
68

socialuri ekonomika
XXI s aukun i s a qtualuri proble m e b i . #1

reziume

Tanamedrove marketingis erT-erT cent-
ralur sakiTxs warmoadgens momxmarebel-
Ta qcevisa da maTi preferenciebis dadge-
na calkeuli industriebisaTvis, raTa Ses-
wavlili iqnas gamoyenebuli marketingu-
li instrumentebis efeqtianoba.

statia eyrdnoba samomxmareblo bazris
kvlevas saafTiaqo qselebis magaliTze.
statiis ZiriTad mignebebs warmoadgens
samomxmareblo qcevis analizis safuZvelze
Seswavlili saafTiaqo qselebis cnobado-
ba. aqve ganxilulia momxmareblis kmay-
ofilebis indeqsebi da saafTiaqo qselebiT
sargeblobis kriteriumebi.

sakvanZo sityvebi:
marketinguli kvleva
momxmarebelTa kmayofilebis indeqsi
sacalo qselebis SerCevis kriteriume-

bi

Sesavali

bolo periodis ganmavlobaSi saqarT-
veloSi saafTiaqo qselebi  mniSvnelova-
nad ganviTarda.  industriis ganviTarebam
mniSvnelovnad Secvala samomxmareblo
qcevac. Tu adre momxmarebeli upirateso-
bas aniWebda saxlTan axlos gaxsnil afTi-
aqs, axla is ukve brendul saafTiaqo
qselebs stumrobs. brenduli saafTiaqo
qselebi sxvadasxva marketinguli instu-
mentebiT cdiloben momxmareblis moziv-
das, risi saSualebac arabrendirebul af-
Tiaqebs ar aqvs.

winamdebare statia eZRvneba samomxmare-
blo preferenciebs saafTiaqo qselebis
mimarTulebiT. statiaSi moyvanilia monace-
mebi, romelic 2015 wels bazarze arsebul
situacias gviCvenebs. kvleva Catarebuli
iqna Tbilissa da did qalaqebSi: baTumi,
quTaisi, zugdidi, gori, rusTavi.

saseminaro naSromi ZiriTadad raode-

samomxmareblo preferenciebi

saqarTveloSi saafTiaqo

qselebis magaliTze

nobrivi kvlevis analizs eyrdoba. statisti-
kuri analizisaTvis gamoyenebuli iqna sxva-
dasxva tipis analizebi. esenia: regresiu-
li analizi, faqtoruli analizi, klaster-
uli analizi, sixSiris analizi.

monacemebis Sesagroveblad veli mimdi-
nareobda 2015 wlis dekembris TveSi. sul
gamokiTxuli iqna 1500 saafTiaqo qselis
momxmarebeli.

statia sam mniSvnelovan kriteriums See-
xeba, romelic samomxmareblo qcevis gansaz-
RvrisaTvis mniSvnelovania da bazris mTli-
ani suraTis danaxvas gaadvilebs. esenia:
saafTiaqo qselebis cdobadoba, maTi kmay-
ofilebis indeqsebi da saafTiaqo qselebiT
sargeblobis kriteriumebi.

1. saafTiaqo qselebis cnobadoba

Tavdapirvelad ganvixiloT saafTiaqo
qselebis cnobadoba. zogadad, cnobadoba
aris 2 tipis: spontanuri da SexsenebiTi.
rodesac vsaubrobT standartul yoveld-
Riuri moxmarebis brendebze vuyurebT mxo-
lod spontanur cnobadobas, ar viTvalis-
winebT SexsenebiT cnobadobas. spontanuri
cnobadoba asaxavs brendis Sesaxeb momxma-
reblis cnobierebaSi arsebul aqtualur,
„aqtiur” informacias. spontanurad cnoba-
di brendebi momxmareblisTvis ufro aqtu-
aluria anu samomxmareblo qcevasTan miax-
loebulia. gansakuTrebiT es exeba pirvel-
is rigis cnobadobas. pirvelis rigis cno-
badoba yovelTvis korelirebs samomxmare-
blo qcevasTan. SesaZlebelia, spontanuri
cnobadoba icvlebodes marketinguli komu-
nikaciis cvlilebis paralelurad. magali-
Tad, efeqturi sareklamo kampaniis Sede-
gad spontanuri cnobadoba gaizrdeba. pirve-
li rigis cnobadoba ki pirdapir kavSirSia
brendis efeqturobasTan, mis Zlier pozi-
ciasTan samomxmareblo cnobierebaSi. Sexse-
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nebiTi cnobadoba amis paralelurad arc-
erT marketingul parametrTan ar kore-
lirebs. adamianma SeiZleba gaixsenos nebi-
smieri brendi, romlis Sesaxebac odesme
smenia, odesme usargeblia, an ar usargeb-
lia saerTod. amitom SexsenebiT cnobadobas
ZiriTadad ar vuyurebT. swored amitom,
momdevno slaidebze cnobadobis grafiki
agebuli pirveli, meore da momdevno rigis
cnobadobebze. SexsenebiTi cnobadobma asax-
ulia mxolod jamur cnobadobaSi.

spontanuri cnobadobis mixedviT samomx-
mareblo cnobierebaSi 4 brends ukavia wamy-
vani poziciebi. psp-s 100%-iani jamuri cno-
badobidan 90% spontanurad ixsenebs. spon-
tanuri cnobadobis 52%-s ki pirveli rigis
cnobadoba Seadgens, anu, rogorc cnobadobis
zogadi maCveneblebi, aseve industriasTan
asocirebulobis mixedviT 2015 wels psp aris
bazris lideri. spontanuri cnobadobis mixed-
viT meore adgilzea aversi. miuxedavad imi-
sa, rom aversis jamuri cnobadobac 100%-ia,
spontanurad am brends mxolod 76% ixsenebs.
aqedan ki pirveli rigis cnobadoba mxolod
18%-ia. jipisi-s TOM 15,7%-ia, jamuri sponta-
nuri ki - 60,5%. miuxedavad imisa, rom jipi-
sis-s aversze 16%-iT dabali spontanuri
cnobadoba aqvs, am brendis cnobadobis stru-
qtura SedarebiT ufro jansaRia. farmade-
pos 50%iani spontanuri cnobadoba ZiriTadad
Sedgenilia meore da momdevno rigis spon-
tanuri cnobadobis xarjze. yvela danarCeni
saafTiaqo brendis spontanuri cnobadoba
migviTiTebs am brendebis niSur xasiaTze. am
brendebidan SedarebiT gamorCeulia impeqsi,
romelsac wvril brendebs Soris yvelaze
maRali - 8,3%-iani spontanuri cnobadoba aqvs.

zogadad, samomxmareblo cnobierebis 90%
aTvisebulia psp, aversi, jipisi, farmadepos
TOM-is mier.

es rom grafikulad gamovsaxoT, Semde-
gnair suraTs miviRebT:

brendebi erTmaneTisgan gansxvavdebian
regionalur WrilSi spontanuri cnobadobis
erTgvarovnebis doniT. yvelaze erTgvaro-
vani maCveneblebi aqvs psp-s, misi sponta-
nuri cnobadoba meryeobs 81%-dan (baTumi)
– 95%-mde (quTaisi da Tbilisi). miuxedavad
imisa, rom  aversic masobrivi brendia, misi
spontanuri cnobadoba mniSvnelovnadaa
mibmuli geografiaze. aversis spontanuri
cnobadoba meryeobs 59% (zugdidi) – 89%-
mde (quTaisi). sakmaod gafantulia jipisis
monacemebic, mas yvelaze dabali sponta-
nuri cnobadoba aqvs rusTavSi (42%) da
yvelaze maRali - zugdidSi (73%). farmade-
pos spontanuri cnobadoba minimum 29% (ba-
Tumi) da maqsimum 57%-ia (zugdidi).

grafikulad es Semdegnairad gamoisax-
eba:

cnobadobis Tema rom SevajamoT pirv-
el adgilze momxmarebelTa Soris psp
liderobs, meore adgili averss uWiravs,
mesame adgilze jipisia, xolo bolo adg-
ils farmadepo ikavebs.

2. saafTiaqo qselebiT
kmayofilebis indeqsebi

momxmareblebis kmayofileba ramdenime
parametrisgan aris  Sedgenili.  imisaTvis,
rom kmayofileba gaizomos mniSvnelovania
calkeuli faqtorebis gazomva da maTi
Sejameba.
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ZiriTadad kmayofilebis indeqsi igeba
ramdenime parametrebze dayrdnobiT. ese-
nia: spontanuri cnobadoba, xSiri moxmareba
da ZiriTad brendad dasaxeleba. moxmareb-
is es cvladebi Tavis mxriv kmayofilebis
Sedegia da piriqiT, ZiriTadi da xSiri mox-
mareba iwvevs kmayofili momxmareblebis
segmentis zrdas da zogadad kmayofilebis
idneqsis gamyarebas;  mesame cvladia xarisx-
iTa da xarisxis stabilurobiT kmayofile-
ba. amaSi servisi servisiT kmayofileba Se-
dis. servisis sferoSi momsaxurebis xarisx-
is stabiluroba erTerTi wamyvani faqtori
aris, razec dgas xolme servisis momxmare-
blis kmayofileba; meoTxe cvladia reko-
mendirebuli brendi. es  cvladi migviTiTebs
kmayofilebis maRal xarisxze, rodesac
momxmarebeli sakuTar kmayofilebas „uzia-
rebs” sxvasac. da bolos,  mexuTe cvladi,
romelic brendis mimarT kmayofilebis sim-
yares usvams xazs, es aris brendis rwmena.
es cvladi asaxavs brendis mimarT damok-
idebulebis simyares da safuZvlad udevs
loialurobas. TiToeuli cvladis wona
kmayofilebis formirebaSi gansxvavebulia
rogorc zogadad, aseve konkretuli bren-
dis WrilSi.

kvlevam aCvena, rom saafTiaqo brendeb-
is mimarT kmayofilebis ganmsazRvreli
yvelaze woniani cvladebia momsaxurebis
xarisxi da brendis rwmenis mizezebi. es
ori faqtori erTad kmayofilebis 47%-s
gansazRvravs.

sami tipis kmayofilebis indeqsi arse-
bobs: kmayofileba konkretuli brendiT;
kmayofileba konkurentuli brendebiT da
am ori tipis idneqsze dayrdnobiT agebu-
li efeqturi kmayofilebis indeqsi. efeq-
turi kmayofileba gamoxatavs kmayofileb-

is indeqsis „siwmindes” / „xarisxs”, anu  ram-
denad srulyofilad iTvisebs brendi mis
mimarT arsebul kmayofilebas. efeqturi
kmayofileba izomeba Semdegi principiT:
EFFCSI=CSI brand*(1-CSI Other). idealur SemTx-
vevaSi, rodesac kmayofileba fokusirebu-
lia erT konkretul X brendze, es  X bren-
di bolomde marTavs mis mimarT arsebul
kmayofil segments, ar qmnis „samomxmareb-
lo eWvebis” safuZvels; aseT SemTxvevaSi
pirveli rigis, upirobo arCevani, konkret-
ul industriasTan asocirebuli brendi aris
erTaderTi - X. momxmarebelsa da X brends
Soris aris erTgvari „araxelSesaxebi xe-
lSekruleba”, romlis darRvevac iTvleba
„Ralatad”. aseT segments fanatebs uwode-
ben da maTi proporcia bazarze yovelTvis
mcirea. mizezebi martivia: 1) brendebi kar-
gaven droTa ganmavlobaSi „fokuss” da
momxmareblisTvis amis paralelurad
loialobis argumentebebi xdeba bundovani,
difuzuri; 2) momxmarebeli umeteswilad
ZiebaSia, maqsimalurad gaurbis srul mib-
mulobas, „kontraqtis dadebas”, radgan izrde-
ba misi „mada”, viTardeba da mets moelis,
vidre aqamde moeloda. Sesabamisad, fanate-
bis moculoba rogorc momxmareblis aseve
brendebis „madidan” gamomdinare yovelTvis
cotaa. imisaTvis rom vimsjeloT, ramdenad
„jansaRia” momxmarebeli arCevanis gakeTe-
bis procesSi, calke aRebuli kmayofileb-
is  an efeqturi kmayofilebis idneqsis si-
maRle ar aris sakmarisi. mTavaria rogori
Sefardebis safuZvelze iqmneba es efeqturi
indeqsi miRebuli.

ase rom, gansxvavebulia Tbilisis ub-
nebis mixedviT momxmareblis kmayofileba.
kvlevis analizi saSualebas gvaZlevs
davaskvnaT mosaxleobis ganwyoba ubnebis
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mixedviT. yvelaze ukmayofilo saafTiaqo
qselebis momsaxurebiT naZaladevis raion-
is mosaxleoba da yvelaze kmayofili
vazisubnis mosaxleobaa. es Wrili sruli-
ad saqarTvelos masStabiT analogiuria.

3. saafTiaqo qselebiT
sargeblobis kriteriumebi

saafTiaqo bazris wamyvani 4 brendi Zir-
iTadi samomxmareblo arCevanis 85%-s xsnis,
aqedan 39% modis psp-ze, 17,4% jipisi-ze, 16,1%
aversze da 12,9% farmadepoze. qalaqebis
mixedviT ZiriTadi brendis yvelaze gafan-
tuli maCveneblebi aqvs jipisis. Tuki am
brendis bazris saSualo maCvenebeli 17,4%-
ia, zugdidSi mas ZiriTad brendad miiCnevs
32,7%, quTaisSi ki - 5,8%. jipisis ZiriTadi
momxmareblebis umetesi nawili koncentr-
irebulia TbilisSi, gorSi da zugdidSi, am
brends seriozuli Cavardna aqvs baTumSi
da rusTavSi.

psp-s ZiriTad momxmarebelTa propor-
cia yvelaze maRalia quTaisSi (43,8%) da
TbilisSi (43,3%). yvelaze susti poziciebi
psp-s kvlav gorSi aqvs 24,7%. rac Seexeba
averss, mas yvelaze meti ZiriTadi momx-
mareblebis segmenti yavs quTaisSi  26,3%,
mkveTri Cavardna aqvs rusTavSi 6,7% da
zugdidSi 6%. farmadepos maqsimaluri
maCvenebeli ZiriTadi moxmarebis kuTxiT
aqvs gorSi 17,3%, minimaluri ki baTumSi
9,4%. farmadepo am parametris mixedviTac
ZiriTad brendebs Soris yvelaze erTgvaro-
vani brendia regionalur WrilSi. ZiriTa-
di brendebidan aucilebelia aRvniSnoT
melodia rusTavSi (25,6%); meore adgili
psp-s mere. irinas afTiaqi baTumSi (10,6%)
mesame adgili psp-sa da aversis mere; impeq-
si gorSi (10%) mexuTe adgili ZiriTadi
oTxeulis mere da impeqsi zugdidSi (8%)
meoTe adgili psp, jipisi, farmadepos mere.

brendebiT sargeblobisas mniSvnelovani
komponentia momxmareblis rekomendatoro-
ba. rekomendacia zogadad samomxmareblo
kmayofilebis ganmsazRvreli erT-erTi mniS-
vnelovani cvladia. is miuTiTebs, rogorc
samomxmareblo ganwyobaze, aseve mosalod-
nel samomxmareblo qcevaze. rekomendacia
aris Zalian myari marketinguli indikatori,
romelic mkveTri cvlilebebis gareSe
wlidan wlamde, wesiT, ar icvleba. rekomen-
daciis cvladi yvelaze efeqturad aCvenebs

riTia „gaberili” konkretuli brendis moc-
uloba. brendis xSiri moxmareba aris mx-
olod qceviTi mijaWvulobis maCvenebeli,
Tu emociurisac. kvlevis Tanaxmad psp-s
rekomendacias uwevs 34,5% mTeli qveynis
masStabiT, Tumca rekomendatorebis segmen-
ti 41%-ia quTaisSi da 38%-ia TbilisSi.
SedarebiT susti poziciebi psp-s aqvs
rusTavsa da gorSi, sadac mas rekomenda-
cias mosaxleobis mxolod 25% uwevs. re-
komendatoreTa raodenobis mixedviT meore
adgilzea jipisi 15,6%-iT; mesame adgilzea
farmadepo 15,1%-iT; aversi am oTxeulSi
bolo adgilzea 14,3%iT. faqtobrivad re-
komendatorebi am brends ar yavs rusTavsa
da zugdidSi (5,6-5,3%).

daskvna
amgvarad, Catarebulma kvlevam mTli-

anad asaxa farmacevtuli bazris mdgomar-
eoba saqarTveloSi 2015 wlis manZilze.
TbilisSi afTiaqebis sacalo samomxmareb-
lo bazarze, samomxmareblo wilebis mixed-
viT, kvlav oTxi saafTiaqo qseli lider-
obs - peespe, aversi, jipisi da farmadepo.
maT Soris peespe afTiaqi yvelaze did wils
flobs.

 kvleva aCvenebs, rom afTiaqebis samomx-
mareblo bazarze ZiriTadi afTiaqis Ser-
Cevis oTxi mTavari kriteriumi arsebobs:
komfortuloba/moxerxebuloba, misaRebi
tarifebi/fasebi, momsaxurebis xarisxi da
marketinguli aqtivoba. arsebuli monace-
mebiT, konkretuli saafTiaqo qselebis mo-
mxmareblebSi, ZiriTadi afTiaqis SerCevis
mTavar kriteriums kvlavac komfortulo-
ba warmoadgens (mocemul kriteriumSi moiaz-
reba „teritoriuli siaxlove”, „afTiaqis
farTo qseli” da „produqciis farTo arCe-
vani”). komfortuloba wamyvani faqtori
aRmoCnda peespes, averisas da jipisis momx-
marebelTaTvis, xolo farmadepos momxmare-
blebi yuradRebas produqtis fasebsa da
afTiaqSi arsebul tarifebs aqceven. aqve
unda aRiniSnos, rom im adamianebisaTvis,
romlebic Tavis ZiriTad afTiaqad averss
asaxeleben. kvlevis monacemebiT irkveva, rom
zogadad, afTiaqis yoveli ori momxmare-
blidan erTi, mis ZiriTad afTiaqSi sasur-
veli produqtis ararsebobis SemTxvevaSi
sxva afTiaqs mimarTavs (54%). xolo momx-
marebelTa 20% ZiriTadad imave qsels stum-
robs.



72

socialuri ekonomika
XXI s aukun i s a qtualuri proble m e b i . #1

gamoyenebuli literatura

1 . programa farmacevtul saqmis or-
ganizaciis kursisa farmacevtul insti-
tutebisaTvis. - Tb., 1941 (saqmedgamis st.)

2 . SeiswavleT Tqveni auditoria  :
mkiTxvelebisa da reklamis SemkveTTa raode-
nobis gazrda marketinguli kvlevis saSua-
lebiT / kerol dadismani; [mTargmn.: sofio
gurgeniZe; red.: daviT paiWaZe; saerTaS. kv-
lev. da gacvlebis sabWo (IR X)]. - [1-li
qarT. gamoc.]. - [Tb. : diogene, 2005]. 

3 . socialuri kvlevis meTodebi  /
nana sumbaZe, anastasia qitiaSvili, ekater-
ine fircxalava, maia maisuraZe. - Tb. 

4 . brendis janmrTelobis raodeno-
brivi kvleva, kompania sonari, Tbili-
si 2015

5. www.psp.ge
6. www.aversi.ge
7. www.gpc.ge
8. www.abc-farm.ge

CUSTOMER USAGE PREFERENCES ON EXAMPLE
OF PHARMACEUTICAL MARKET IN GEORGIA
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Summary

One of the central issues of modern marketing is actual researches of customer behavior and preferences for
different industries to explore the effectiveness of marketing instruments.

The article is based on pharmaceutical market research.  The main findings are general awareness of pharma-
cy chains, customer satisfaction indexes and retail selection criteria for pharmacy chains in Georgia.
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