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marketingi da qalaqis strategiuli dagegmva
qalaq quTaisis magaliTze

maia axvlediani
ed, awsu-s profesori

quTaisi saqarTvelos im qalaqebs Sorisaa, romelTac 
miniWebuli aqvT TviTmmarTveli qalaqis statusi. Taname-
drove pirobebSi, roca qalaqma umniSvnelovanesi datvirT-
va unda SeiZinos ibadeba kiTxvebi: rogor daviwyoT qalaqis 
interesebis win waweva, ra konkurentuli niSa unda gaaCndes 
mas, rogori iqneba misi imiji, ra adgils daikavebs qveynis 
ekonomikaSi, raSi mdgomareobs qalaqis interesebi qveynis 
masStabiT da regionis mezobel qalaqebTan mimarTebaSi, ra 
problemebia dRes da rogori iqneba qalaqi 5-10 wlis Semdeg, 
rogori iqneba mosaxleobis ricxovnoba? yvela am kiTxvaze 
pasuxobs qalaqi quTaisis ganviTarebis saSualovadiani 
(2013-2017 weli) strategia. aRniSnuli strategiis prior-
itetebia: ,,q. quTaisSi ucxouri investiciebis mozidva, sam-
rewvelo, savaWro da turistuli seqtorebis ganviTareba, 
qalaqis ekonomikis dinamiuri zrdis uzrunvelyofa, axali 
samuSao adgilebis Seqmna, mosaxleobis realuri Semosav-
lebis gadideba, siRaribis etapobrivi daZleva, socialuri 
fonis gaumjobesebis xelSewyoba, qalaqis brendingis kon-
cefciis SemuSaveba“[1] . 

quTaisi sididiT da mosaxleobis ricxovnobiT meore 
qalaqia. dReisaTvis, mosaxleobis aRweris bolo monace-
mebiT, quTaisis mosaxleoba sul 195,7 aT. kacs Seadgens (ix. 
nax 1.1). bolo or aTwleulSi es maCvenebeli mosaxleobis 
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ricxovnobis yvelaze maRali maCvenebelia. 2011 wels mo-
saxleobis ricxovnoba 2003 welTan SedarebiT 6%-iT, xolo 
2009 welTan SedarebiT 2%-iTaa gazardili. 

nax 1.1 wyaro saqarTvelos statistikis erovnuli samsaxuri.

mniSvnelovnad Secvlilia qalaqis dasaqmebis struqtu-
ra. Tumca, qalaqis umTavres socialur-ekonomikur prob-
lemad kvlav rCeba umuSevroba, romlis done jer kidev 
maRalia (22-25%). 

qalaqis ekonomikaSi gasul wlebSi wamyvan poziciebs 
samrewvelo seqtori ikavebda (dasaqmebulTa saerTo 
ricxovnobis 11,1%). dRes masTan erTad prevalirebs ga-
naTleba da sporti (17,8%), vaWroba (8,7%), jandacva (9,2%). 
biznes aqtivobis zrdaze miuTiTebs biznes subieqtebis 
simravlec. kerZod, Tu 2009 wels daregistrirebuli iyo 
17452 , 2011 wlis monacemebiT 24 860 erTeuli Seadgina. 
biznes-aqtivobis zrda dadebiTad aisaxa dasaqmebulTa 
ricxovnobis zrdaze. Tuki 2009 wels qalaqis sameurneo seq-
torSi dasaqmebulTa ricxovnoba Seadginda 33 271 kacs, 2011 
wlisaTvis es maCvenebeli 3476 kaciT gaizarda da 36 747 kaci 
Seadgina. samewarmeo aqtivobis mniSvnelovan indikatorad 
brunvis, gamoSvebuli produqciis da damatebuli Rireb-
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ulebis maCveneblebia miCneuli. damatebuli Rirebulebis 
maCvenebeli (610,4 mln. laridan 911,7 mln. laramde) bolo 
sam weliwadSi (2009-2011) gaizarda 49%-iT, biznes-seqtoris 
gamoSveba (472,6 mln. laridan 666,3 mln. laramde) - 41%-iT. 
bolo aTwleulebSi qalaqis ekonomikaSi samrewvelo seqto-
ris poziciebis dakargvam gamoSvebuli produqciis struq-
turuli cvlileba gamoiwvia. kerZod, gamoSvebuli produq-
ciis struqturaSi, sawarmoo sferos mxolod 17% uWiravs, 
vaWrobas-36,5%, ganaTleba, jandacva da sporti-7,5%, xolo 
mSenebloba 12%-iTa warmodgenili [2].

qalaqis infrastruqturis mowesrigebisa da samewarmeo 
saqmianobis gamococxlebis stimulirebisaken gadaggmulia 
mniSvnelovani nabijebi. 2012 wels saxelmwifo da adgilo-
brivi biujetidan infrastruqturuli proeqtebisaTvis 
gamoyenebulma Tanxam 31  838  395,91 lari Seadgina. qalaqis 
socialur-ekonomikuri profilis aRniSnuli da sxva mra-
vali pozitiuri cvlilebebi centraluri, regionuli da 
adgilobrivi prioritetebis da yvela im resursis gamoy-
enebiT miiRweva romelic qalaqis teritoriaze arsebobs. 
yovelive es imeds gvaZlevs, rom quTaisi etapobrivad ga-
daiqceva Tanamedrove, mowesrigebul qalaqad . 

marketingi es aris qalaqis ekonomikuri ganviTarebis 
instrumenti da misi fundamentia qalaqis ganviTarebis 
strategia. qalaqi, globalur ekonomikur doneze, didi 
xania ukve aRiqmeba, rogorc saqoneli. is unda warvadgi-
noT da ,,gavyidoT“, rogorc perspeqtiuli sainvesticio 
proeqtebis ganxrcielebis platforma, xolo marketingi 
misi SefuTva [3]. aseTi midgoma marketingis amocanebisa da 
daniSnulebis gasarkvevad sasargebloa, Tumca mxolod am 
mosazrebebze dayrdnobiT ekonomikis gamowvevebs ver vu-
pasuxebT. vinaidan, qalaqis marketingis mizani ara mxolod 
ekonomikuri ganviTareba, aramed xalxis cxovrebis xarisx-
is amaRlebaa. marketingis SesaZleblobebs zustad asax-
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avs Semdegi ganmarteba: qalaqis marketingi es aris qalaqis 
sazogadoebis moqmedebaTa kompleqsi, qalaqis interesebis 
identificirebisa da win wawevisaTvis, romlis konkretu-
li amocanebia: qalaqis mimzidveli sainvesticio garemos 
formireba, turizmis ganviTarebis xelSewyoba, marketin-
gul proeqtebSi mosaxleobis CarTulobis uzrunvelyofa, 
adgilobrivi warmoebis saqonlis gayidvebis stimulireba [4].

CamoTvlili amocanebis Sefasebisas qalaqis mmarTvele-
bi SeiZleba mividnen im daskvnamde, rom marketingis roli 
mxolod investorebis mozidvaSi, turistuli produqtebis 
da adgilobrivi warmoebis saqonlis reklamaSi gamoixateba. 
sinamdvileSi saubaria ara aRniSnulze, aramed qalaqis ise-
Ti reputaciis Seqmnaze, roca turistebi Tavad dainteres-
debian qalaqiT. vinaidan, qalaqis marketingis funqciaa ar 
damatebiTi Zalisxmeva gayidvebze, aramed gayidvebis uz-
runvelyofa zedmeti Zalisxmevis gareSe [5]. swored amisT-
vis, aucilebelia qalaqis brendirebis procesis (romelic 
strategiaSi ZoiriTad prioritetebSia warmodgenilli) 
drouli dawyeba erTiani marketinguli strategiis safuZ-
velze, romelic qalaqis konkurentuli upiratesobebis Se-
qmnaze iqneba orientirtebuli. 

rogor daviwyoT marketinguli strategiebis dageg-
mva?. fiqri imaze, rom qalaqis maRal reputacias da keTil-
dReobas qalaqis marketingis strategis Tavidan bolomde 
dagegmva, soliduri biujeti da gegmis mkacri Sesruleba 
uzrunvelyofs, raTqma unda mcdaria. Zalian bevri prob-
lema, romelic muSaobis procesSi moulodnelad war-
moiqmneba, marketingma SeiZleba dadebiTad gadawyvitos. 
amitom dagegmvis mTavari amocana ara mxolod dagegmili 
amocanebis zedmiwevniT zustad Sesruleba, aramed saqmi-
anobis marTebulobis sworad gansazRvra da efeqtiani 
gadawyvetilebebis prognozirebaa. am midgomiT marketin-
gis strategiuli gegma unda iyos moqnili, mzad swrafi da 
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moulodneli koreqtirebisaTvis, romelic Secvlil gare-
mos warmatebulad moergeba. amdenad marketingis mkacri 
dagegmva SeuZlebelia [6]. 

dagegmva moicavs or etaps: qalaqis pozicionireba da 
marketinguli komunikacia. qalaqis pozicionirebis 
amocanebia: problemebis gansazRvra, amocanis dasma, dain-
teresebuli mxareebis analizi, proeqtis warmatebis krite-
riumebis SemuSaveba, bazris segmentacia, miznobrivi audi-
toriis gansazRvra, marketinguli strategiis SemuSaveba. 
marketinguli komunikaciis amocanebia: marketinguli 
komunikacis instrumentebis SerCeva, warmatebis maCvene-
blebis gansazRvra, monitoringis dagegmva da proeqtis Se-
faseba, proeqtis monawileebis gansazRvra, funqciebis ga-
nawileba da proeqtis daxvewa.

ganvixiloT TiToeuli es nabijebi detalurad. prob-
lemis gansazRvra, amocanebis dasma yovelTvis moiTxovs 
mmarTvelobiTi gadawyvetilebis miRebas - ,,risTvis?“ , ,,ra 
problema gadaiWreba miRebuli gadawyvetilebiT?“. mar-
ketings, mxolod marketingisaTvis ar aqvs mniSvneloba. 
problemis arsi gansazRvravs proeqtis beds. mraval pro-
eqts kraxi ganucdia dagegmvis pirvelsave etapze prob-
lemis araswori formulirebis gamo. proeqtis formuli-
rebaSi Secdomebs xSirad qalaqis miznobrivi jgufebis 
araswori gansazRvra iwvevs. mas Semdeg, rac ganisazRvreba 
problema, mniSvnelovania, pasuxi gaeces kiTxvas, visi prob-
lemaa?. nebismieri qalaqi aris sxvadasxva Sida interesebis 
(xSirad dapirispirebuli) ,,konglomerati“. interesebi, 
romlebic ,,konglomeratis“ sazRvrebs gareT gadian mra-
valferovania: qalaqis macxovrebelTa socialuri kuT-
vnileba da asaki, sakuTari saxlebSi da mravalsarTulian 
saxlebSi macxovreblebi, fexiT da avtomobiliT mosiaru-
leni da a.S. maTi interesebi da molodinebi qalaqis mimarT, 
xSirad radikalurad gansxvavebulia. faqtia, rom erTeuli 
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pirovnebebis raRac problema sxvebisTvis zogjer kar-
gia. amitom marketingul saqmianobaSi yovelTvis arsebobs 
raRacis ,,momxre“ da ,,mowinaaRmdege“. situaciaze dain-
teresebuli mxareebis gavlenis gamovlenisaTvis gamoiy-
eneba dainteresebuli mxareebis analizi. analiziT ganisaz-
Rvreba: marketinguli saqmianobiT dainteresebuli da ara 
dainteresebuli mxareebi, mxareebis dainteresebis xarisxi, 
dainteresebuli mxareebis muSobis strategia (marketin-
guli proeqtis riskebis Sesamcireblad da yvela moqalaqis 
interesebis gasaTvaliswineblad) [7].

kriteriumebi, romliTac proeqtis warmateba ganisaz-
Rvreba yovelTvis gansxvavebulia. zogjer aucilebelia 
proeqtis ganxorcieleba minimaluri sabiujeto danaxarje-
biT, aseT SemTxvevaSi mniSvnelovani kriteriumi - proeqtis 
Rirebulebaa, roca proeqtis swrafad ganxorcielebaa 
saWiro - dro. alternatiuli marketinguli gadawyvetile-
bebis Sefaseba warmatebis kriteriumebis TvalsazrisiT 
moiTxovs yvelaze momgebiani moqmedebis variantis arCe-
vas, romelic maqsimalurad Seesabameba qalaqis intere-
sebs. problemebis formulirebisa da kriteriumebis 
gansazRvris Semdeg, SeirCeva miznobrivi auditoria. qa-
laqis miznobriv auditorias miekuTvnebian: investorebi, 
turistebi, qalaqiT dainteresebuli jgufebi, qalaqis 
macxovreblebi. TiToeuli auditoria Tavis mxriv mcire 
auditoriebad iyofa. miznobrivi auditoria gansazRvravs 
marketinguli strategiis saxes. rodesac dasaxulia amo-
canebi, gansazRvrulia miznobrivi segmenti iwyeba yvelaze 
kreatiuli dagegmvis etapi - marketinguli strategiis 
dizaini. igi warmoadgens qalaqi mier, miznobrivi audito-
riisagan sasurveli reaqciis miasRebad, ganxorcielebul 
moqmedebaTa nakrebs [8]. 

qalaq quTaisis pozicionirebis amocana TiTqmis 
gadawyvetialia. qalaqs aqvs ganviTarebis kompleqsuri 
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strategia xangrZliv periodze gaangariSebiT. masSi gansaz-
Rvrulia qalaqis ganviTarebis prioritetebi. momdevno 
xuT wlis ganmavlobaSi kerZod: qalaqis biznes seqtoris 
stabilizacia, mcire da saSualo biznesis maRali tempiT 
zrda, infrastruqturis mowesrigeba, umuSevrobis donis 
Semcireba, qalaqis brendireba. 

marketingis organizatorebma, Catarebuli kvlevebis 
safuZvelze unda Semoxazon qalaqis pozicionirebis kon-
turebi da gamoavlinon miznobrivi auditoria. qalaqis 
pozicionireba warimarTeba or etapad. pirvel etapze 
ganisazRvreba rogor socialur-ekonomikur niSas dai-
kavebs qalaqi, rogori konkurentuli pozicia eqneba sxva 
qalaqebTan mimarTebaSi, ra problemebia gadasaWreli imi-
jTan, qalaqis brendirebasTan dakavSirebiT. meore etapze 
dadgindeba ra maxasiaTeblebiT ganxorcieldeba qalaqis 
pozicionireba, momxmarebelTa moTxovnebis dasakmayo-
fileblad [9]. 

marketinguli strategiiis formirebis yvelaze efeq-
turi meTodebia: eqspertTa Tematuri jgufebis muSaoba 
qalaqis sxvadasxva fenebis warmomadgenelTa monawileo-
biT; benCmarkingi; SWOT da PEST-analizi; samizne audito-
riis profilis ganviTareba; brendebis aRqmis gamokvleva 
qalaqis mosaxleobaSi; socio-kulturuli daproeqtebis 
teqnologiis gamoyeneba; sociologiuri kvleva (mosaxle-
obis sxvadasxva fenebis, romelic miznad isaxavs market-
inguli strategiebis realizaciisaTvis winadadebebis Se-
muSavebas); sakonkurso meqanizmebis SemuSaveba; konkursis 
gamocxadeba. qalaqisaTvis konkursis gamocxadeba saWiroa 
marketinguli ideebis da saimijio proeqtis gansaxor-
cieleblad. amis Semdeg SeirCeva marketinguli komunika-
ciis instrumentebi, gzavnili samizne auditoriisadmi: 
informaciis gavrcelebis arxebi, ganawilebis grafiki, 
ukukavSiris aRricxva da analizi [11].
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warmatebis indikatorTa gansazRvra unda gvesmodes, 
Tu rogor da ra erTeuliT Seicvleba proeqtis warmateba. 
amisaTvis unda moewyos regularuli monitoringi, romelic 
marketingis warmatebas Seafasebs. sasurvelia dadgindes 
ara mxolod indikatorebi, aramed, marketingis sxvadasxva 
etapebze maTi miznobrivi Rirebulebebi. rac xels Seuwyobs 
faqtobrivi da dagegmili maCveneblebis Sefasebas [11]. 

qalaqis marketingis subieqtebad miiCneva qalaqis mTeli 
sazogadoeba, romlebmac ician riT cxovrobs da sunTqavs 
qalaqi [12]. amitom aucilebelia prognozireba, romeli or-
ganizaciebi da miznobrivi jgufebi iqnebian CarTuli pro-
eqtis ganxorcielebaSi. idealur SemTxvevaSi sainiciativo 
jgufSi Sedian adgilobrivi sazogadoebis warmomadgenle-
bi: municipalitetisa da regionis xelmZRvanelebi, qalaqis 
deputatebi, adgilobrivi universitetebis profesor-mas-
wavleblebi, mwarmoeblebi, sazogadoebrivi organizaciebis 
liderebi, Jurnalistebi, adgilobrivi samecniero-kvlevi-
Ti da resurs centrebis warmomadgenlebi. amdenad, SeuZle-
belia marketinguli programebis SemuSaveba - realizacia 
Tu masze profesionali marketologebi da specialistebi 
ar imuSaveben .

daskvnis saxiT SeiZleba aRvniSnoT, rom qalaqis 
konkurentuli upiratesobebis Seqmna da ganviTareba qa-
laqis erTiani marketinguli strategiis qveSaa SesaZlebe-
li, romelic efuZneba qalaqis strategiuli ganviTarebis 
principebs da qalaqis axal mmarTvelobiT teqnologiebs. 
aucileblad migvaCnia marketinguli programebis SemuSave-
ba - realizaciaze qalaqis municipalitetebTan erTad 
imuSaos profesionalma marketologebma da adgilobrivma  
sociumma.
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SUMMARY 

THE MARKETING AND THE STRATEGIC   PLANNING  OF   
CITY  ON  THE   EXAMPLE OF  KUTAISI

Maia Akhvlediani

 The aim of the work   is to search the aspects of  the planning the mar­
keting of the city based on the  strategic  plan, to  prove the necessity of 
marketing for raising the competitiveness of the city and  the  welfare  of the 
population. Based to the strategic  plan,  the priorities  are determined, which 
should be drawn the main attention during the planning and realization of 
the marketing strategies. There are worked out the formation stages of  the 
marketing strategies. 

In the work is marked  that  Kutaisi is belonged those scanty cities which 
has  middle dated (2013-2017) strategy. The city’s social-economical   and  
infrastructural  needs   are shown with modern approaches by the marked 
strategy. It’s based on “ Georgia’s regional  development  in 2010-2017 of 
the state’s strategy”. 

The city marketing is the society events for  identification  the interests of 
the city in spite of  fulfillment  the specific tasks of the city’s social-economi­
cal development. The aim of  the  city marketing  is   to raise the   welfare  of 
the population with the formation of the profitable  urban area for business. 
That is why  these tasks must be solved: formation of the attractive invested 
area;   Helping   the development of  tourism; Guaranteeing the  inclusion  
the population in the projects; The stimulation of the selling local goods.

In conclusion, it is marked that it’s necessary to  create  the advantages  
of the city’s  competitiveness under the whole marketing strategy of the city, 
which will be based on the developing  principles  of the city’s marketing 
and the modern ruling technologies of the city.


