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reziume

statiaSi ganxilulia globalur gare-
moSi qveynebis imijis formirebis Tavise-
burebebi, brendingis gavlena maT reputa-
ciaze, brendis roli msoflio bazrebze
qveynis pozicionirebaSi. statiaSi mocemu-
lia adgilis brendingis Teoriuli koncef-
ciebi, warmodgenilia erovnuli brendis
ZiriTadi elementebi, funqciebi da ekonomi-
kuri Sedegebi, gaanalizebulia erovnuli
brendis indeqsi, qveynis imijis saidenti-
fikacio funqciebi, qveynis avTenturobis
kriteriumebi, da pozitiuri imijis gavle-
na qveynis konkurentul upiratesobebze.

sakvanZo sityvebi: qveynis imiji, adgi-
lis identoba, teritoriis konkurentuli
upiratesoba, qveynis brendis koncefcia,
erovnuli brendi, “anholtis eqvskuTxedi”.

saxelmwifos Tavisi faseulobebi gaaC-
nia gansakuTrebuli geografiuli ganlage-
biT, individualuri ekonomikuri sistemiT,
sakuTari socialur-politikuri procese-
biT, eTnikuri da kulturuli Taviseburebe-
biT, istoriuli tradiciebiT, adaT-wesebiT,
yovelive es aisaxeba xalxis cnobierebaSi
da qveynis imijSi vlendeba. mTavrobebis
efeqturobas arsebiTad ganapirobebs misi
mcdeloba sakuTar qveyanaze dadebiTi Sexed-
ulebebi Seuqmnas danarCen msoflios. qvey-
nis reputacias mniSvnelovani gavlena aqvs
mis saerTaSoriso urTierTobebze, ekono-
mikur, socialur, politikur da kulturul
ganviTarebaze.

gaZlierebuli konkurentuli garemo
qveynebs aiZulebs moaxdinon sakuTari upi-
ratesobebis gamovlena, Seswavla, diferen-
cireba da msoflio bazrebisaTvis SeTava-
zeba, sakuTari aqtualobisa da upirateso-
bis damtkiceba. globaluri warmodgenebis
mosapoveblad mniSvnelovani faqtori swo-
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rad gansazRvruli strategiuli brend-me-
nejmentia, riTac SesaZlebeli xdeba teri-
toriisaTvis mdgradi konkurentuli upi-
ratesobis mopoveba. adgilis Sesaxeb sa-
zogadoebis Sexeduleba, rogorc wesi, Seqm-
nilia stereotipebze dayrdnobiT da gan-
sazRvravs am qveynis Tu xalxis aRqmadobas,
aseT aRqmazea damokidebuli qveynis so-
cialuri, ekonomikuri, kulturuli da dip-
lomatiuri warmatebebi. brend-koncefciis
meqanizmi qveynis identoba da imijia, rom-
lis srulyofa socialur-ekonomikur gan-
viTarebaze da Sesabamisad, saerTaSoriso
asparezze mis ukeT pozicionirebazea ori-
entirebuli.

globalur samyaroSi individualizmis
dasamkvidreblad, saxelmwifoebs aucile-
blad sWirdebaT pozitiuri brendi, qveyne-
bi brendings ganviTarebis grZelvadian
strategiad ganixilaven da masSi mniSvnelo-
van investirebas axdenen. Zveli, tradiciu-
li diplomatia adgils brend-strategiis
xelovnebasa da imijis marTvas uTmobs.
globalizaciis procesSi, rodesac sust-
deba erovnuli sazRvrebi, brend-saxelmwi-
foebi iseT politikur moTamaSeebad iqce-
vian, romlebic agresiuli meTodebiT
zrunaven TviTganviTarebaze, dadebiTi imi-
jis Seqnaze, rac mniSvnelovnad exmareba
maT, iyvnen saerTaSoriso masStabiT bren-
direbuli.

qveynis brendingis amocanaa misi Zlieri
mxareebis gamokveTa, pozicionireba da ga-
Zliereba, ramac unda uzrunvelyos region-
is ZiriTadi Rirebulebebis, misi miznebis
da misiis efeqturi realizeba. kargad or-
ganizebuli brendingi grZelvadiani perspeq-
tivisaTvis warmatebis safuZvelia. qveynis
brendis koncefcia warmoadgens ZiriTad
SemoqmedebiT ideas, romelic agebulia re-
gionis ZiriTadi faseulobebebis simboliza-
ciaze.
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adgilis brendingi ganixileba rogorc
sazogadoebis saboloo warmodgenebze mo-
qmedi yvela cvladis identifikaciis, or-
ganizaciis da koordinaciis procesi. adg-
ilis imiji mravalganzomilebiani sistemaa
sxvadasxva, erTmaneTis ganmapirobebeli
elementebiT: demokratiis saxe, xelisufleb-
is reputacia, ekonomikuri, sagareo- poli-
tikuri, sainformacio imiji, kulturul-is-
toriuli faqtori da a.S., qveynis imiji
gansazRvravs sxva qveynebTan misi urTier-
Tobis formas, sadac, wina planze aucile-
blad, sakuTari interesebi gamodis, amasTan
gaTvaliswinebuli unda iyos globaluri
saerTaSoriso tendenciebic.

brendingi msoflio bazrebze qveynis
pozicionirebis gaumjobesebas emsaxureba,
misi konkurentunarianobis zrdis ZiriTad
faqtorad imijis amaRleba, reputaciis sru-
lyofa da brendingis procesis sworad
organizeba ganixileba. saxelmwifos, ro-
gorc politikuri institutis, Taviseburebe-
bi, misi sabazro pozicionerebis SedarebiT
stabiluroba, konservatiuloba da poli-
tikuri faqtoris mniSvnelovani gavlena,
qveynis mimarT, garkveulwilad, cvlis saqon-
lis brendingis standartul process, Seaqvs
masSi specifikuri niSnebi da individualuri
Taviseburebebi. prof. b. ramiSvilis mo-
sazrebiT, ,,im saxelmwifoebis mimarT, rom-
lebic didi xnis ganmavlobaSi arseboben
da maT mimarT msoflioSi formirebulia
Sexedulebebi, unda iqnas gamoyenebuli re-
brendingis meTodologia, magram ukanaskne-
li oci wlis ganmavlobaSi gaCnda ramden-
ime aTeuli axali saxelmwifo, romelTa
saerTaSoriso cnobadoba minimaluri iyo.
maTma warmoqmnam Camoayaliba qveynis bren-
digisadmi sistemuri midgoma 90-iani wleb-
is Sua xanebSi.” [2. gv248]

brendi qveynis konkurentuli idento-
bis maxasiaTebelia, igi axdens misi so-
cialur-ekonomikuri, politikuri Tu kul-
turuli SesaZleblobebis demonstrirebas
da am mizniT aqcents akeTebs teritori-
ul identobaze, risTvisac iyenebs brendis
elementebs: politika, biznesi da inova-
ciebi, saeqsporto brendebi, turizmi, kul-
tura, adamianebi. „brendis gareSe SeuZle-
belia upiratesobebis bazarze dominireba,
investiciebisa Tu turistuli nakadebi-
sTvisaTvis brZolaSi warmatebis mopove-
ba. brendi ideologiuri funqciasac as-

rulebs, ramdenadac adgilobrivi mosax-
leobis mentalobasa da tradiciebs asax-
avs.” [1.gv.83].

dadebiTi imijis formirebas kargad
gaTvlili da droSi gawerili brendingi
sWirdeba, swored imijis Sesaqmnelad xde-
ba aqtualuri qveynebis brendireba. am sak-
iTxis mecnieruli kvlevebi gasuli sauku-
nis bolodan iwyeba. 1993 wels gamovida
filip kotleris wigni „teritoriebis mar-
ketingi: qalaqebSi, Statebsa da qveynebSi
turizmisa da investiciebis mozidva”, romel-
mac faqtobrivad pirvelma Camoayaliba mar-
ketingis roli qveynis winwawevaSi. 1996 wels
saimon anholtma pirvelma gamoiyena ter-
mini „adgilis brendingi”, manve SeimuSava
teritoriebis brendingis diversificirebu-
li, kompleqsuri midgoma konkuretuli iden-
tobis sakuTari koncefciis safuZvelze.

qveynis brendingis mecnieruli gageba,
vizualur da verbalur maxasiaTeblebTan
erTad, (saxeli, logo, fonti), mis filosofi-
ur arss ukavSirdeba (identoba, istoria,
kultura, sulieri faseulobebi). Sesabam-
isad, qveynis brendi ganixileba, erTi mxriv,
rogorc arsebuli imiji da warmodgena
(reputacia) da, meore mxriv, rogorc uni-
kaluri da relevanturi Rirebuleba. bren-
di aris mravalganzomilebiani erToba
funqcionaluri, emociuri, relatiuri da
strategiuli elementebis, rac unikalur
warmodgenebs (aRqmebs) ayalibebs xalxis
cnobierebaSi. erovnuli brendis ZiriTadi
elementebi, funqciebi da Sedegebi gamosax-
ulia sqemaze: /nax.1/.

qveynis brendi saerTaSoriso sazoga-
doebis warmodgenaa mocemuli qveynis Sesax-
eb, qveynis imiji aRqmis procesis Sedegad
yalibdeba adamianis mexsierebaSi. platoni
`imijs~ kedelze Crdilis gamosaxulebas
adarebda, volteri ki sazogadoebriv azrs
anu imijs `sakuTar TavSi gamosaxul sura-
Tebs~ adarebda. [3. gv. 657-681]. dRes imiji
da reputacia saxelmwifos strategiuli
kapitalis aucilebeli Semadgeneli kompo-
nenti gaxda, aq mniSvnelovania identobis
maxasiaTeblebis sworad gansazRvra da didi
informaciis lakonurad gadmocema, ucxoe-
li auditoriisTvis misi sworad aRqmis
procesis gamartivebis mizniT.

qveynis imijis gamoyeneba da erovnuli
saerTaSoriso brendis Seqmna Tanamedrove
marketingul strategiad aris miCneuli,
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erovnuli brendingi uzrunvelyofs sazoga-
doebaSi im unikaluri faseulobebis da
upiratesobebis mkafio warmodgenis Seqm-
nas, riTac qveyana gamoirCeva danarCeni sam-
yarosagan, rac amaRlebs da aZlierebs mis
konkurentul upiratesobebs. produqciis
brendingis msgavsad, qveynis imijsac sWirdeba
saerTaSoriso bazarze internacionaliza-
cia. `erovnuli brendingi, guglis saZiebo
sistemis mixedviT, aris Teoriuli disci-
plina da misi praqtikuli daniSnulebis
mizania qveynis reputaciis gazomva, Seqmna
da marTva~ [www.wikipedia.org].

brendi warmatebul ideas ukavSirdeba,
rac xalxis ndobas ganapirobebs. teritori-
is brendingis konceptualuri midgomaa is,
rom qveynebi unda ganixilebodes, rogorc
kargad „gayidvadi”produqti, isini bazars
sakuTar Tavs sTavazoben, rogorc turizmi-
saTvis, investirebisa da biznesisaTvis sain-
tereso adgils, rogorc xarisxiani produ-
qciis mwarmoebels da a.S. am mizniT qyvey-
anas unda hqondes dadebiTi, originaluri
imiji, masobrivi cnobadoba, anu yovelive is,
rac ayalibebs brends. efeqturi brendingi
aucileblad moiTxovs sakuTari Tavis pr-
omouSens, reklamirebas, am poziciidan, bren-
di aris gza momavlisaken. saxelmwifos

ganviTarebisaken, ramdenadac igi emsaxure-
ba saerTaSoriso sazogadoebaSi ndobis
gaZlierebas, samewarmeo efeqtis zrdas, sim-
didris Seqmnas da keTildReobis amaRle-
bas, igi xels uwyobs turizmis industriis
swraf ganviTarebas, eqsportis zrdas da
xelsayrel sainvesticio garemos Seqmnas.
swored brendis es aspeqtebi ganapirobebs
qveynis cnobadobis zrdas da diplomati-
uri urTierTobebis stabilurobas.

saxelmwifo-brendis Seqmnis pionerad
XX s-is 50-ian wlebSi reklamis cnobili
specialisti devid ogilei iTvleba, pirve-
lad cneba `qveyana-brendi~ ki samecniero
literaturaSi 1996 wels saimon anholtma
Semoitana, man qveynis brendingis kvlevebis
sakuTari meTodika SeimuSava, Semdegi parame-
trebiT: eqsporti, mTavroba, kultura da
memkvidreoba, mosaxleoba da migracia, tur-
izmi, investiciebi, - e.w. “anholtis eqvskuTxe-
di”

adgilis brendingis Seqmnis Teoriul
sakiTxebze aseve muSaobda saerTaSoriso
kompania FutureBrand, romelmac Camoayaliba
Zlieri qveyana-brendis Seqmnis ZiriTadi
principebi: xelisuflebis da ekonomikis
TanamSromloba, investiciebis da codnis
mozidva, ekonomikuri faseulobebis Seqm-

 

erovnuli brendis elementebi nax. 1.
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nis faqtorebis gaaqtiureba, siaxleebis da
novaciebis xelSewyoba, stereotipebis ko-
reqtireba, unikaluri ideis formireba, glo-
baluri konkurentuli upiratesobis mop-
oveba, qveynis sloganis Seqmna. am kompanias
ukavSirdeba uaRresad mniSvnelovani anal-
itikuri produqti-qveynebis brendis ran-
Jirebis kriteriumebi: auTenturoba (TviT-
myofadoba), istoria, xelovneba da kultu-
ra, teritoriuli Taviseburebebi, usafrTx-
oeba, dasveneba, bunebrivi garemos mimzid-
veloba, sanapiro zolebi, Ramis cxovreba,
Sopingis SesaZleblobebi, kargi erovnuli
samzareulo, sportuli aqtivobebi, adgilo-
brivi mosaxleobis keTilganwyoba, ojaxuri
turizmis SesaZleblobebi, cxovrebis stan-
dartebi, biznes-garemo, saqmiani Sexvedris
SesaZleblobebi.

2006 wlidan konkurentuli identurobis
koncefciis safuZvelze saimon anholti ikv-
levs teritoriuli erTeulebis brendings,
am kvlevis Sedegebi yovelwliurad aisaxeba
internet-sivrceSi (www.simonanholt.com). msof-
lios 200-mde qveynidan s. anholtis kvlevis
Sedegebis mixedviT, 113 brendi-qyveyana arse-
bobs, maT Soris ar figurirebs saqarTvelo,
Tumca, bolo periodSi saqarTvelos rebrend-
ingze zrunva mniSvnelovnad gaaqtiurda, 2005
wels Jurnalma   R  (amsterdamis arqiteq-
turuli Jurnali) dabeWda statia „axali
brendi-saqarTvelo” [4. №37]. ganxorcielda
Tbilisis rebrendingi. misi avtori iyo brend-
ingis specialisti, „oTxganzomilebiani brend-
ingis” avtori, Tomas gedi, man Seqmna Tbili-
sis axali logo da slogani _ „qalaqi,
romelsac uyvarxar”. Tomas gedma Tbilisi
pozicionireba moaxdina, rogorc axali urT-
ierTobebis, biznesis dawyebisaTvis saukeTe-
so adgili, dedaqalaqi, romelic aerTainebs
kulturas, istorias da Tanamedroveobas.

arsebuli marketinguli teqnologiebis
safuZvelze dReisaTvis vlindeba saukeTeso
qveynebi Semdeg nominaciebSi: politikuri
Tavisufleba, saqmiani mogzaurobis pirobebi,
produqciis da momsaxurebis maRali xarisxi,
qveynis gareT emigraciis da qveyanaSi dab-
runebis survili, Tanamedrove inovaciuri
teqnologiebi da sxva, sareitingo Sefasebis
gziT dgindeba e.w. „erovnuli brendis inde-
qsi”, romlis mixedviTac amJamad gamovle-
nilia qveynebis Semdegi top-aTeuli:

1. aSS 6. kanada
2. germania 7. italia

3. inglisi 8. avstralia
4. safrangeTi 9. Sveicaria
5. iaponia 10. SvedeTi
yvela qveyanas aqvs saSualeba aqcenti

gaakeTos misTvis prioritetul faqtorze
da saerTaSoriso imijis formirebis pro-
cesSi masze gaakeTos apelireba, Tanamed-
rove msoflioSi wina planze sul ufro
metad mecniereba da inteleqtualuri moR-
vaweoba gamodis, es faqtori Zalian mniS-
nelovania saqarTvelosaTvis, iseve, rogorc
Cveni kultura, rac kidev ufro gazrdis
saqarTvelos cnobadobas saerTaSoriso
sazogadoebaSi.

saxelmwifos imijze aqtiur gavlenas
axdens qveyanaSi warmatebuli, sayovelTaod
aRiarebuli dargebis arseboba. mag: germa-
niis biznes-imiji aTwleulebis manZilze
iqmneboda Mersedes, Volkswagen. Simens da sxva
brendirebuli firmebis mier, amasTan, TviT
germaniis arsebuli reputacia xels uwy-
obs axali produqtis popularizacias da
misi dadebiTi imijis Seqmnas. iaponia Ta-
vad aris brendi eleqtronuli produqciis
bazarze, produqciisa da qveynis erTiani
unikaluri brendis magaliTia franguli
sunamo da Rvino, italiuri samzareulo,
inglisuri matylis qsovili, Sveicariis
imiji safinanso da turizmis sferoSi, saaTe-
bis warmoebaSi, belgiuri Sokoladi, holan-
diis da israelis warmatebuli imiji sof-
lis meurneobaSi. qveynis brends sasaqon-
lo niSanTan erTad, xSirad misi kulturu-
li faseulobebic ayalibebs. magaliTad aSS-
is imiji uaRresad ganviTarebuli mecniere-
biT da ganaTlebiT, srulyofili demokra-
tiuli sistemiT Camoyalibda, fineTis saer-
TaSoriso imijs Nokia-sTan erTad, e.w. „fi-
nuri abanoc” gansazRvravs, irlandiis saer-
TaSoriso cnobadoba ludTan erTad, arse-
biTad, RiverDance gansazRvra, xorvatiis im-
ijze dadebiTi gavlena iqonia erovnuli
nakrebis warmatebam fexburTSi da a. S.

qveynebis konkurentuli upiratesobis
Sesaswavlad m. porterma determinantebis
sistema Seqmna - „konkurentuli rombis~ sax-
iT, romelmac konkurentunarianobis ganviTare-
bis oTxi mxare gamoyo: faqtorebis, inveticie-
bis, inovaciebis da simdidris marTva [5. gv. 5].

konkurentul brZolaSi warmatebisaTvis
qveynebi sazogadoebis mier aRqmuli unda
iyvnen rogorc arsebuli realobidan, ise
SesaZlo perspeqtivebidan gamomdinare, qvey-
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nis brendis identurobis, misi swori imijis
da reputaciis SeqmnisaTvis aucilebelia
am procesebis koordinireba da erovnul
strategiaze dafuZneba, qveynis ekonomikis,
misi politikuri da komerciuli interese-
bis winwawevis strategiis gatareba, rac dae-
myareba integrirebisa da sistematizebuli
TanamSromlobis principebs.

qveynis unikaluri imiji mas danarCeni
samyarosagan ganasxvavebs da saxelmwifoe-
bis diferencirebas edeba safuZvlad, igi
mniSvnelovan gavlenas axdens qveynis mo-
mavalze, ramdenadac warmatebuli imiji
didad uwyobs xels turizmis ganviTarebas
da sainvesticio garemos gaumjobesebas,
amisaTvis saxelmwifos unda hqondes origi-
naluri, cnobadi, pozitiuri imiji, - is rac
mis brends ayalibebs. imijis srulyofas

mniSvnelovnad ganapirobebs qveyanaSi
sasaqonlo brendebis arsebobac, global-
uri momxmareblis azrovnebaSi brendebi da
saxelmwifoebi erTmaneTs erwymian da qvey-
nis savizito baraTs qmnian, am TvalsazrisiT
brend-saxelmwifi TandaTan asustebs viwro
nacionalizms da globalur sistemaSi sak-
uTari Tavis pozicionirebas axdens isto-
riuli, geografiuli, eTnikuri da ekono-
mikuri motivebis gamoyenebiT.

qveynis pozitiur imijs didi konkuren-
tuli upiratesoba aqvs, igi aris mniSvnelo-
vani meqanizmi saxelmwifo interesebis
dacvis, saerTaSoriso kavSirebis gafarToe-
bis da axali urTierTobebis damyarebis
procesSi. Zlier imijs SeuZlia gadamwyve-
ti rolis Sesruleba qveynis ekonomikur
da politikur keTildReobaSi.
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Summary

The article discuses country image formation features in the global environment, impact of branding on their
reputation, role of branding in the worldwide market in the positioning of the country. The article presents theoretical
concepts of place branding, represented key elements of national brand, functions and economic results, analyzed
national brand index, the country image identification functions, the authenticity criteria of the country and the
impact of positive image on the country’s competitive advantages.
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