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reziume

marketinguli kvlevebis Tanaxmad, sava-
Wro obieqtSi Sesuli myidvelebis or mes-
ameds Camoyalibebuli warmodgena ar gaaC-
nia Tu konkretulad risi yidva surs da
gadawyvetilebas mxolod Taroze mimzid-
velad ganlagebuli saqonlis danaxvis
Semdeg iRebs. sworad ganTavsebuli nawarmi
momxmareblis mizidvis erT-erTi efeqturi
instrumentia. samomxmareblo qcevas, saca-
lo vaWrobis obieqtebSi garkveulwilad
gansazRvravs supermarketis Siga dizain-
idan gamomdinare Taroebis ganlagebis
traeqtoria da maTze saqonlis ganTavseba
- e.w. merCendaizingi, romelic gulisxmobs
savaWro obieqtze saqonlis specifiur gan-
lagebas da moTxovnilebis stimulirebis
mizniT sareklamo-informaciuli masaleb-
is gamoyenebas. merCendaizingi saTaves pirve-
li movaWreebisa da maRaziebis gamoCeni-
sTanave iRebs. Tumca pirvelad, wina sauku-
nis 50-60-ian wlebSi, dainerga amerikaSi.
arsebobs praqtikuli da vizualuri mer-
Cendaizingi. praqtikuls ZiriTadad super-
markatebSi mimarTaven, vizualurs ki tansac-
mlis, suvenirebis, aqsesuarebisa da saiuvi-
lero marketebSi. statiaSi gaanalizebu-
lia momxmarebelTa gadawyvetilebaze moq-
medi faqtorebi, merCendaizingis amocanebi
da ZiriTadi principebi. efeqturi merCen-
daizingi zrdis rogorc gayidvebis mocu-
lobas, ise kompaniisa da konkretuli
savaWro obiqtis imijs.
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sworad ganTavsebuli produqcia momxma-
reblis mizidvis erT-erTi mTavari da efeq-
turi instrumentia. marketologebis mier
Catarebuli sxvadasxva kvlevebis Tanaxmad,
maRaziaSi Sesuli myidvelebis or mesameds
mtkice warmodgena ar gaaCnia imasTan dakav-
SirebiT, konkretulad risi yidva surs da
gadawyvetilebas mxolod Taroze mimzid-
velad ganlagebuli produqciis danaxvis
Semdeg iRebs. amitom sworad ganTavsebuli
produqcia momxmareblis mizidvis erT-erTi
mTavari da efeqturi instrumentia. samomx-
mareblo qcevas, sacalo vaWrobis obieqtebSi,
garkveulwilad gansazRvravs maRaziis Sida,
Taroebis ganlagebis traeqtoria da Taroze
saqonlis ganTavseba - e.w. merCendaizingi,
romelic gulisxmobs savaWro obieqtze
saqonlis specifiur ganlagebas da moTx-
ovnilebis stimulirebis mizniT sarekla-
mo - informaciuli masalebis gamoyenebas
gayidvebis moculobis gazrdis mizniT. misi
mizania gaxados saqoneli SesamCnevi da
mimzidveli myidvelisTvis da moqmedebs
maSin, roca myidveli iRebs gadawyvetile-
bas saqolis SeZenaze.1

merCendaizingis amocanebia:2

· efeqturad warmoadginos saqoneli
savaWro darbazSi

· gauadvilos momxmarebels saqonlis
arCeva

· uzrunvelyos momxmarebeli saWiro
informaciiT

· moipovos konkurentuli upirateso-
ba sxva supermarketebTan mimarTebiT.

· gazardos maRaziaSi momxmarebleb-
is yofnis dro, loialuri momxmareblebis
raodenoba, momxmareblis mier Sesyidvebis

1 gogolauri, n.. konsultant-gamyidveli. Tbilisi: ssip - ganaTlebis xarisxis ganviTarebis erovnuli
centri, 2015;
2 ZnelaZe n.  merCendaizingis principebi, poberpointis prezentacia,  2012, gv. 39.
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raodenoba, saSualo Cekis Tanxa da gayid-
vebi.

· moaxdinos savaWro obieqtebis gafo-
rmeba da Taroebze produqciis gamoyofa

· uzrulvelyos oficialuri marageb-
is Seqmna da marTva.

· uzrunvelyos prioritetuli produ-
qciis gansazRvra da asortimrnis segmen-
tireba.

imisaTvis, rom moxdes obieqtebis swori
ganlageba, mniSvnelovania sasaqonlo mara-
gebi iyos Sevsebuli, produqciis asortime-
nti dabalansirebulad warmodgenili, saw-
yobSic da Taroze sakmarisi naSTi ganTavse-
buli da raRa Tqma unda mkacrad kon-
troldebodes Senaxvis vadebi.

swori merCendaizingis principi gulisx-
mobs erTi saxeobis produqciis oftimalu-
ri raodenoba iyos warmodgenili Taroze,
savaWro obieqti Tavazobdes momxmarebels
aqtualur fasdaklebebs, maRaziaSi ganTavse-
buli iyos e. w. yidvis mastimulirebeli
masalebi, navigaciuri informacia sivrceSi
Sesabamisad ganlagebuli.

garda produqciis sworad ganlagebisa,
merCendaizingi maRaziaSi mimzidveli atmos-
feros Seqmnas, fasebis sworad ganTavsebas
da iseTi asortimentis SerCevas gulisxm-
obs, romelic yvelaze metad upasuxebs momx-
marebelTa moTxovnebs. merCendaizingis erT-
erTi mniSvnelovani moTxovna maRaziaSi
produqciis ise gamofenaa, rom momxmarebe-
li “aiZuloT”, rac SeiZleba didxans darC-
es maRaziaSi da damoukideblad, praqtiku-
lad gamyidvelis gareSe SeZlos arCevanis
gakeTeba. sisufTave da wesrigi savaWro dar-
bazSi saTanado ganaTebiT da temperatu-
riT, is aucilebeli winapirobebia savaWro
obieqtebisTvis, romelic misul momxmareb-
els Seuqmnis komfortul garemos. momxma-
reblis qcevis ukeT prognozirebisTvis mni-
Svnelovania vicodeT, rom:3

· 40-70% gadawyvetilebebi saqonlis
SeZenaze ar igegmeba winaswar, es gadaw-
yvetilebebi miiReba spontanurad.

· 70-80% momxmarebeli gadawyvetile-
bas, ama Tu im saqonlis SeZenaze iRebs uSu-
alod gayidvis wertilSi.

· 67% momxmarebeli upiratesobas ani-

Webs saqonels, romelsac mkveTrad gamoxat-
uli fasi aqvs an sareklamo masaliTaa
gamoyofili.

· momxmareblebi, saSualod 25%-iT met
Tanxas xarjaven maRaziaSi, sadac merCen-
daizigis principebi daculia.

· supermarketSi 90% myidvelebisa 2
wT-ze mets ar xarjaven 1 metri seqciis
daTvalierebaze.

marketologebis gancxadebiT, efeqturi
merCendaizingi zrdis ara mxolod gayid-
vebs, aramed kompaniisa Tu konkretuli
savaWro obiqtis imijsac. ,,umTavresi kri-
teriumi, romliTac produqciis ganlagebi-
sas vxelmZRvanelobT, momxmareblisTvis
arCevanis maqsimalurad gamartiveba da
supermarketSi orientaciaa. aucilebelia
sasaqonlo kategoriebi logikurad iyos
dajgufebuli. Tvisobrivad erTnairi produ-
qtebis ganlageba erTad unda xdebodes da
sasurvelia, iqve iyos warmodgenili maTi
Tanaproduqtebic. magaliTad: ludi da Cip-
si, sneki; sosisi da mdogvi da sxva”, - ga-
nacxada ,,nikoras” warmomadgenelma.4

merCendaizingis principebis gamoyenebiT,
savaWro obieqtebis gayidvebis minimum 35%-
iani zrda garantirebulia.

kvalificiuri merCendaizingis gamoy-
enebisas - produqcia TviTon yidis Tavis
Tavs. aRniSnuli efeqti miiRweva, produ-
qciis da momxmarebels Soris - komunikaci-
iT, anu, im vizualuri informaciiT, romel-
sac gadascems momxmarebels produqti. amas
hqvia - produqciis „pozicionirebis efeq-
ti”.

produqciis „pozicionirebisas” mniS-
vnelovania sami ZiriTadi faqtori5:

· yuradRebis miqceva;
· interesis gaCena;
· yidvis survilis warmoqmna;
yvelaferi es miiRweva:
· planogramaSi warmodgenili produ-

qciis e. w. „Facing”-iT, anu produqcia unda
iyos warmodgenili momxmarebelTan mimar-
TebaSi - „saxiT”;

· e. w. POS - sareklamo masalebis gamoy-
enebiT;

· savaWro farTobebis sworad datvi-
rTviT;

3 ZnelaZe n. merCendaizingis principebi, poberpointis prezentacia, 2012,  gv. 39.
4 https://bpn.ge/biznesi/6597-produqciis-ganthavsebis-tsesebi-supermarketshi.html?lang=ka-GE
5  http://merchsales.blogspot.com/
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· produqciis kategoriebis SexamebiT;
arsebobs kvalificiuri merCendaizing-

is zogadi principebi da standartebi, ris
safuZvelzec xdeba konkretuli „marketis”,
an produqciis saxeobis, specifikis gaTval-
iswinebiT e.w. Merchandising – Book-is SemuSave-
ba (merCendaizingis konkretuli standart-
ebis gamoyenebis instruqcia-saxelmZRvane-
lo).

aqve unda iTqvas, rom dRes arsebuli
„safirmo” savaWro qselebis gaxsnisas,
rogorc wesi, mTavari ucxouri savaWro
brendi agzavnis merCendaizingis gamoyeneb-
is standartebs, romelsac aq iyeneben, ma-
gram droTa ganmavlobaSi, qarTuli speci-
fikis zemoqmedebis Sedegad, aRniSnuli
standartebi iTxoven koreqtirebas da sab-
oloo jamSi  kardinalur cvlilebebs.

momxmerebelTa gadawyvetilebaze mo-
qmedebas axdenen uamravi faqtorebi da maT
Soris:6

· aris Tu ara, warmodgenili produq-
ti momxmarebelTan - „saxiT”;

· rogoria savaWro Taroze, produqci-
is „Sevsebis” done;

· savaWro sivrcis, romel nawilSi aris
produqcia ganlagebuli;

· rogoria savaWro darbazis ganaTeba;
· Cans, Tu ara mkafiod fasebi;
· aris Tu ara, produqciis Tanxve-

dri POS-masalebi;
 merCendaizingis xarisxze, pirvel rig-

Si unda zrunavdes savaWro obieqtic da
 distributoric.

 unda aRiniSnos, rom savaWro farTobe-
bis, produqciis kategoriebiT datvirTva,
anu, Tu ra saxis produqti ra savaWro far-
Tobs unda ikavebdes - esec Sedis merCendai-
zingis amocanebSi, imdenad, ramdenadac pro-
duqciis kategoriebis mixedviT, optimalu-
rad datvirTuli savaWro farTobebi aris
mzardi gayidvebis mniSvnelovani winapiro-
ba. saerTo jamSi, kvalificiuri merCendaiz-
ingi iTvaliswinebs safuZvliani analizis
Catarebas, rogorc produqciis gayidvasTan
(sxva da sxva WrilSi) mimarTebiT ise mo-
mxmerebelTa qcevasTan dakavSirebiT.

merCendaizingis istoria saTaves pirve-
li movaWreebisa da maRaziebis gamoCeni-
sTanave iRebs. Tumca, oficialurad merCen-
daizingi pirvelad gasuli saukunis 50-60-
ian wlebSi dainerga amerikaSi. arsebobs
ramdenime saxis merCendaizingi - praqtiku-
li da vizualuri. praqtikul merCendaiz-
ings ZiriTadad supermarkatebSi mimarTaven,
vizualurss ki tansacmlis, suvenirebis,
aqsesuarebisa da saiuvilero maRaziebSi.
vizualuri merCendaizingis mTavari funq-
ciaa, mimzidveli da sasiamovno procesi
gaxados tansacmlisa da aqsesuarebis Ser-
Ceva momxmareblisTvis. 

 merCendaizingSi produqciis ganTavse-
bis uamravi niuansi arsebobs, Tumca rac
yvelaze mniSvnelovania, es aris Tvisobri-
vad erTi kategoriis produqciis Tanmim-
devrulad ganlageba. amas garda, arsebobs
Taros klasifikaciis mcneba da Sesabamis-
ad, ganTavsebis adgili gansazRvravs produ-
qciis gayidvebis odenobas. 

 mudmivad izrdeba savaWro obieqtebSi
Taroebze sivrcis moTxovna, rac qmnis obi-
eqtebSi Taroebis naklebobas.7 rogorc
Corstjens and Corstjens aRweren TavianT gavle-
nian wignSi “Store wars”,8 bolo aTwleulis
ganmavlobaSi mwarmoeblebi cdiloben dai-
kavon mowinave adgilebi obieqtebis daxle-
bze da Sesabamisad momxmareblis cnobiere-
baSi, paralelurad sacalod movaWreebi cdi-
loben rac SeiZleba meti savaWro zona da
Taro gamouyon mwarmebel kompaniebs.9 Sede-
gad, sacalo movaWreebi axali meTodebis
daxmarebiT cdiloben Zlieri zegavlena iqo-
nion adamianebis yidvis Cvevebze da ubiZ-
gon maT SeiZinon ufro meti.10

momxmareblis gadawyvetilebaze xSir
SemTxvevaSi moqmedebs sasaqonlo ganlage-
ba. am Temis irgvliv SevexebiT horizonta-
lur da vertikalur ganlagebas. Taroebze
produqciis vertikaluri an horizontaluri
poziciionireba momxmarebels uqmnis STabe-
Wdilebas saqonelis xarisxisa da fasebis
Sesaxeb.

vertikaluri pozicionireba gulisxmobs
produqciis ganlagebas fasis da xarisxis

6 http://merchsales.blogspot.com/
7  Lusch, Dunne, and Gebhart,  Selling Environment. Retail Marketing, Second Edition part 4.1993 pp. 52-74.
8 Corstjens J. and Corstjens M. Store wars, the batttle for mid-space and shelfspace. Chichhester Wiley, 1995; pp. 84-90.
9 Corstjens J. and Corstjens M.. Store wars, the batttle for mid-space and shelfspace. Chichhester Wiley, 1995; pp. 84-90.
10 Lusch, Dunne, and Gebhart,  Selling Environment. Retail Marketing, Second Edition part 4. 1993 pp. 75-84.
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gaTvaliswinebiT zemodan qvemoT, maRalfa-
siani produqciis zeda Taroze ganTavseb-
iT. horizontaluri pozicionireba gulisx-
mobs produqciis marcxnidan marjvniv gan-
lagebas, sadac ZviradRirebuli saqoneli
ganTavsebulia Taros marjvena kuTxeSi. pro-
duqcia romelic devs Taros centrSi aRiqme-
ba momxmareblis mxridan, rogorc saSualo
fasisa da xarisxis mqone produqtad11.

vertikaluri ganlageba uzrunvelyofs:
· swraf orientirebas savaWro darba-

zSi da aadvilebs saqonlis arCevas sxva-
dasxva simaRlis momxmareblsTvis.

· ayovnebs momxmareblebis moZraobas,
radgan mxedvelobis gadatana marcxnidan
marjvniv ufro advilia, vidre zemodan qve-
moT.

· uzrunvelyofs zomiT mcire saqone-
lis ganlagebas zeda, didi zomisas qveda
Taroze.

· iafiani saqonlis ganlagdebas qveda
Taroze.

Valenzuela & Raghubir12 mier mowodebul in-
formaciaze dayrdnobiT, momxamreblebs
gacnobierebuli aqvT vertikaluri pozici-
onirebis efeqti. maT ician, rom produqcia
ganlagebulia Taroze maRali xarisxisa
da fasis mixedviT principiT zemodan qvem-
oT. meore mxriv momxmarebelni ar arian
gacnobierebulni Taros horizontaluri ga-
nlagebis gavlenaze maTi gadawyvetilebis
miRebasTan mimarTebaSi. Sesabamisad Taros
vertikaluri ganlagebis efeqti metia arCe-
vanis gakeTebisas horizontalur ganlage-
basTan mimarTebiT, romelic gayidvebis
ricxvs zrdis 40%-iT, roca horizontaluri
poziciionireba mxolod 15%-iT.13

kvlevebze dayrdnobiT SegviZlia vTqv-

aT, rom momxmareblis arCevans saqonelis
fasTan da xarisxTan mimarTebaSi xSirad
ganapirobebs Taroze misi ganlageba vizua-
luri momxmibvleloba da popularoba14.
Forlwell & Moberg15 statiis mixedviT produq-
cia, romelic ganlagebulia Tvalisa da
xelis simaRleze, ufro meti Sansi aqvT
iyvnen arCeulni momxmareblis mier. igive
SeiZleba iTqvas centralur pozicionire-
bazec. horizontalur rigis centralur na-
wilSi ganlagebuli produqcia yvelaze xSi-
rad arCevadia momxmareblis mxridan rad-
gan aRiqmeba yvelaze moTxovnad wertilad.16

supermarketebSi centraluri Taros po-
pularoba imiTac SeiZleba iyos axsnili,
rom momxmarebeli Tvlis rom Taros am
nawilSi ganTavsebuli produqcia ufro axa-
lia danarCenebTan SedarebiT.17 aRniSnul
statiaSi aseve miTiTebulia, rom mocemu-
li 40 saqonelidan momxamrebelma 37-ze
gaakeTa arCevani im mizeziT, rom isini Ta-
ros centralur nawilSi iyvnen ganTavse-
bulni, Sesabamisad Taros kideebidan produ-
qciis arCevisgan Tavi Seikaves. kidev erT
mizezs, romelsac asaxelebs statiis avto-
ri aris is, rom momxmarbeli centraluri
Tarodan saqonelis arCevisas naklebad fiq-
robs. momxmareblebi yidvis gadawyvetilebas
iReben emociebis an gonebis safuZvelze.
supermarketebSi myidvelis qcevaze Catare-
buli kvlevebze dayrdnobi maTi umetesi
nawili arCevans axdens swrafad, mciredi
Ziebisa da fasis Sedarebis sauZvelze.18 Se-
sabamisad, momxmareblebi, romlebic cen-
traluri Tarodan irCeven produqts, aRiq-
vamen maT ufro axlad da zedmeti Zalisx-
mevis da fiqris gareSe iReben yidvis gada-
wyvetilebas.

11 Valenzuela A. & Raghubir P. Are Top-bottom inferences concious and left-rigt inferences automatic? Implicaations for shelf space.
Journal of Business Research #3 2009, pp. 12-24.
12 Valenzuela A.Raghubir P. Are Top-bottom inferences concious and left-rigt inferences automatic? Implicaations for shelf space.
Journal of Business Research #3 2009, pp. 12-24.
13  Valenzuela A.; Raghubir P.; Mitakakis C. Shelf Space Schemas: Myth or Reality? Journal of Business Research #14;  2012. pp.12-21.
14 Valenzuela A.Raghubir P. Are Top-bottom inferences concious and left-rigt inferences automatic? Implicaations for shelf space.
Journal of Business Research #3 2009, pp. 12-24.
15 Folwell, R. J. Factors in Retail shelf manamgnent impacting wine sales . Journal of  Agribusiness, 9(6), 1995; 595-603.
16 Valenzuela A.; Raghubir P.; Mitakakis C. Shelf Space Schemas: Myth or Reality? Journal of Business Research #14;  2012.  pp. 12-21.
17 Christenfield, N. Choices from identical opinions. Psychological Science 1995, pp. 50-55.
18 Dickson, P.R. and Sawyer A.G.The price knowladge and search of supermarket shoppers. Journal of Marketing, 1990, pp: 42-53.
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Summary

According to marketing research, two thirds of the buyers have no idea what they want to buy and they make
decision only after seeing the goods that are attractive on the shelf. Properly placed products are one of the most
effective means of attracting customers. Consumer behavior, retail outlets, somewhat determines the trajectory of
the shelves based on the interior design of the supermarket and the placement of goods on them. Merchandising
which implies the specific shelf layout in supermarkets, the use of advertising and information materials to stimu-
late demand. Merchandising starts from the first appearance of traders and shops in the market. For the first time,
it was founded in America, in 50-60’s of the last century. There is practical and visual merchandising. Practical is
primarily used in supermarkets, visual merchandising in clothes, souvenirs, accessories and jewelry markets. The
article analyzes the factors affecting decision-making, merchandising tasks and basic principles. Effective Mer-
chandising increases both the volume of sales as well as the image of the company and the specific trade object.


