
183

Tanamedrove qalaqi, misi socialur-ekonomikuri statusi da 

ganviTarebis tendenciebi
anna TandilaSvili,
stu-s doqtoranti

reziume

statiaSi ganxilulia Tanamedrove qalaqebis 
funqciuri transformaciis Teoriuli sakiTxe-
bi, mzard koknurentul garemoSi maTi imijis da  
pozitiuri cnobadobis amaRlebis marketinguli 
teqnologiebi. 

Temis aqtualobas ganapirobebs is, rom Tan-
amedrove konkurentuli samyaro  axal realobas 
uqmnis qalaqebs,  isini  zrunaven sakuTari sabaz-
ro poziciebis gaumjobesebaze, stabilurobaze  
da perspeqtivebis gansazRvraze. statiaSi gan-
sakuTrebuli adgili eTmoba qalaqis, rogorc 
geografiuli da socialur-ekonomikuri er-
Teulis ganviTarebis Tanamedrive procesebs da 
SesaZleblobebs, qalaqis, rogorc instituciis 
specifikas da Taviseburebebs.

sazogadoebrivi aRiarebis mosapoveblad 
qalaqs ganviTarebis sakuTari strategiis Se-
muSaveba sWirdeba, rac mxolod misTvis damaxa-
siaTebel pozitiur, unikalur, aRqmad da aqtu-
alur niSan-Tvisebebs unda emyarebodes. am ni-
Snebis formirebas da calkeuli qalaqis, ro-
gorc brendis CamoyalibebaSi maTi rolis gasn-
sazRvras eZRvneba warmodgenili statia.

 
sakvanZo sityvebi: qalaqis konkurentuli 

upiratesoba, urbanuli garemo, qalaqis mar-
Tva, qalaqis brendingi,  qalaqis ganviTarebis 
strategia.

Summary

Modern city, its social-economic status and 
development tendencies

Anna Tandilashvili
PhD. Candidate

The article analyses the theoretical issues of modern 
cities funcional transformation and the marketing technolo-
gies that are used to upturn their image and positive recog-
nition in increasingly competitive environment. 

The issue is particularly timely now as modern competi-
tive world creates new realities for cities, which are fighting 
for better positioning on global market place, for more sta-
bility and for identifying future perspectives. That is why 

the article analysis the modern process of city development 
and studies a city, as a geographical and social-economic 
unit and as a specific and particular institution. 

For gaining public recognition a city needs its particu-
lar strategy for development, based on its positive, unique, 
recognisable and timely characteristics. The article studies 
the ways of forming these characteristics and creating a city 
a brand. 

Keywords: city competitive advantage, urban environ-
ment, city management, city branding, city development 
strategy.  

* * * * * *

qalaqi maRalganviTarebuli centria war-
moebis, vaWrobis, kulturis infrastruqturis, 
ganaTlebis efeqturi sistemiT, saswavlo, 
samecniero, SemoqmedebiTi, jandacvis dawese-
bulebebis farTo qseliT, riTac igi biznesis 
daculobas da sainvesticio potencialis maRal 
dones uzrunvelyofs. dRes mosaxleobis naxe-
varze meti qalaqSi cxovrobs, /evropul qveyneb-
Si es maCvenebeli 75%-ia/, swored sociumi war-
moadgens qalaqis mTavar sasicocxlo resurss. 
adamianis goneba, ideebi, miznebi, SemoqmedebiTi 
unari sul ufro xSirad ganixileba, rogorc 
qalaqis ganviTarebis strategiuli resursi da 
igi qalaqs teqnologiuri, konceptualuri,  in-
ovaciuri ideebis generirebis adgilad aqcevs.

qalaqi da urbanuli garemo saxelmwifo sis-
temis, sazogadoebrivi mentalobis, socialuri 
inteleqtis istoriulad Camoyalibebuli  sivr-
ciTi organizebis yvelaze srulyofili for-
maa. dReisaTvis qalaqi gaxda damoukideblad 
moqmedi subieqti, romelsac konkurentuli ur-
TierTobis nebismier doneze SeuZlia monawile-
obis miReba, qalaqebi mniSvnelovan rols as-
ruleben qveynis cxovrebaSi,  xasiaTdebian  ra 
mosaxleobis maRali koncentraciiT, kapitalis 
didi nakadebiT, tevadi bazrebiT, ganviTare-
buli infrastruqturiT, kvalificiuri kadre-
biT,  kulturuli  da samedicino potencialiT.  
qalaqi cxovrebis uflebaa, esaa Sexvedrebisa 
da azrTa gacvlisaTvis saWiro adgilis arse-
bobis ufleba, esaa cxovrebis sxvadasxva rit-
mis ufleba, ufleba, romelic ganiWebs  sivrcis 
srulad gamoyenebis unars, - aRniSnavda anri 
lefevri  [1].

yvela qalaqs sakuTari Rirebulebebi gaaCnia, 
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damoukidebeli  interesebiT, individualuri 
socialur-ekonomikuri procesebiT, eTnikuri 
da kulturuli TaviseburebebiT, tradiciebiT, 
rac gavlenas axdens mis  imijze,  sxva qalaqebTan 
da regionebTan  TanamSromlobis perspeqtive-
bze.  urbanizacia - globaluri sakiTxia. qalaqi 
mudam iyo aqtiobebisa da cvlilebebis centri, 
am procesis analizi gansakuTrebiT mniSvnelo-
vania Tanamedrove ekonomikuri, ekologiuri, 
politikuri Tu socialuri problemebis Seswav-
lis konteqstSi. 

integraciuli procesebi da mwvave konkuren-
cia qalaqebs aiZulebs izrunon  sakuTari  pri-
oritetebis  aRiarebaze, sayovelTao simdidreSi 
Tavisi wilis gansazRvraze, maTi sazogadoebri-
vi aRqmadobisa da reputaciis amaRlebaze. cno-
bili qalaqebi, regionebi da qveynebi cdiloben 
metad daaintereson turistebi da investore-
bi, saqmiani wreebi, Seasrulon arsebiTi roli 
qalaqebis socialur-ekonomikuri transfor-
maciis da maTi sabazro pozicionirebis gaum-
jobesebis TvalsazrisiT. qalaqis saerTaSoriso 
aRiarebisa da sayovelTao reputaciis mosapove-
blad saWiroa misi ganviTarebis strategiis Se-
muSaveba, romelic daemyareba am qalaqisaTvis 
damaxasiaTebel pozitiur, mimzidvel, unikalur 
da stabilur niSan-Tvisebebs, maTi aqtivizacia 
ki, xels Seuwyobs qalaqis cnobadobis gazrdas 
da sakuTari keTildReobis amaRlebas.

mzardi konkurenciis da ekonomikuri arasta-
bilurobis pirobebSi  kidev ufro aqtualuri 
xdeba qalaqis, rogorc socialur-ekonomikuri 
instituciis konkurentuli upiratesobebis 
gaZliereba da am mizniT, misi brendad Camoy-
alibebis Tanamedrove teqnologiebis, ino-
vaciuri midgomebis da masTan dakavSirebuli 
praqtikuli sakiTxebis gamokvleva. Tanamed-
rove konkurentul epoqaSi, ekonomikuri zrdis 
mxolod obieqtur   kanonzomierebebze ori-
entireba ver qmnis srulyofil winapirobebs gan-
viTarebis strategiis  realizaciisa da rTul 
sabazro koniunqturaSi  optimaluri pozicion-
irebisaTvis, am mizniT Zlierdeba  marketinguli 
meTodebis roli da xdeba  bazris subieqtebze  
zemoqmedebis inovaciuri meqanizmebis  intensi-
uri gamoyeneba.

axali Sexedulebebi gavlenas axdenen adami-
anebis azrovnebaze da qmedebebze, gansazRvraven 
maT pragmatul midgomebs. am TvalsazrisiT, 
erT-erTi mZlavri marketinguli meTodi, rom-
liTac zemoqmedeba xdeba adamianis cnobad gad-
awyvetilebaze, qalaqis reputaciis amaRleba da  
misi imijis gaumjobesebis gziT, qalaq-brendad 
Camoyalibebaa.  konkurentul bazarze  pozi-
cionirebis procesSi aqtiur rols  brendi, re-
brendingi, merCendaizingi da sxva Tanamedrove 
marketinguli meqanizmebi asrulebs, romlebic 

exmareba subieqts bazarze lideris poziciis 
dakavebasa da  stabilur  sabazro pozicionire-
baSi. 

XXIsaukune - qalaqebis saukunea. mosaxleo-
bis  mniSvnelovani nawilis qalaqebSi koncen-
tracia, mxolod adamianTa surviliT ar aris 
gamowveuli, mas obieqturi winapirobebi aqvs. 
dRes aucilebeli xdeba im faqtorebis mudmi-
vi kultivireba, romlebic, marTlac, realurs 
gaxdis adamianebis upiratesad qalaqSi cxovre-
bis survils. gansakuTrebiT  saWiroa qalaqis 
ZiriTadi prioritetebis intensiuri mxardaWera 
da swrafi  ganviTarebis motivireba.

mecnierebi gamoyofen qalaqebis ganviTare-
baSi mimdinare ZiriTad tendenciebs, es aris, 
erTi mxriv, mmarTvelobis decentralizacia da 
sakuTari ekonomikuri SesaZleblobebis gafar-
Toeba, meore mxriv-ekonomikis globalizacia da 
TiToeuli qalaqis rolis zrda saerTaSoriso 
gadawyvetilebebis miRebis procesSi. globali-
zacia sul ufro aqtiur gavlenas axdens saer-
TaSoriso vaWrobis gafarToebaze, kapitalis  
moZraobis liberalizaciaze, transnacionaluri 
kompaniebis gavlenis arealis zrdaze, global-
uri warmoebis restruqturizaciaze, rac, Tavis 
mxriv, amaRlebs qalaqebis funqciur datvirT-
vas, isini  qalaq-mewarmeebad iqcevian, rom-
lebic aqtiurad axdenen TavianTi resursebis 
investirebas ekonomikur, socialur, garemos-
dacviT seqtorebSi sakuTari konkurentunari-
anobis amaRlebis mizniT, Sedegad, izrdeba in-
teresi qalaqebis ganviTarebis mimarT, rogorc 
samecniero, ise praqtikuli TvalsazrisiT.

sakiTxis aqtualobas zrdis Tanamedrove 
globalizaciis procesi. sxvadasxva qveyanaSi 
igi gansxvavebulad mimdinareobs. aziaSi qalaqe-
bi zogadad,  izrdeba, evropaSi ki Zveli sam-
rewvelo profili sustdeba. qalaqebSi dRes 
Rirebuleba ZiriTadad iqmneba produqciaSi, 
procesebsa da momsaxurebaSi inteleqtualuri 
kapitalis CarTviT. globalurma siaxleebma 
mniSvnelovani cvlilebebi Seitana qalaqeb-
is ganviTarebis koncefciaSi. bevrma maTganma 
SemoqmedebiTi xasiaTi SeiZina da arsebuli siax-
leebi sakuTari ganviTarebis mZlavr faqtorad 
aqcia, ramac axali biZgi misca maT aRmavlobas - 
barselona, sidnei, sietli, vankuveri, dublini, 
ciurixi, strasburgi da mravali sxva, es is  
swrafad mzardi qalaqebia, romlebmac  SeZles 
ekonomikuri da socialuri transformaciebi 
CaeyenebinaT sakuTari ganviTarebis samsaxurSi. 
zogi qalaqi ki, samwuxarod,  globaluri cvli-
lebebis msxverpli gaxda da, [raqtikulad, Sewy-
vites bazarze pozicionireba. 

warmatebuli urbanuli politika sul ufro 
met yuradRebas uTmobs im midgomebs, romlebic 
SemoqmedebiT, miznobriv, adamianur resursebze 
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damyarebuli sakiTxebis gadaWras emsaxureba. 
praqtika mowmobs, rom saqalaqo ganviTare-
bis warmatebas ZiriTadad, politikosebis da 
qalaqis xelmZRvanelobis midgomebis gardaqmna 
ganapirobebs, standartul azrovnebas Tanda-
Tan originaluri mignebebi da ultraTanamed-
rove teqnologiebi enacvleba. gansakuTrebul 
yuradRebas iqcevs qalaqis is Tvisebebi, romel-
ic mis kreatiulobas   ayalibebs, pirvel rigSi, 
es Seexeba qalaqis identurobis da misi Rre-
bulebis formirebaSi  tradiciuli Tu Tanamed-
rove faqtorebis rolis gansazRvras. 

qalaqebis ganviTarebis sakiTxisadmi krea-
tiuli midgoma moicavs divergenciul, mwar-
moeblur azrovnebas, inovacia ki iTvaliswinebs 
konvergenciulul, kritikul da analitikur 
midgomebs. swored kreatiuli novaciebi gana-
pirobebs qalaqdagegmarebis da misi funqciuri 
ganviTarebis procesSi mimdinare Tanamedrove 
transformaciebs da aZlierebs qalaqis axle-
burad aRqmis motivacias sazogadoebisaTvis. 
resursebis identificirebis da cnobadobis 
gazrda srulyofs qalaqis imijs da amaRlebs 
saerTaSoriso  procesebSi mis  CarTulobas, 
amis  safuZvelze droTa  ganmavlobaSi, yal-
ibdeba  qalaqi-brendi, rogorc  sayovelTaod  
aRiarebuli administraciuli  erTeuli.

qalaqis  brendis marketinguli faseuloba 
da warmateba im faqtorebzea damokidebuli, 
romelic mis pozicinirebas ganapirobebs. bren-
di warmoadgens im faseulobas, romelic asaxavs 
qalaqis ganumeorebel originalur samomxmareb-
lo niSnebs, es, upirveles yovlisa, Zlieri ideaa, 
romelic asaxavs qalaqis identobas, dafuZneb-
uls molodinebze, SegrZnebebze, gamocdile-
baze. logotipi, devizi, simbolika - es brendis 
elementebia, aRqmisa da warmosaxvis nakrebi. 
brendis daniSnuleba dadebiTi STabeWdilebis 
moxdena, pozitiuri asociaciebis formireba da 
am STabeWdilebebis dadasturebaa brendisa da 
miznobrivi auditoriis urTierTobis dros.

qalaqis socialur-ekonomikuri funqciis 
problemis Sefaseba xels uwyobs misi rolis 
amaRlebas, cnobil brendad mis Camoyalibebas. 
teritoriis brendingis wamyvani specialistebi  
saimon anholti, qeiT dini klarki, Temporli da 
sxvebi [2] aRniSnaven, rom qalaqis brendis Seqmnis 
procesi gacilebiT rTulia, vidre produqciis 
an momsaxurebis brendingi. kerZod, s.anholti 
wers, rom teritoriis brendingi ukavSirdeba 
yvelaze rTul filosofiur sakiTxebs, rac ki 
odesme gasCenia adamians: aRqmis bunebasa da 
realobas, obieqtisa da mis Sesaxeb warmodgen-
ebs Soris urTierTobebs, masebis fsiqologias, 
erovnul TviTSegnebas, liderobas, kulturas, 
socialur kavSirebsa da mraval sxva sakiTxs  [3].

brendirebis  procesi  uzrunvelyofs  qala-

qis  identurobis  warmoCenas da  misi mimzid-
veli  mxareebis  popularizacias  miznobrivi 
auditoriisaTvis. msoflios cnobil qalaqebs 
mdidari gamocdileba daugrovdaT sakuTari 
identobis gansazRvraSi,  misi ZiriTadi maxasi-
aTeblebi am qalaqis Semecnebis saSualebas iZle-
va, magram erTianobaSi, calsaxad ver axasiaTebs 
mas, es damatebiT iniciativebs  moiTxovs, dadeb-
iTi imijis Seqmnis da ganviTarebis strategiis 
realizaciis TvalsazrisiT. „didi brendebi“ 
isevea, rogorc „didi adamianebi“. maTi ZiriTadi 
niSnebi Tanamimdevruli da arsebiTia. uinston 
CerCili mWermetyveli iyo, jon keneds axalgaz-
rduli energia da mgznebareba gaaCnda, sibrZne, 
vaJkacoba da tolerantoba gamoarCevda nelson 
mandelas, simtkice da gambedaoba ki,  margaret 
tetCers. rasakvirvelia, es Tvisebebi ar gana-
pirobeben srulad  am pirovnebebis arss, Tumca 
ayalibeben maT Sesaxeb cnobier aRqmas. brendis 
maxasiaTeblebic ZiriTad warmodgenebs ayalibe-
ben momxmareblebSi, magram    isini srulad ver 
warmoaCenen qalaqis potenciur SesaZleblobebs 
da ganviTarebis prioritetebs.

Zlieri brendi flobs gansazRvrul sak-
vanZo maxasiaTeblebs, romelic amaRlebs maT 
yvela calkeul produqtTan mimarTebaSi. IBM, 
Google, Louis Vuitton, Sony, Intel Sedian msoflios 
yvelaze Zvirfasi brendebis ricxvSi  da gaaC-
niaT mZlavri sakvanZo maxasiaTeblebi. qalaqis 
brendirebisaTvis saWiroa ganisazRvros  misi 
sakvanZo faseulobebi da muSaobis mimarTule-
bebi, ris safuZvelzec aigeba qalaqis ganvi-
Tarebis strategia. sakvanZo Rirebulebebi, ur-
TierTobebi da qcevis normebi avlenen  qalaqis 
brendis arss. msoflio liderebi - niu-iorki, 
londoni,  yuradRebas amaxvileben  finan-
sur momsaxurebaze, turizmsa da garTobaze, 
amasTan, maTi brendi ar izRudeba erT-erTi am  
mimarTulebiT da TiToeuli maTgani ar  hgavs 
erTmaneTs. niu-iorki mewarmeobis, kelTidReo-
bisadmi siyvarulis, agresiulad oportunistu-
li, individualisturi qalaqia, londoni ki  ad-
gili, sadac aranakleb uyvarT sicocxle, magram 
amasTan erTad  igrZnoba e.w. britanuli „maRali 
sazogadoebis msubuqi aromati“. qalaqebisaTvis 
damaxasiaTebeli aseTi individualisturi niSne-
bi ayalibebs maT imijs, rac xels uwyobs droTa 
ganmavlobaSi mis brendad Camoyalibebas. 

qalaqis  warmatebuli  brendingis  uamravi 
magalTi arsebobs  msoflioSi, romlebic karg 
gamocdilebas qmnian axali qalaqebis brendire-
bisaTvis. qalaqis brendingis dasamaxsovrebeli 
koncefciebi Seqmna amsterdamma “I Amsterdam”, 
venam, “Viena - now or newver”, san-diegom “Happy  
Happens”, las-vegasma „What happens here, stays here”.  
gamocema „gardianma“ 2008 wels gamoaqveyna  
qalaqis brendingTan dakavSirebiT oTxi eqsper-



biznes-inJineringi #1-2. 2017  

186

tis  /robert jonsi, jonaTan gebi, maikl hamil-
toni, markus miSeli/ interviu. maTi saeqsperto 
SexedulebiT, warmatebuli brending-kampaniebi 
hqonda qalaqebs: parizi - „City of Romance“, hong-
kongi -„Asia World City“, niu-iorki -„I Love New-York“, 
glazgo -„People Make Glasgow“, edinburgi - „Inspiring 
Capital“,  sidnei -„Destination NSW“ da sxva .

brendis roli gansakuTrebiT mniSvnelova-
ni xdeba qalaqebis konkurirebis Tanamedrove 
mzardi tendenciebis pirobebSi. am viTarebaSi 
warmatebis mosapoveblad saWiroa ganisazRvros 
qalaqis resursebi, misi unarebi, sakvanZo faseu-
lobebi, unda Camoyalibdes saTanado midgomebi 
da brendirebis principebi. am faqtorebis kom-
binirebis gziT, TviTmmarTvelma administra-
ciam unda moaxdinos calkeuli miznobrivi jgu-
fisaTvis maTi diferencireba, ris safuZvelzec 
unda SemuSavdes integrirebuli brend-plat-
forma, Semdeg ki,  komunikaciuri strategia da 
misi realizaciis gegma. aucilebelia Cvevebis, 
resursebis da unarebis imgvari kombinireba, 
rom isini uzrunvelyofdnen relevantur upi-
ratesobebs TiToeuli miznobrivi jgufisTvis .

saqalaqo ganviTarebis politika mimarTuli 
unda iyos konkurentuli upiratesobis ganvi-
Tarebis xelSewyobaze, im faqtorebis aqtivi-
zaciis  gziT, romlebic zrdian qalaqis mniS-
vnelobas sxvadasxva saxis saqmianobis  ganvi-
TarebisTvis. 

qalaqis brendireba rTuli da xangrZlivi 
procesia, romelic marketinguli teqnolo-
giebis  gamoyenebis garda, xelisuflebis mxri-
dan swor midgomebs da Sesabamisi strategiis 
SemuSavebas moiTxovs. amasTan, municipaluri 
da saxelmwifo administracia ar aris qala-
qis marTvis erTaderTi struqtura, romelic 
eqskluziurad iqneba pasuxismgebeli qalaqis 
sameurneo da kulturuli ganviTarebis sak-
iTxze, aucilebelia sxva ekonomikur agentebTan 
TanamSromloba,  im subieqtebis gamovlena, rom-
lebsac eqneba sistemis ganviTarebis monopo-
liuri marTvisaTvis saWiro resursebi. amitom 
xdeba aucilebeli  sajaro mmarTvelobis fun-
qciuri transformacia, mmarTvelobiTi decen-
tralizaciis, xelisuflebis organoebis ad-
ministraciuli da organizaciuli saqmianobis 
gaaqtiurebis, sazogadoebrivi partniorobis  
zrdis  TvalsazrisiT.
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