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reziume

rogor unda ganxorcieldes marketingu-
li komunikaciebis sruli integracia real-
ur biznes garemoSi sul ufro da ufro
mwvave sakiTxi xdeba Tanamedrove komunika-
ciebis menejmentSi. miuxedavad amisa, IMC-s
kvlevebis daax. 25 wliani periodis Semde-
gac ki mkvlevarebi kvlav saubroben erTiani
aRiarebuli modelis ararsebobaze da im
procedurebze Tu rogor unda miiRo ide-
aluri integracia organizaciaSi.

aRniSnuli naSromis mizania integrire-
buli marketinguli komunikaciebis (IMC)
mkvlevarebis mier warmodgenili IMC-is mod-
elebis kvlevisTvis saWiro naSromebis Ses-
wavlis da kritikuli analizis safuZvelze
miviRoT naTeli suraTi imisa, Tu integr-
irebuli marketinguli komunikaciebis ra
modelebi arsebobs da rogor moxda Semo-
Tavazebuli modelebis transformacia
Tanamedrove dinamiur biznes garemoSi. aseve,
ZiriTadi modelebis analizis safuZvelze
warmovaCinoT Tu ras efuZneba mkvlevareb-
is mier SemoTavazebuli konceptualuri
CarCoebis mravalferovneba. xolo, maTi ko-
mparativistikuli analizis Sedegad war-
movadginoT mosazrebebi Tu ra gavlena aqvs
TiToeul maTgans integrirebuli mar-
ketinguli komunikaciebis dargis Semdgom
ganviTarebaze.

sakvanZo sityvebi:
integrirebuli marketinguli komunika-

ciebi, modeli, holistikuri komunikacia,
klientze-fokusireba, integrirebuli komu-
nikaciebi, onlain marketingi, sakomunikacio
miqsi, jvaredin-funqciuri dagegmareba

Sesavali

Tanamedrove biznes garemoSi marketingi
kompaniebis umravlesobisTvis xdeba metis-
metad interaqtiuli da yovelTvis “CarTu-
li”. yovelTvis “CarTuli” marketingi ki
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gansxvavdeba e.w. “kampaniebis” marketingisgan
(1). momxmareblamde da dainteresebul mxa-
reebamde komunikaciis efeqturad miRwevis
mizniT sul ufro da ufro meti arxis da
mediis gamoyeneba uwevs organizacias, meti
arakontrolirebadi arxic Cndeba, rac iwvevs
ara mxolod marketingis departamentis, aramed
mTliani organizaciis CarTulobas integr-
irebuli marketinguli komunikaciebis (IMC)
holistikurad samarTavad. Sesabamisad, IMC
modelis daxvewa da ganviTareba mwvaved dgas
IMC-is mkvlevarebis winaSe. es faqtori mniS-
vnelovnad ganapirobebs integrirebuli mar-
ketinguli komunikaciebis modelebis kvle-
vis aqtualobas.

1. integrirebuli marketinguli
komunikaciebis (IMC) modelebis

ganviTareba (istoriuli eqskursi)
da maTi komparativistikuli analizi

IMC-is aqtualuri sakiTxebis kvlevis
paralelurad mkvlevarebi warmoadgenen ara-
marto IMC-is ganmartebebs, aramed modeleb-
sac. ganmartebebis mxriv IMC-is strategiu-
li midgoma an menejeruli xedva aris
gamokveTili, ris mixedviTac IMC-is modele-
bi SeiZleba klasificirdes, rogorc korpo-
raciul ise saoperacio donis modelebad.

dunqan da moriariTi (2) maT mier Se-
muSavebul IMC-is komunikaciaze dafuZneb-
ul models gvTavazoben. modelSi gam-
ijnulia sami ZiriTadi done - sakomunika-
cio miqsis done, marketinguli miqsis done
da korporaciuli done. avtorebi ayali-
beben mosazrebas Tu rogor unda iyvnen
CarTulni sxvadasxva dainteresebuli mxa-
reebi IMC-is SemuSavebis TiToeul etapze.
aRniSnuli modeli, aseve, warmoaCens dain-
teresebuli mxareebis mniSvnelovan rols
da maTTan uwyvet interaqtivs procesis
sxvadasxva etapze.

menejmenti da marketingi
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qiCeni da Sulci (1999) gvTavazoben IMC-
is oTx donian models (3), romelic maT
qveyanaTaSorisi kvlevebis safuZvelze Se-
imuSaves. kvlevaSi asobiT kompania monawi-
leobda da Sesabamisad, es modeli yvelaze
ufro praqtikuli da farTod aRiarebuli
modelia IMC-is mkvlevarebs Soris. avtore-
bis mier SemoTavazebuli IMC-is doneebia:
marketinguli komunikaciebis taqtikuri
koordinacia, garedan-SigniT komunikaciaze
gadasvla, IT­s gamoyenebaze dafuZnebuli
komunikacia da bolo done, finansuri da
strategiuli integraciis done. avtorebis
Tanaxmad, maT mier Sefasebuli kompaniebis
umravlesoba IMC-is ganxorcielebis pirv-
el da meore doneze iyvnen, ramodenime -
mesame, xolo mxolod erTeuli kompaniebi
aRmoCndnen IMC-is integraciis meoTxe don-
eze.

piramidis qveda doneze is kompaniebi
moxvdnen romlebic marketinguli komuni-
kaciebis taqtikur koordinacias axdenen.
es gulisxmobs, rom menejerebi Signidan-
gareT midgomas efuZnebian, marketinguli
sakomunikacio miqsis elementebs sakuTari
Sexedulebisamebr iyeneben samizne auditori-
is saWiroebebis da media Cvevebis Seswav-
lis gareSe. es etapi sxva araferia Tu ara
marketinguli komunikaciebis miofia1. am
etapze, kompaniebi naklebad mimarTaven part-

nior marketingul saagentoebs.
IMC-is integraciis meore doneze ko-

mpaniebi rac SeiZleba met informacias
moipoveben momxmareblebis Sesaxeb, mimar-
Taven kvlevebs da gadascemen monacemebs
marketingis departamentebs TiToeuli uku-
kavSiris Sesafaseblad. Sesabamisad, am don-
eze organizaciebi inacvleben garedan-Sig-
niT midgomis gamoyenebaze da cdiloben
ayvnen sociologiur da teqnologiur cv-
lilebebs. kompaniebis umravlesoba gare
marketingul saagentosTan iwyebs Tanam-
Sromlobas da aqvT mcdeloba Tavidan air-
idon pirvel doneze arsebuli marketereb-
is Secdomebi.

me-3 doneze kompaniebi profesionalur
doneze iyeneben informaciuli teqnolo-
giebis Tanamedrove miRwevebs, isini mniS-
vnelovan investicias deben segmentirebu-
li bazebis Sesaqmnelad da mimarTaven
organizaciul restruqturizacias klien-
tze - fokusirebul kompaniad gardasaqm-
nelad. isini aqtiurad iyeneben momxmare-
blebisgan miRebul informacias komunika-
ciebis dagegmarebis da gegmis ganxor-
cielebis etapze, Sesabamisad, klientebisgan
miRebuli informacia codnis bazad aqvT
qceuli. swored am etapze xdeba brendTan
Sexebis wertilebis analizi da monacemTa
bazebis sruli gamoyeneba e.w. momxmareb-

grafiki # 1: dunqan da moriariTis (1998) komunikaciaze dafuZnebuli modeli (2)

1 samedicino termini, romelic axlomxedvelobas niSnavs.
wyaro: http://medical-dictionary.thefreedictionary.com/Miopia
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lis gzis da media Cvevebis siRrmiseulad
Sesaswavlad (4).

xolo is kompaniebi, romlebic mar-
ketingul ROI-s indikatorebs iyeneben seg-
mentebis Sesafaseblad, Sulcis da qiCenis
modelis mwvervals ganekuTvnebian. pirami-
dis mwvervalze ki mxolod erTeuli ko-
mpaniebi xvdebian, romlebmac SeZles da
gadalaxes IMC­is danergvis barierebi. mkv-
levarebis (5) mosazrebiT me-3 da me-4 done
aris swored IMC-is damokidebulebiTi sa-
zomebidan qceviT sazomebze gadasvla. maTi
xedviT, mxolod me-4 done gvaZlevs IMC-is
danergviT miRebul srul Sedegs. kliaCk-
os (6) Tanaxmad swored am doneze xdeba
aramarto marketinguli aramed biznes miz-
nebis gaTvaliswineba. xolo, dainteresebul
mxareebTan urTierToba moicavs aramarto
momxmareblebs, aramed TanamSromlebs, mom-
wodeblebs, da sxva zegavlenis mqone jgu-
febs.

2002 wlisTvis dunqanma (7) ganaaxla misi
wina modeli da SeimuSava IMC-is procesis
modeli, romelic gansxvavdeba sxva momx-
marebelze-centrirebuli modelebisgan. am
SemTxvevaSic, misi bazisi aris komunikacie-
bi, Tumca is miiCneva urTierTobaTa cent-
rad da, amjerad, mis irgvliv wriul pro-
cess aqvs adgili, romelic qmnis brendis

Rirebulebas gayidvebis, mogebis da bren-
dis kapitalis zrdis formiT. avtoris xe-
dviT, “es aris jvaredin-funqciuri procesi,
romelic yvela mesijis strategiuli kon-
troliT xels uwyobs momgebiani urTier-
Tobis damyarebas momxmareblebsa da dain-
teresebul mxareebs Soris da axalisebs
monacemebze dafuZnebul, miznobriv dia-
logs”(7). misi xedviT, koncefcia “jvare-
din-funqciuri” niSnavs, rom aramarto yve-
la departamenti, aramed gare saagentoebic
erToblivad muSaoben brendTan urTierTo-
bebis dagegmarebis da marTvis yvela faza-
ze.

IMC-s cneba jer kidev ar arsebobda,
rodesac 1977 wels Sostaki (8) pirvelad
Seexo servisis da produqtis gansxvave-
bul bunebas Tavisi statiiT “produqtis
marketingidan Tavis daRweva”. swored am
statiis Semdeg servisis marketingisadmi
interesi mniSvnelovnad gaizarda. mas moy-
va beri, romelmac ganacxada, rom “servisis
marketingi aris gansxvavebuli”(9). aRiare-
bulia, rom servisis sareklamo strategia
kidev ufro met yuradRebas moiTxovs, rad-
gan servisis sakomunikacio gegmis SemuSave-
ba ufro rTulia misi e.w. HIPI (araerTgva-
rovneba, aramatrialuroba, gaqrobadoba, ga-
nucalkevoba) maxasiaTeblebis gamo (10).

grafiki # 2: qiCeni da Sulcis oTxdoniani modeli (3)
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tripis mosazrebiT, IMC-s SeuZlia Seavsos
is napralebi, romelic servisis komunikaciis
dros warmoiqmneba (11).

swored am fonze, zeiThalma da biTner-
ma (12) 2003 wels servisis marketingis Sesax-
eb gamocemul wignSi moixsenies IMC, rogorc
integrirebuli servis marketingis komuni-
kaciebi. warmodgenili modeli ki iyo mxo-
lod konceptualuri. avtorebis mosazre-
biT, IMC-is dasaxelebis Secvlis mizezi
iyo is, rom servisis komunikacia ufro
rTuli iyo vidre, rasac manamde arsebuli
IMC koncefciebi sTavazobdnen. modelis
konceptualuri CarCos sawyisi wertili iyo

ukve arsebuli servis marketingis CarCo -
GAP-is modeli. avtorebis mosazrebiT sa-
komunikacio naprali SeiZleba Semcirdes
integrirebuli komunikaciebis meSveobiT.
modeli 4 svets efuZneba, romlsac erTi
mimarTulebiT mivyavarT: servisis mimwode-
belma unda misces momxmarebels imaze meti
vidre dapirda.

oTxi sveti Semdegnairad gamoiyureba:
1. sareklamo Setyobinebebis kontro-

li
2. momxmareblis molodinebis marTva
3. momxmareblis ganaTleba (informire-

ba)

grafiki # 3: dunqanis brendis Rirebulebis zrdaze
orientirebuli IMC modeli (7).
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4. Sida marketinguli komunikaciebis
awyoba (holistikuri midgoma)

momxmareblis molodinebi gadamwvetia
servisis xarisxis Sesafaseblad, romelzec
Tavis mxriv gavlenas axdens wina gamocdi-
leba, sityvieri rekomenacia e.w. word of mouth,
reklama da wamaxalisebeli aqciebi. rekla-
miT (arapirdapiri arxebiT) servisis komu-
nikacia misi bunebidan gamomdinare sakmaod
rTulia. swored amitom avtorebma Semogv-
Tavazes oTxsvetiani modeli, romelic IMC-
s baziss moicavs (holistikur komunika-
cias, departamentebs Soris jvaredin-fun-
qciur koordinacias da momxmarebelze
fokusirebas), meores mxriv is iTvaliswinebs
servisis procesis bunebas da im ZiriTad
maxasiaTeblebs e.w. HIPI-ebs, romlebsac is
produqtisgan ganasxvavebs. momxmareblis
molodinebis marTvis da momxmareblis ga-
naTlebis (informirebis) svetebi swored
am mizans emsaxurebian.

qiCenis da Sulcis 1999 wlis modeli
warmoaCens Tu ra etapebs gadis kompania

marketinguli komunikaciebis sruli inte-
graciisaken, xolo Sulcis da Sulcis 2004
wlis (13 a.) Rirebulebebze dafuZnebli (e.w.
Value based) IMC modeli ganmartavs Tu rogor
unda moaxdinon kompaniebma erTi etapidan
meore etapze gadasvla. avtorebis mosazre-
biT IMC “aris strategiuli biznes proce-
si, romelic gamoiyeneba imisTvis, rom moax-
dino klientze, potenciur momxmarebelze,
sxva gare da Sida auditoriaze gaTvlili,
koordinirebuli, gazomvadi da damarwmune-
beli brendis komunikacia, dagegmareba, aR-
sruleba da Sefaseba” (13 a). maT mier Semo-
Tavazebuli modeli IMC-is marketinguli
taqtikis dones cdeba da biznes strate-
giul dones ganekuTvneba. IMC-is Seqmnis
procesSi CarTulia mTliani organizacia
da moicavs brendis, momxmareblis, produq-
tis da servisis yvela im Sexebis wertils,
romelic mas dainteresebul mxareebTan aqvs.
IMC moiTxovs mudmiv gazomvas da Sefase-
bas da is Sedegebs droTa ganmavlobaSi
aRwevs, rac mas tradiciuli sakomunikacio
programebidan mijnavs. IMC aris mudmivi

grafiki # 4: zeiThalmis da biTneris integrirebuli
servis marketingis komunikaciebis modeli (15).

menejmenti da marketingi
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procesi, romelic zrdis kompaniis Sede-
gianobas, rogorc moklevadian ise grZel-
vadian perspeqtivaSi. modelis avtorebis
mosazrebiT, sxva marketinguli komunikacie-
bis qmedebebisgan gansxvavebiT, IMC aris
bunebiT strategiuli, romelic orientire-
bulia mTlian kompaniaze da ara mxolod
marketingul aqtivobebze. Rirebulebebze
dafuZnebuli IMC-is Seqmnaze orientirebu-
li kompania mniSvnelovania iyos momxmare-
belze-centrirebuli. Sesabamisad, integra-
ciis centri, swored klienti xdeba, rac
Tavis mxriv “garedan-SigniT” dagegmarebis
praqtikis gamoyenebas gulisxmobs. aRsani-
Snavia, rom Rirebulebebze dafuZnebuli IMC
fokusirebulia swored momxmareblis ho-
listikur gamocdilebaze, klientis miznebs
korporaciul miznebs argebs da ara piri-
qiT, momxmarebels aqtivad miiCnevs da yve-
la ti pis marketingul aqtivobebs erT
wertilSi uyris Tavs, maT Soris tradici-
ul da onlain marketings (13 b). avtorebi
IMC-is daxurul maryuJian dagegmarebis
sistemaze akeTeben aqcents, rom ganxor-
cieldes marketingul komunikaciebSi Cade-

buli investiciidan miRebuli mogebis an
wagebis mudmivi Sefaseba da analizi. maTi
xedviT, xuT etapiani procesi SemuSavebu-
lia aseTi tipis analizis gakeTebis gasaad-
vileblad, rogorc moklevadian ise grZel-
vadian perspeqtivaSi.

integrirebul marketingul komunikacie-
bze internetis gavlenis farTod aRiareb-
isa da axali mediis mniSvnelovnebis gazr-
dis paralelurad mkvlevarebma daiwyes
fiqri Tu rogor moaxdinon onlain sakomu-
nikacio arxebis integracia arsebul IMC
CarCoSi. galin guraos Tanaxmad (14) on-
lain media Tavisi arsiT gansxvavdeba yve-
la sxva aqamde arsebuli sakomunikacio
arxisgan interaqtiulobiT, gamWirvalobis
doniT da mexsierebiT. Sesabamisad, es axa-
li SesaZleblobebi gardaqmnian onlain
auditoriis profils da qcevas Semdegi
mimarTulebiT: auditoria dakavSirebulia
organizaciasTan (komunikaciis arxi ukve
aris qseli da ara mili), Tavad auditoria
aris erTmaneTTan dakavSirebuli, auditori-
isTvis ukve xelmisawvdomia sxvadasxva
wyaros informacia, auditoria Tavisken iwevs

grafiki # 5: d. Sulcis da h. Sulcis Rirebulebebze dafuZnebli
IMC modeli (13 b)
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im informacias, romelic mis interesebsa
da saWiroebebs akmayofilebs (14). “yovel-
Tvis CarTul” momxmarebels (maT Soris
biznes momxmarebelsac) SeuZlia da metad
savaraudoa, rom moZebnos, iurTierTos, dai-
Civlos, iyidos da gadaixados mobiluris
meSveobiT. am gamowvevebis winaSe arsebul-
ma kompaniebma unda ganaviTaron sakuTari
TanamSromlebi, procesebi da sistemebis
SesaZleblobebi, rom kidev ufro dinamiuri
gaxdes maTi momxmareblebTan kavSiri (15).

onlain garemos maxasiaTeblebis da
auditoriis analizis Sedegad galin guraom
(14) SemogvTavaza integrirebuli onlain
marketinguli sakomunikacio gegmis ganx-
orcielebis modeli, romelic man onlain
marketingis praqtikosebis kvlevis safuZ-
velze SeimuSava.

aRniSnuli modelis Tanaxmad kompani-
is mier gagzavnili Setyobinebebi unda gar-

daiqmnan/moergon sam-etapian process. pirv-
el rigSi, Setyobineba dafuZnebuli unda
iyos organizaciis ZiriTad korporaciul
faseulobebs. meore rigSi, Setyobineba unda
moergos organizaciis strategiul da taq-
tikur miznebs, romlis miRwevac aqvs dasax-
uli kampaniis ganmaxorcielebel organiza-
cias. mesame rigSi, Setyobineba unda gar-
daiqmnas samizne auditoriis da dagegmili
sakomunikacio arxis specifikuri maxasia-
Teblebis mixedviT. Sesabamisad, saxezea IMC-
is, rogorc strategiuli ise taqtikuri
mniSvnelobis aRiareba da ara mxolod mar-
ketinguli aramed mTliani organizaciis
miznebis gaTvaliswineba. avtoris Tanaxmad
(14) onlain sakomunikacio miqsi (el. fosta,
veb-gverdi da a.S.) gansxvavdeba gamWirval-
obis, interaqtiulobis da mexsierebis xaris-
xiT da swored am ganzomilebebis gaTval-
iswineba unda moxdes samizne auditori-

grafiki # 6: galin guraos integrirebuli onlain marketinguli
komunikaciebis modeli (14)
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isTvis Sesabamisi sakomunikacio miqsis
arCevisas. modelis Tanaxmad internetis
interaqtiulobidan gamomdinare organiza-
cia ufro proaqtiul damokidebulebas iv-
iTarebs momxmareblebisgan wamosuli uku-
kavSiris moZiebis, maTi aRricxvis da anal-
izis mxriv. ukukavSiris miReba da damuSaveba
ki guraos Tanaxmad reaqciuli procesi unda
iyos, radgan onlain sivrce ar egueba dagvi-
anebul sapasuxo qmedebas, rac SeiZleba
dakargul SesaZleblobad an problemur
situaciad gardaiqmnas. amave dros, miRebu-
li ukukavSiri SesaZleblobas aZlevs or-
ganizacias kidev ufro daxvewos korpo-

raciuli sakomunikacio strategia samizne
auditoriaze Setyobinebebis ukeT morgeb-
is saSualebiT.

biznesis informaciuli sistemis auci-
leblobaze saubroben stouni da vudqoqic
(15) avtorebis Tanaxmad rac ufro ganvi-
Tarebuli gaxdeba interaqtiuli garemo,
mxardamWeri biznes sainformacio sisteme-
bic unda daixvewon da gaxdnen ufro metad
morgebulni marketingis da momxmareblis
strategiebze.

IMC-s modelebis analizisas mniSvnelo-
vania SevexoT integrirebuli komunikacieb-
is (IC) cnebas, radgan is realurad IMC-is

grafiki # 7: porsus da sxv. IMC-is ganviTarebis Teoretikuli modeli:
mamoZravebeli faqtorebi da efeqtebi (19)
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saxecvlilebas warmoadgens da gamoiyeneba
mkvlevarTa nawilis mier. isini integrire-
bul komunikaciebs, integraciul funqciad
miiCneven. kristenseni, firati da torfi (16)
aRniSnaven, rom integrirebuli komunikacie-
bi (e.w. IC) ufro farTo cnebaa vidre inte-
grirebuli marketinguli komunikaciebi (IMC),
radgan integracia IMC-is SemTxvevaSi mar-
ketingis sferoSi xdeba. maTi mixedviT “IC
axdens simboloebis, mesijebis, procedureb-
is da organizaciuli qcevis iseT awyobas,
rac saSualebas miscems organizacias moax-
dinos mkafio, Tanmimdevruli da mudmivi
komunikacia kompaniis SigniT da organiza-
ciul sazRvrebs miRma”(16). IC, gvTavazobs
komunikaciis holistikur xedvas da
mTlianobas. avtorebis mosazrebiT, kompa-
nia axdens komunikacias misi yvela qmedeb-
iT. Sesabamisad, organizaciebi mxolod im
SetyobinebiT ar axdenen komunikacias, romel-
sac isini miznobrivad arCeven gamoqveynebi-
sTvis, aramed isini metyveleben maTi produ-
qtis maxasiaTeblebiT da servisis xarisx-
iT, maTi TanamSromlebis qceviT da damok-
idebulebiT, imiT Tu rogor axdenen isini
bunebrivi resursebis gamoyenebas, maTi sain-
vesticio gadawyvetilebebiT, imiT Tu rogor
mimarTaven da usmenen dainteresebul
jgufebs, maTi urTierTobiT mediasTan da
politikur sistemebTan da a.S. (17). Sesabam-
isad, qristensenis, firatis da kornelise-
nis Tanaxmad (18), IC aRar exeba eqskluzi-
urad mxolod dizainis an sxva marketingu-
li parametrebis strategiul gaerTianebas,
aramed moicavs Tanmimdevrul da erTian
korporaciul kulturas da Rirebulebebs,
biznes partniorebis, momxmareblebis, da ara-
samTavrobo organizaciebis vertikalur
integracias da pozitiuri urTierTobebis
SenarCunebas politikosebTan, JurnalistebT-
an da mediasTan. swored amitom sxva disci-
plinebic, rogoricaa adamianuri resurseb-
is marTva, buRalteria da, gansakuTrebiT, PR
did interess iCenen integrirebuli komuni-
kaciebisadmi (18). avtorebis mier SemoTava-
zebuli modeli struqturulad ar aris wa-
modgenili, Tumca moicavs mis yvela maxasi-
aTebels. komunikaciebis gamijvniT market-
ingisgan IC-is mimdevrebi mas mTliani orga-
nizaciis sakuTrebad miiCneven.

am fonze, lusia porsus da sxv. (19)
Tanaxmad IMC-s mxardamWerebs miaCniaT, rom
IMC-s aqvs potenciali, rom waruZRves mar-

ketinguli da sakomunikacio rolebis glo-
balur restruqturizacias, marketinguli
komunikaciebis da biznes erTeulebis bari-
erebis darRvevis saSualebiT. Sesabamisad,
avtorebma 2012 wels SemogvTavazes IMC-is
ganviTarebis procesis Teoriuli yvelaze
Tanamedrove modeli, romelic aris mcde-
loba holistikurad asaxos yvela is faq-
tori, rac zegavlenas axdens integraciis
xarisxze da, am mxriv upirispirdeba kidec
IC-s cnebis momxreebs. avtorebis Tanaxmad,
integraciis sasurvel dones unda qondes
Sedegi marketinguli komunikaciebis Zal-
isxmevaze, brendis kapitalis da momxmareb-
lis faseulobis Seqmnaze. saboloo miznad
ki avtorebi asaxeleben organizaciis fin-
ansur Sedegianobas. Sesabamisad, aRniSnu-
li modeli warmoaCens IMC-s strategiul
bunebas, mTliani organizaciis CarTulo-
bis aucileblobas da warmoadgens momx-
marebelze-dafuZnebul, jvaredin-funqciuri
dagegmarebis process.

modeli avtorebis mier gamokveTil IMC-
is oTx ganzomilebas efuZneba, maT Soris:
onlain da oflain marketingul sakomuni-
kacio arxebSi erTxmovanebas, dainterese-
bul mxareebTan mudmiv interaqtiul dia-
logs, jvaredin-funqciur dagegmarebas,
romelic organizaciaSi strategiul inte-
gracias gulisxmobs da avtorebis mosazre-
biT, IMC-is umaRles strategiul ganzom-
ilebas - grZelvadian momgebian urTierTo-
bebs. SemoTavazebuli modelis Tanaxmad
IMC-is ganviTareba interaqtiul process
warmoadgens. aRsaniSnavia, rom SemoTavaze-
buli konceptualuri modeli aris mcde-
loba gaiTvaliswinon IMC-is ganxorcieleb-
is barierebi organizaciaSi, misi mamoZrave-
beli faqtorebi da Sedegebi. Sesabamisad,
is asaxavs Sida faqtorebis garkveul na-
krebs, romelic moicavs top menejmentTan,
bazris da brendis orientaciasTan, orga-
nizaciis struqturasTan, jvaredin-funqci-
uri menejmentis da gadawyvetilebis miRe-
bis modelTan dakavSirebul aspeqtebs. mode-
li, aseve, aris mcdeloba asaxon garkveuli
gare zemoqmedi faqtorebic, maT Soris teq-
nologiuri da konkurentuli turbulento-
bebi da is kulturuli da institucionalu-
ri garemo, romelSic operirebs organiza-
cia. avtorebis mier IMC-is mimarTulebiT
arsebuli kvlevebis da arsebuli litera-
turis siRrmiseuli analizis miuxedavad,

menejmenti da marketingi
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am modelis naklovanebad SeiZleba warmo-
vadginoT is, rom ar aris empiriulad da-
dasturebuli. miuxedavad amisa, IMC-is holi-
stikuri xedva mkvlevarebs axali kvleveb-
isken ubiZgebs da ukeT warmoaCens im rols,
ra rolic SeiZleba integrirebulma marke-
tingulma komunikaciebma Seasrulon Tan-
amedrove biznes menejmentSi.

daskvna

rac ar unda ewodos integrirebul mar-
ketingul komunikaciebs, IC (16), Integrated Pro-
motion (20) Tu Total commuications (21) Tu rogor
unda ganxorcieldes komunikaciebis sru-
li integracia realur biznes garemoSi
sul ufro da ufro mwvave sakiTxi xdeba
Tanamedrove komunikaciebis menejmentSi.
miuxedavad amisa, IMC-s kvlevebis daax. 25
wliani periodis Semdegac ki mkvlevarebi
kvlav saubroben erTiani aRiarebuli mod-
elis ararsebobaze da im procedurebze

Tu rogor unda miiRo idealuri integra-
cia organizaciaSi. kvlav Riad rCeba IMC-
is erTiani aRiarebuli definiciis arsebo-
bac. 2011 wels lauris da mortimeris mier
ganxorcielebuli empiriuli kvleva adas-
turebs, rom IMC-is raobis da funqcionire-
bis aRqmis mxriv mkvlevarebsa da praqti-
kosebSi kvlav arsebobs Seusabamobebi (22).
am fonze, integrirebuli marketinguli ko-
munikaciebis ZiriTadi modelebis analizi
da uaxlesi modelebis gacnoba, IMC-is,
rogorc biznesis mniSvnelovan strategiul
elementad aRiareba, romelSic CarTulia
mTliani organizacia da ara marto mar-
ketinguli komunikaciebi, xels Seuwyobs,
erTis mxriv, saqarTveloSi am mimarTulebiT
moRvawe mkvlevarebma gansazRvron Semdgo-
mi sakvlevi mimarTulebebi da, meores mxriv,
IMC-is damgegmavma da ganmaxorcielebelma
saagentoebma da klientma kompaniebma re-
alur biznes garemoSi danergon mkvlevare-
bis mier SemuSavebuli modelebi.
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Summary

How to make the full integration of marketing communications becomes a real challange for the modern
communications management. Notwithstanding of about 25 years’ of study in the field of Integrated Marketing
Communications (IMC), the scientists still talk about the non-exsistence of the unified acknowledged model of
IMC and about the procedures how to make possible the full integration of marketing communications within the
organization.

The purpose of this article is to examine the studies of researchers working in the field of IMC, to make the
critical analyses of them in order to present the main models of IMC and to show how the models were trans-
formed in a dynamic business environment after a post-paradign period. The paper uncovers the bases of the
presented IMC models and makes the comparative analyses of them in order to examine the impact of each model
on IMC field in general. In addition, the study signals possible avenues for future research.
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