdis pa-
ralelurad gazrdian TiToeuli klientis xar-
jviTi nawilis wils misi kompaniis sasikeTod. 
isini afaseben TiToeuli klientis sasicocxlo 
Rirebulebas da amis mixedviT ayalibeben sa-
bazro SemoTavazebebs da safaso politikas. 
swored am tipis midgomas gulisxmobs termini 
“klientze-centrirebuli” (customer centricity), 
romelic kolumbiis biznes skolis profesorma 
leri seldenma (Larry Selden) da misma meuRlem 
da sakonsultacio biznes partniorma ioko 
sugiera seldenma (Yoko Sugiura Selden)  Camoaya-
libes (8). holistikuri marketinguli modelis 
avtorebis mosazrebiT, radgan axali klientis 
mozidva xuTjer ufro Zviri jdeba vidre arse-
bulis SenarCuneba, urTierTobaTa marketingi, 
aseve, xazs usvams klientTa SenarCunebas. kom-
paniebi zrdian bazris wils sTavazoben ra arse-
bul klientebs produqtebis mravalferovnebas, 
wvrTnian TanamSromlebs qros-selingSi da af-
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selingSi. marketingma aramarto unarianad unda 
warmarTos klientTa urTierTobis menejmenti 
(CRM), aramed, aseve, partniorTa urTierTo-
bis menejmenti e.w. PRM. Sesabamisad avtorebi 
xazs usvamen, rom urTierTobaTa marketingis 
farglebSi kompaniebi aRrmaveben TavianT part-
niorul urTierTobebs ZiriTad momwodeblebT-
an da distributorebTan, ganixilaven ra maT, 
rogorc partniorebs saboloo momxmareblisT-
vis Rirebulebis Seqmnis procesSi.  

aRsaniSnavia, rom urTierTobaTa marketin-
gis yvela ZiriTadi maxasiaTebeli, maT Soris: 
dainteresebul mxareebTan urTierTobis Camoy-
alibeba da e.w. “marketinguli qselis” Seqmna 
maTi SesaZleblobebis, saWiroebebis, miznebis 
da survilebis zustad dadgenis da gaazrebis 
safuZvelze, aseve, klientebis fsiqografiuli, 
geografiuli da qceviTi segmentacia da maTi 
sasicocxlo Rirebulebis analizis saSualebiT 
maTze morgebuli SeTavazebebis formulireba) 
Cvens mier warmodgenili IMC-is ganxorcieleb-
is modelis (3) me-2 da me-3 doneebs SegviZlia mi-
vakuTvnoT. IMC-is piramidis modelis me-2 don-
eze xdeba marketinguli komunikaciebis sferos 
gafarToeba da ukve moicavs yvela SesaZlo e.w. 
“Sexebis wertils”. am doneze “arxi” misi Cveu-
lebrivi gagebiT ar gamoiyeneba, aramed xdeba 
misi Seswavla klientebis mxridan - es niSnavs, 
im arxebis gamokveTas, romlebsac klientebi 
da momxmareblebi aniWeben upiratesobas da mi-
aCniaT relevanturad. es perspeqtiva exmareba 
marketers, rom Seqmnas da miawodos relevan-
turi mesijebi, romlebic organizacias ufro 
efeqturad daakavSirebs samizne auditoria-
sTan. samizne auditoriasTan maTTvis sasurvel 
Sexebis wertilebSi dakavSireba da interaqcia, 
Sesabamisad mesijis maTi pirobebiT miwodeba 
da miReba, gansazRvravs IMC-s efeqturobas 
aRniSnul doneze. am doneze organizacias 
mcdeloba ukve aqvs, rom gaiTvaliswinos risi 
mosmena da naxva surT klientebs da momxmare-
blebs, rodis, sad da romeli media saSualebis 
meSveobiT.  es ukve warmoadgens “garedan-Sig-
niT” midgomas. xolo, qiCenis da Sulcis IMC-
is piramidis modelis me-3 doneze wammarTveli 
swored informaciuli teqnologiebis gamoyen-
ebaa. am doneze, mniSvneloba eniWeba dainter-
esebul mxareebs (e.w. stakeholder-ebs), radgan IT 
met SesaZleblobas aZlevs kompanias empiriuli 
monacemebis mqone monacemTa bazebis SeqmniTa 
da misi marTviT miiRos informacia, gaanalizos 
da ukeTesad moaxdinos momgebiani da relevan-
turi klientebis gamokveTa. klientebis Sesaxeb 
siRrmiseuli codna aZlierebs kompanias, rom 
isini ufro efeqturad dakavSirdnen  samizne 
auditoriasTan maTze ufro metad morgebuli 
mesijis SeqmniT, maTTvis sasurveli Sexebis 

wertilebis (arxebis) da ufro ganviTarebuli 
Sefasebis instrumentebis da teqnikebis gamoy-
enebiT. yovelive es ki saSualebas aZlevs mar-
keters, rom moaxdinos klientebis yvelaze 
momgebiani  jgufebis gamokveTa, dadgena imisa, 
Tu romeli jgufis mxridan aris wasvlis riski 
da romlebi gvaZleven momavalSi zrdis perspeq-
tivas. swored am etapze, organizacia inarCu-
nebs martivad xelmisawvdom monacemeTa bazebis 
wyaros da qmnis segmentirebul bazebs. aseve, 
is efeqturad axdens am monacemebis gamoyen-
ebas integrirebuli marketinguli komunika-
ciebis dagegmvis da ganxorcilebis etapze, 
rom momxmarebelTa monacemebi momxmareblis 
Sesaxeb codnaSi gadaizardos (9). aRsaniSnavia, 
rom me-3 done cildeba sakomunikacio miqsis 
mfarvelobas an mxolod marketinguli kvle-
vis gamoyenebas, radgan am etapze biznesma unda 
ganaxorcielos mniSvnelovani investicia, rom 
Seqmnas segmentirebuli monacemTa bazebi, moax-
dinos organizaciuli restruqturizacia da 
gaxdes momxmarebelze-centrirebuli. ase, rom 
me-3 done aris svla momxmareblis damokide-
bulebebis Sefasebidan qcevis gazomvisken da 
calsaxad moicavs holistikuri marketinguli 
modelis urTierTobaTa marketingis ganzo-
milebis yvela maxasiaTebels.

xolo, holistikuri marketingis modelis 
Tanaxmad, Sida marketingi, rogorc modelis 
erT-erTi ganzomileba, gulisxmobs Tanam-
SromelTa ayvanas, trenings da maT motivirebas 
klientTa ukeTesad momsaxurebis mizniT. ig-
ulisxmeba, rom yvela, gansakuTrebiT ki umaR-
lesi rangis menejmenti iziarebs Sesabamis mar-
ketingul principebs. gonieri marketeri aRi-
arebs, rom marketinguli aqtivobebi kompaniis 
SigniT iseTive mniSvnelovania, an SesaZlebelia 
ufro mniSvnelovanic ki, vidre kompaniis gareT 
arsebul sazogadoebaze gaTvlili RonisZiebe-
bi. ara aqvs azri, rom kompaniam gasces umaR-
lesi xarisxis momsaxurebis dapireba sanam kom-
paniis TanamSromlebi mzad ar iqnebian Seasru-
lon dapireba. Sida marketinguli orientaciis 
ukeT warmosaCenad, holistikuri marketinguli 
modelis avtorebi am sferos mkvlevarebis Sem-
deg citatas iyeneben “marketingi aRar aris mx-
olod erTi departamentis pasuximgebloba - es 
aris mTeli kompaniis pasuximgebloba, romelic 
marTavs kompaniis xedvas, misias da strategiul 
dagegmarebas” (10). aseTi tipis departament-
TaSorisi harmonia miRwevadia, maSin, rodesac 
menejmenti axdens sakuTari xedvis swor komu-
nikacias Tu ra saxis marketinguli orientacia 
aqvs kompanias da ra filosofiiT unda moem-
saxuron klientebs. Tu ar xdeba am saxis ur-
TierTdamokidebuleba departamentrebs Soris, 
marketingis departamentis xelmZRvanelis mier 
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dagegmil integrirebul marketingul progra-
mas seriozuli gamowveva elis win. Sida mar-
ketingis warmodgenili maxasiaTeblebi mWidro 
kavSirSia IMC-is Tanamedrove gaazrebasTan da 
IMC-is ganxorcielebis me-3 donesTan. swored 
am doneze mniSvnelovani xdeba jvaredin-fun-
qciuri integracia da aRiareba imisa, rom mesiji 
SeiZleba momdinareobdes yvela departamenti-
dan da ara marto marketingis departamentidan. 
kliaCkos Tanaxmad integrirebuli marketingu-
li sakomunikacio gegmis dagegmarebis da ganx-
orcielebis etapze umaRlesi rangis menejmenti 
iRebs srul pasuximgeblobas integraciaze, maT 
Soris organizaciis SigniT funqciebis integra-
ciaze momxmareblis saWiroebis miwodebasa da 
dakmayofilebisaTvis (11). umaRlesi rangis me-
nejmenti STaagonebs yvelas “marketingul kul-
turas” - rom marketingi aris yvelas saqme. es 
midgoma ki isaxeba konkretul biznes proceseb-
Si, rac momxmarebels da yvela dainteresebul 
auditorias biznes operaciebis centrSi ayen-
ebs. damatebiT, umaRlesi rangis menejmenti me-
nejmentis strategiul iaraRad, investiciad ga-
nixilavs marketingul komunikacias, romelsac 
grZelvadiani biznes Sedegi moaqvs (12). qeleris 
da kotleris mier Sida marketinguli orient-
aciis integrirebuli marketinguli komunika-
ciebisgan gamijvna da holistikuri marketingis 
calke ganzomilebad warmoCena calsaxad adas-
turebs, rom holistikuri marketingis modeli 
winaaRmdegobaSi modis integrirebuli market-
inguli komunikaciebis koncefciis Tanamedrove 
gaazrebasTan. “Sida marketingi moiTxovs verti-
kalur gaTanabrebas umaRlesi rangis menejment-
Tan da horizontalur gaTanabrebas sxva depar-
tamentebTan, ise, rom yvela iazrebs, afasebs 
da mxars uWers marketingul Zalisxmevas” (2, 
C)- acxadeben saxelmZRvanelos avtorebi, Tumca 
mijnaven mas da calke ganyenebulad warmoaCenen 
Sida marketingis strategiul rols.

holistikuri marketinguli modelis Semdegi 
ganzomileba - qmedebebze dafuZnebuli e.w. per-
fomans (Performace) marketingi, moiTxovs bizne-
sis da sazogadoebis marketinguli aqtivobebis 
da programebis finansuri da ara-finansuri 
ukugebis gaazrebas (2, D). warmatebuli market-
erebi ukve karga xania gacdnen mxolod gayid-
vebidan Semosuli Semosavlis maCveneblebs da  
cdiloben gaanalizon ra mdgomareobaa sabazro 
wilebis mxriv, ra maCvenebels aRwevs momxmare-
belTa dakargvis %, momxmareblis kmayofilebis 
indeqsi, produqciis xarisxis Sefasebisa da sxv. 
isini, aseve, iTvaliswineben iuridiul, eTikur, 
socialur da garemosdacviT efeqtebs, rac Sei-
Zleba moyves maT marketingul aqtivobebs da 
programebs. gansakuTrebuli yuradReba eTmoba 
or mimarTulebas: finansur angariSvaldebule-

bas da socialurad pasuxismgebel marketings. 
e.w. perfomans (performance) marketingi calsaxad 
kavSirdeba IMC-is ganviTarebis me-4 donesTan. 
modelis Tanaxmad organizaciebi, romlebic 
IMC-is ganxorcielebis am donemde aRweven ar-
ian is organizaciebi, romlebsac srulad es-
miT integraciis moTxovnebi da avlenen IMC-is 
gamoyenebis saukeTeso praqtikas. am doneze, 
umaRlesi menejmentis mTavari amocanaa resur-
sis ganawileba da organizaciuli gamarTva, maT 
SesaZlebloba aqvT danergon daxurul-maryuJi-
ani Sefasebis sistemebi, romlebic menejments 
saSualebas miscems ufro sworad moaxdinon 
marketingul komunikaciebsa da investiciidan 
amonagebs Soris kavSiri.  unari organizacieb-
isa, rom Seafason, da imedia miaRwion klientze 
daxarjuli investiciis sasurvel amonagebs gva-
Zlevs daSvebis gakeTebis saSualebas, rom or-
ganizaciam moaxerxa  ganesazRvra da gaekeTebina 
analizi imisa Tu vin aris misi yvelaze momgebi-
ani samizne auditoria da misTvis relevanturi 
dainteresebuli mxareebi. garda amisa, es, aseve, 
gulisxmobs imas, rom organizaciam SeZlo gane-
sazRvra dainteresebuli mxareebisTvis rele-
vanturi da sasurveli Sexebis wertilebi, arxe-
bi, rom warmatebiT moexdina maTTan interaqcia, 
dialogi da garkveuli donis urTierTobis 
Camoyalibeba Sinaarsobrivi mesijebis gacvlis 
gziT.  piramidis aRniSnul doneze organizacie-
bi marketinguli komunikaciebis mudmiv moni-
torings axdenen ROI-s perspeqtividan. informa-
cia, codna dakavSirebulia samizne auditoria-
sTan miRweuli Sedegebis mudmiv SefasebasTan 
(9). am etapze, grZelvadiani momgebiani urTier-
Tobebis damyareba aris IMC-is mTavari mizani.

holistikuri marketingis modeli gansxvave-
bul xedvas gvawvdis integrirebuli market-
inguli komunikaciebis (2, B) ganmartebaze da 
calsaxad vrwmundebiT, rom modelis avtorebis 
mier IMC ganixileba, rogorc taqtikuri saSu-
aleba. kotleris da qeleris Tanaxmad integri-
rebuli marketingi xdeba maSin, rodesac mar-
keteri momxmareblisTvis Rirebulebis Seqmnis, 
komunicirebis da SeTavazebis gziT qmnis mar-
ketingul RonisZiebebs da akavSirebs market-
ingul programebs erTmaneTs, im mizniT, rom 
“mTliani aris ufro meti vidre misi nawilebis 
jami”. maTi xedviT, ori ZiriTadi motivi aris is, 
rom (1) bevri marketinguli RonisZieba SeiZleba 
qmnides, komunikacias amyarebdes da awvdides 
Rirebulebas da (2) marketeri ToToeuli Ron-
isZiebis dizainisa da ganxorcielebis etapze 
unda iTvaliswinebdes yvela sxva RonisZiebas. 
avtorebis mosazrebiT, kompaniis yvela saxis 
komunikacia unda iyos integrirebuli. “integ-
rirebuli marketinguli strategiis gamoyeneba 
niSnavs imas, rom irCev sxvadasxva sakomunikacio 
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arxs, romelic aZlierebs da avsebs erTamenTs…
TiToeulma maTganma unda miitanos brendis 
Tanmimdevruli mesij Setyobinebebi yovel kon-
taqtze” (2, C). SegviZlia davaskvnaT, rom kot-
lerisa da qeleris mier warmodgenili IMC-is 
ganmarteba, romelic holistikuri marketin-
gis erT-erT ganzomilebad gvevlineba urTi-
erTobaTa marketingis, Sida marketingis da e.w. 
performans marketingTan erTad, sakmaod zeda-
pirulia da didad ar cildeba warmodgenili   
IMC-is  piramidis modelis pirvel dones.  am 
donis Tanaxmad, am etapis fokusi aris market-
inguli komunikaciebis yvela elementis koor-
dinacia sinergiisa da Tanmimdevrulobis misaR-
wevad. am etapze aqcenti gakeTebulia gamaval 
komunikaciaze, rom miaRwios “erTxmovanebis da 
erTsaxovnebis” (e.w. one sight, one sound) princips 
mTlian IMC-i programaSi. Sesabamisad, am doneze 
fokusi aris marketinguli komunikaciebis in-
strumentebis da disciplinebis (arxebis) koor-
dinaciaze, romelic miznad isaxavs, pirvel rig-
Si, mkafio da Tanmimdevruli mesijis gagzavnas 
komunikaciis gavlenis maqsimizaciisaTvis. sab-
oloo mizani ki aris momxmareblis mier erTiani 
da integrirebuli mesijis miReba da aRqma. Tu 
es sasurveli mizani aris miRweuli, SeiZleba 
miviCnioT, rom am etapis Sedegi miRweulia. es 
praqtika calsaxad kavSirSia saxelmZRvanelos 
avtorebis mier warmodgenil xedvasTan. Tum-
ca, amave dros isini aRniSnaven, rom kompaniam, 
aseve, unda SeimuSavos integrirebuli arxebis 
strategia. unda moxdes TiToeuli arxis Se-
faseba misi pirdapiri efeqtiT produqtis gay-
idvis an brendis Rirebulebis zrdis maCveneb-
lis gazomvis safuZvelze. iseve, rogorc unda 
Sefasdes misi arapirdapiri efeqti sxva SesaZlo 
arxebTan interaqciis dros. aRniSnuli ki IMC-
is modelis (3) me-4 donis praqtikas SegviZlia 
mivakuTvnoT, romelic IMC-is miRebuli Sedegis 
gazomvas da Sefasebas moicavs.

kotleris da keleris mier holistikuri 
marketinguli ganzomilebebis detalurad ganx-
ilvis Sedegad, calsaxad vrwmundebiT, rom av-
torebis mier integrirebuli marketinguli 
komunikaciebis gaazrebas aklia strategiuli 
xedva. Tanamedrove literatura integrirebul 
marketingul komunikaciebs akavSirebs samizne 
auditoriis cxovrebis stilis, saWirobebis, 
moTxovnebis, survilebis analizTan, momxmareb-
lis monacemTa bazebis efeqtur marTvasTan da 
“momxmarebelze-centrirebul” midgomasTan, 
ganxorcielebuli qmedebebis Sedegebis ana-
lizTan da SefasebasTan, jvaredin-funqciur 
komunikaciasTan, rac avtorebis mosazrebiT 
ar axasiaTebs integrirebul marketingul ko-
munikaciebs. aRsaniSnavia, rom interaqtiuloba 
aris koncefciis  mTavari ganmasxvavebeli ni-

Sani, radgan integrirebuli marketinguli ko-
munikaciebi (IMC) iswrafvis Seqmnas mudmivi 
dialogi organizacias da mis SemadgenlobaSi 
Semaval mxareebs Sors, romelic moicavs ara mx-
olod momxmareblebs, aramed yvela dainterese-
bul mxares. mkvlevarebi dunqani da moriarTi 
(15) amtkiceben, rom interaqtiul komunikacias 
korporatiul, marketingul da marketinguli 
komunikaciis doneze mivyavarT grZelvadian 
urTierTobebamde da pozitiur gavlenas axdens 
brendis Rirebulebaze. maTi mosazrebiT, IMC-i 
unda iyos Rrmad strategiuli, is miznad unda 
isaxavdes grZlevadiani miznebis miRwevas da maT 
ganxorcielebas. Tu tradiciuli marketinguli 
komunikaciebis mTavari safuZveli aris mar-
ketinguli miqsi, am axali paradigmis Tanaxmad, 
misi fundamenti aris mTlianad organizacia. 
integracia aris konkurentuli upiratesoba, 
romelsac SeuZlia urTierTobis optimizacia 
Setyobinebebs, arxebs da mimRebebs Soris da 
ara mxolod marketinguli miqsis sxvadasxva el-
ementebis koordinireba. gavlena aris Zalian 
relevanturi im faqtis gamo, rom mesijebi Sesa-
Zloa modiodes yvela departamentidan da ara 
mxolod marketingis departamentisgan (6).

IMC-i mkvlevarebis mier IMC-is koncefciis 
ganmartebebis da IMC modelis analizi naTlad 
warmoaCens, rom e.w. “holistikuri marketin-
gis” ganzomilebebis  erToblioba qmnis swored 
integrirebuli marketinguli komunikaciebis 
Tanamedrove gaazrebas, romelic aris ara ho-
listikuri maretingis erT-erTi elementi, ara-
med, koncefcia, romelic Tavis TavSi moicavs, 
holistikuri marketingis yvela ganzomilebas, 
maT Soris urTierTobaTa marketings, Sida mar-
ketings da e.w. perfomans marketings. kotl-
eris da qeleris mier IMC-is ganmarteba, Cveni 
mosazrebiT, ganixilavs IMC-s, mxolod taqti-
kur e.w. saoperacio dones da ar iTvaliswinebs 
mis strategiul rols korporaciul doneze. 
jeri kliaCko, romelic Tavis naSromSi mkveT-
rad mijnavs IMC-is ganxorcielebis saopera-
cio da strategiul dones, acxadebs, rom IMC-s 
ganxorcieleba moicavs kompaniis orive, saop-
eracio da korporaciul dones, yovel doneze 
ZiriTad strategiul da menejerul sakiTxebze 
fokusirebiT (11). mkvlevarebi aRniSnaven, rom 
IMC-s ganxorcielebisas korporaciul don-
eze, umaRlesi rangis menejmenti biznesis ho-
listikur xedvas iyenebs, gansazRvravs ra saxis 
biznesi aqvs mas (ras gaakeTebs da ras ar gaakeT-
ebs), gansazRvravs misias (korporaciul miznebs 
da amocanebs), xels uwyobs momxmarebelze ori-
entirebuli biznes kulturis Camoyalibebas me-
nejmentSi, da uZRveba brendis Seqmnis strate-
gias. umaRlesi rangis menejmenti aris swored 
saWe kompaniisa, romelic icavs organizaciis 
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identobas, imijs da reputacias (13). 

daskvna

muxedavad IMC-is mkvlevarebis mier integri-
rebuli marketinguli komunikaciebis strate-
giuli aRqmisa da misi efeqturobisTvis bizne-
sis holistikuri xedvis saWiroebis aRiarebisa, 
diskursi holistikuri marketinguli modelis 
da integrirebuli marketinguli komunikacieb-
is koncefciis SepirispirebiT analizze samec-
niero wreSi farTod ar gaSlila.  Cven mier war-
modgenili holistikuri marketinguli da inte-
grirebuli marketinguli komunikaciebis mod-
elebis da ganmartebebis komparativistikuli 
analizis safuZvelze SegviZlia davaskvnaT, rom 
integrirebuli marketinguli komunikaciebis 
mudmivadganviTarebadma koncefciam Tanamed-
rove realobaSi ukve SeiTavsa biznesis da misi 
garemos holistikuri xedva da holistikuri 
marketingis warmodgenilma modelma etapobri-
vad dakarga aqtualuroba. Sesabamisad, Cveni 
xedviT, integrirebuli marketinguli komunika-
ciebi moicavs e.w. Sida marketingis, urTierTo-
baTa marketingis, e.w. performans marketingis 
midgomebis erTobliobas da scildeba kidec 
mas. IMC-is koncefciis ganmarteba nel-nela gas-
cda marketingul miqss da brendingis, lojis-
tikis, sainformacio sistemebis, distribuciis, 
qselebis, strategiuli aliansebis da dainter-
esebuli mxareebis e.w. “stakeholder”-ebis menej-
mentsac ki Seexo. IMC-is gafarToebuli aRqmis 
aucileblobis mizezi gaxda is, rom sruli inte-
graciis miRweva sul ufro da ufro rTuldeba 
Tanamedrove garemoSi da SeiZleba iTqvas, rom 
IMC-is ganxorcielebis Semdeg idealuri IMC 
da ganxorcielebuli Sedegi ori absoluturad 
gansxvavebuli samyaro SeiZleba aRmoCndes (14). 

literaturis mimoxilvis safuZvelze Seqmni-
li warmodgenili cxrili ajamebs im faqtorebs 
rac ganasxvavebs klasikur marketingul komu-
nikacias integrirebuli marketinguli komuni-
kaciisgan, rac kidev erTxel naTlad warmoaCens 
integrirebuli marketinguli komunikaciebis 
maxasiaTeblebis Tanamedrove aRqmis pirdapir 
kavSirs e.w. holistikur marketingTan da mis 
ganzomilebebTan.

tradiciuli marketinguli 
komunikacia

integrirebuli market-
inguli komunikaciebi

aqcentirebuli SeZenaze orientirebuli Senar-
Cunebaze, urTierTobaTa 
menejmentze

mas komunikacia orientirebuli segmen-
tirebul komunikaci-
aze, monacemTa bazebis 
marTvaze

e.w. “safantiT nasroli” 
Setyobinebebi 

mizanmimarTuli komu-
nikacia

produqtze orientirebuli momxmarebelze centri-
rebuli

erTmxrivi komunikacia, mono-
logis reJimi

ormxrivi komunikacia, 
dialogi momxmare-
belTan

produqtis Tvisebebze da-
fuZnebuli marketingi

momxmareblisTvis 
gadawyvetilebis SeTava-

zebasa da maT sargebel-

ze dafuZnebuli midgoma

Hard Sell-taqtika Soft Sell- taqtika

kontrolirebadi arxebi arakontrolirebadi 
arxebis wilis zrda (ba-
zmarketigi, virusuli 
marketingi…)

tradiciuli marketinguli 
arxebi

marketingis Taname-

drove  interaqtiuli 
arxebi

demografiuli segmentacia 
da auditoriis farTod 
dayofa

fsiqo-socialuri seg-
mentacia da auditoriis 
viwro jgufebad dayofa

tranzaqciaze orintirebuli urTierTobaze orien-
tirebuli

produqtze orientirebuli brendze da brendis 
Rirebulebis zrdaze 
orientirebuli

fokusirebuli momxmare-
belze

fokusirebuli yvela 
dainteresebul mxareze

erTi departamentis funqcia mTeli organizaciis 
xedva da filosofia, 
jvaredin-funqciuri 
strategiuli midgoma

dabali angariSvaldebuleba 
marketingul danaxarjebze

maRali angariSvaldeb-

uleba

wyaro: literaturis mimoxilvis safuZvelze 

Seqmnili cxrili

integrirebuli marketinguli komunikaciebi 
misi holistikuri bunebiT sakuTar TavSi moi-
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azrebs mudmiv saxecvlilebas da Tanamedrove 
samyaros swrafi ganviTarebiT warmoSobili 
gamowvevebisTvis mudmiv mzadyofnas. Sesa-
bamisad, rac ufro farTovdeba integrirebuli 
marketinguli komunikaciebis ganmartebis aRqma 
da misi strategiuli roli, miT ufro rTulde-
ba misi praqtikaSi srulyofilad gamoyenebis 
SesaZlebloba. IMC-is  holistikuri buneba mkv-
levarebs axali kvlevebisken ubiZgebs da ukeT 
warmoaCens im rols, ra rolic SeiZleba inte-
grirebulma marketingulma komunikaciebma Sea-
srulon Tanamedrove biznes menejmentSi.
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