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marketingis ganviTareba daiwyo XIX
saukunis dasawyisidan. es periodi xasiaT-
deba marketingis funqciebis ar arsebobiT
kompaniebSi. axali produqtebis gamoCena
xdeboda mxolod danaxarjebis Semcirebi-
sa da SemTxveviT gamoCenili gamomgonebleb-
is xarjze, xolo organizaciul inovaci-
uri saqmianoba ki ZiriTadad mimarTuli
iyo teqnologiebis srulyofaze.

Semdgom etapebze marketings daemata
gayidvebis saqmianobac da marketingis fun-
qcia ufro mniSvnelovani gaxda orgzanici-
is saqmianobaSi, anu yvela samsaxuris muSao-
ba daefuZna marketinguli informaciis anal-
izs. axali miRwevebisa da asortimentis
ganviTarebis procesSi, gansakuTrebuli
mniSvneloba SeiZina inovaciurma saqmianobam.

Semdgom wlebSi marketingis erTerTi
ZiriTadi mimarTuleba gaxda grZelvadiani
konkurentunariani upiratesobebis Camoyal-
ibeba. gamoiyo operaciuli da startegiu-
li marketingi.

operaciuli marketingi _ xorcield-
eba drois mokle da saSualo vadian peri-
odSi da mimarTulia arsebul bazrebsa Tu
segmentebze. misi amocanaa gayidvebis moc-
ulobebis mixedviT gegmebis realizacia .
operaciuli marketingis roli moicavs sa-
distribucio, gasaRebisa da sakomunikacio
politikis organizacias da potenciuri
momxmareblis informirebas.

strategiuli marketingi _ aris indi-
videbisa da organizaciebis moTxovnaTa
analizi. strategiuli marketingis amocanaa
arsebuli da potenciuri saqonlis ganvi-
Tarebis strategiebis damuSaveba. strate-
giuli marketingis miznebi moicavs samomx-
mareblo jgufebisa da moTxovnilebebis
mudmiv analizs, rac kompanias SesaZlebelo-
bas aZlevs moemsaxuros SerCeul jgufebsa
Tu segmentebs ufro efeqturad, vidre kon-
kurentebi.

axali produqtebis formirebis proces-
Si mniSvnelovani roli eniWeba inovaciur
marketings, romelic moicavs informacias
bazris mdgomareobis, konkuretebisa da kli-
entebis moTxovnis Sesaxeb, gansazRvravs

axali produqtebis Seqmna,
rogorc organizaciis strategiuli

marketingis safuZveli

gayidvebis miznebsa da sferoebs.
samomxmareblo bazarze axlad Seqmni-

li produqtebis umetesoba mTavrdeba marcx-
iT, warumateblad. amavdroulad ganviTare-
buli qveynebis ekonomikis gamocdileba
gviCvenebs, rom komerciuli warmatebis miR-
weva SeuZlebelia mxolod marketinguli
funqciis gaZlierebis xarjze. amitom auci-
lebelia meti yuradRebis daTmoba marke-
tiguli inovaciebis sferosadmi, romelSic
warmatebuli axali produqtebis Seqmnis
procesi mimarTulia axali produqtebis
damuSavebisa da komercializaciisken.

marketingisa da inovaciis sferoebi
warmoqnian garkveul erTianobas, romelic
praqtikaSi realizdeba axali produqteb-
is Seqmnis saSualebiT, xolo inovaciuri
menejmentisa da marketingis urTierTkav-
Siri am sferoSi ganisazRvreba rogorc
inovaciebis marketingi.

gamoyofen inovaciebis or ti ps:
1. bazriT moziduli inovaciebi, rom-

lebic warmoiqmneba im SemTxvevaSi, Tu baz-
arze arsebobs momxmareblis moTxovlile-
bebi da survilebi, romlebic ar aris aTvise-
buli. es aris gamoxmaurebis marketingi,
romlis mizania momxmareblis moTxovnile-
bebis da survilebis dadgena da maTi dak-
mayofileba.

2. kompaniis mier ganviTarebuli in-
ovaciebi, Cndeba fundamenturi da gamoy-
enebiTi kvlevebis Sedegad. igi gulisxmobs
momxmareblis arsebuli moTxovnebis dak-
mayofilebis axali xerxebis moZiebas.

bazarze orientirebuli inovaciuri
saqmianoba mdgomareobs inovaciebis real-
izaciaSi da gulisxmobs arsebuli produ-
qtebis modifikaciebis da konkurentebis
produqtebis imitaciebis gaTvaliswinebas.

sabazro mimarTulebebi miekuTvneba
operaciul marketings, xolo teqnologiuri
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da organizaciuli Sedis strategiul mar-
ketingSi. arsebuli moTxovnilebebis dak-
mayofilebis axali xerxebis Zieba da anal-
izi, aseve organizaciis gasaRebisa da ko-
munikaciis axali xerxebis Zieba da danerg-
va strategiuli marketingis amocanaa. ino-
vaciebis marketingis ZiriTad elementad
ki navaraudebia axali produqtebis Seqm-
nis marketinguli strategia.

dReisTvis axali produqtebis warmate-
bisa da warumateblobis mizezebis analiz-
is Sedegad SesaZlebelia mTeli rigi Zireu-
li momentebis gamovlena, romlebic gan-
sazRravs strategiuli marketingis ganvi-
Tarebas . samwuxarod axali produqtebis
warumateblobis arsebuli statistika
metyvelebs Sesabamisi marketinguli meTo-
dikis ar arsebobaze.

Tumca praqtikidan gamomdinare SeiZleba
iTqvas, rom danergili axali produqtebis
mxolod mcire raodenoba xdeba warmatebu-
li. bevri proeqti CaiSala axali produq-
tis CaSvebis win didi xarjisa da drois
danakargebis gamo. axali produqtebis da-
muSaveba, ra Tqma unda, sariskoa yovel
etapze, amitom saWiroa produqtis danerg-
vamde ganxorciledes Sesabamisi kvlevebi
da swori menejmenti.

mniSvnelovania kvebis warumatebeli
produqtebis damuSavebisa da danergvis
Rirebuleba. saboloo daskvna Semdegia -
axali produqtis warmatebulobis Sansi
sakmaod mcirea, aqedan gamomdinare droisa
da fulis xarjva sarisko wamowyebaze, moge-
bis dabali marJiT da didi xarjebiT praq-
tikulad gaumarTlebelia.

saqarTveloSi ar moipoveba utyuari
faqtebi warumatebeli produqtebis Sesax-
eb, Tumca warmatebuli produqtebi arc ise
bevria. qarTuli produqti rom moxvdes
msoflio bazarze, mwarmoeblebma unda
izrunon produqciis xarisxis daxvewaze,
miwodebis formebze, xarisxi ki unda Seesa-
bamebodes msoflio standartebs (es exeba
SefuTvas, etikets, Senaxvis wesebs).

bazarze axali produqtebis Cavardna Zalian
iSviaTadaa ganpirobebuli gamomgoneblebis
warumatebeli CanafiqriT da fundamenturi
SecdomebiT. mizezebi SeiZleba iyos Semdegi:

• bazris arasakmarisi analizi
• produqtis Seqmnaze dagegmilze

ufro maRali xarjebi
• Secdomebi gaangariSebasa da bazarze

danergvis drois SerCevaSi
• konkurencia
• susti marketingi
imis albaToba , rom axali produqtebis

Cavardnis wili gaizrdeba, gacilebiT metia
maSin, roca produqtis Seqmnis procesSi
marketingis samsaxuri uSualo monawile-
obas ar Rebulobs. marketingis samsaxuri
aris damakavSirebeli rgoli momxmarebel-
sa da mwarmoebels Soris. axali produqte-
bis Semqmnelebs , rogorc wesi, Zirfesvianad
esmiT mxolod TviT teqnologia, aRniSnu-
li teqnologiis potenciuri gamoyenebis
gageba ki xSirad arasakmarisia. meores mxriv
momxmareblebs esmiT mocemuli teqnologi-
is perspeqtiuloba, magram yovelTvis ar
esmiT teqnologiis muSaobis principebi.

axal produqtebSi warumateblobis didi
procenti gvaiZulebs gavaanalizoT ara
marto Cavardnis mizezebi, aramed warmateb-
is mizezebic:

• koncefciis zusti formulireba
• Zlieri marketinguli orinetacia
• sinergiis gamoyeneba
• bazrebis mimzidveloba
• riskebis analizi
• kontrolis meqanizmi da sxva
warmatebasTan erTad warumateblobac

inovaciis ganuyofeli nawilia. Tumca
zogjer swored es warumatebloba ufro
mets ndobas unergavs axali produqtis
damuSavebisas procesis monawileebs da
garkveuli drois Semdeg marTldeba ufro
maRali finansuri SedegebiT.

kompaniebi , romelTac gaaCniaT axali
produqtebis damuSavebis marketinguli
strategia, ufro warmatebulebi arian, vi-
dre isini romelTac ar gaaCniaT is. axali
produqtebis warmatebisaTvis aseve saWiroa:

• funqciaTaSorisi jgufebi- adamiane-
bi, romlebsac SeuZliaT inovaciur pro-
cesebze fokusireba. agreTve mocemul
SemTxvevaSi saWiroa, rom maT gaaCndeT dro
da sakmarisi motivacia;

• mniSvnelovania kompensaciuri stimule-
bi jgufebis monawileTa motivaciisTvis;

amgvarad axali produqtebis warumate-
blobisa da warmatebis mizezebis axalizi
mowmobs marketingis wamyvan rols warmate-
bis albaTobis gazrdis saqmeSi. aseTi miz-
nis gaTvaliswinebiT, bazarze orientire-
buli organizaciis marTvaSi saWiroa Sem-
degi nabijebis gadadgma:

menejmenti da marketingi
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1. Camoyalibdes axali prodqutebis
marketinguli strategia

2. ganisazRvros axali produqtebis
damuSavebis procesis etapebi

3. Seiqmnas organizaciuli kultura

4. mogvardes funqciaTaSorisi jgufe-
bis gamoyeneba

5. uzrunvelyofil iqnas axali produ-
qtebis ganviTarebis mxardaWera xelmZRv-
anelobis mier.
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CREATION OF NEW PRODUCTS, AS BASIS OF

STRATEGIC MARKETING OF THE ORGANIZATION
KARLO GHURTSKAIA - GTU Professor

TINATIN GOLADZE - PhD of GTU
Process of marketing development has started from the XIX century. Time by time  it  evolved various

directions, including operational, strategic, innovative and other, which is prepresented in the article details.
The article also discusses two types of innovations- market innovations and innovations attracted by the

company, also includes reasons of failure and success of new products on market.

СОЗДАНИЕ НОВЫХ ПРОДУКТОВ, КАК ОСНОВА
СТРАТЕГИЧЕСКОГО МАРКЕТИНГА ОРГАНИЗАЦИИ

КАРЛО ГУРЦКАЯ - профессор ГТУ
ТИНАТИН ГОЛАДЗЕ - докторант ГТУ

Развитие процесса маркетинга началось  XIX ом  веке и постепенно стали развиватсья его разные направления,в
том числе  оперрационный, стратегический, инновационный  и  другие,подробнее о них говориться в статье.

В статье также рассмотренны два типа инновационных просеов, инновации привличенные с рынка и
инновации  развитые компанией,также рассмотренны причины провалов и успехов новых проуктов на рынке.
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