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„bedniereba“reklamaSi

lia metreveli
stu-s profesori

elene kakabaZe
stu-s doqtoranti

reziume

statiaSi „bedniereba“ reklamaSi“ moce-

mulia erTgvari paraleli, zogierT zRapars, 

andazas da komerciuli reklamis agebule-

bas Soris, gansakuTrebiT rodesac saubaria 

im komerciuli reklamis tipebze, sadac mTa-

var rols „bedniereba“ TamaSobs. adamianebs 

„bednierebas“ aniWebs amaTu im produqtis an 

servisiT sargebloba da es „bedniereba“ ar 

aris mxolod  „kmayofileba“ da „TviTkmayo-

fileba“, is aRiarebuli, miRebuli da metic 

mowonebulia im sociumis mier, romelSis es 

adamiani da reklamis diskursi moRvaweoben. 

amasTan statiaSi ganxilulia reklamis sami 

ZiriTadi tipi gamoyofili xasiaTis, Sinaar-

sis mixedviT: komerciuli, socialuri da 

gardamavali. bednierebis adgili komerci-

uli reklamis diskursSi da urTierTzemoq-

medeba sazogadoebaze. 

sakvanZo sityvebi: „reklama“, „komunik-

acia“, „bednierebis cneba“, „sazogadoeba“, 

„brendis diskursi“, „reklamis tipebi“. 

 

Sesavali

„da cxovrobdnen didxans da bed-

nierad“,  an „Wiri iqa, lxini - aqa, qato 

iqa, fqvili - aqa“  swored am frazebiT 

mTavrdeba zRaprebis umetesoba. msoflios 

yvela ers uamravi andaza aqvs bedniereba-

ze, maT Soris qarTvelebsac, Tumca unda 

aRiniSnos, rom bevri maTgani Sinaarso-

brivad dadebiTi / negatiuris  - bedniere-

ba / ubedurebis monacvleobis proncipzea 

agebuli. magaliTad: bedniersa nu ggonia, 

mudmivia sikeTeo, vinZlo ara SegeSalos 

saqme gamoikeTeo. qarTul kulturaSi, 

aseve arsebobs msgavsi sistemis ramdenime 

crurwmenac, magaliTad  Tu bevrs vicineb, 

SeiZleba rame mewyinos da misTanebi.  „Wiri 

iqa, lxini - aqa, qato iqa, fqvili - aqa“,  

„da cxovrobdnen didxans da bednierad“, 

principi udevs safuZvlad uamrav reklam-

as (produqtis an servisis moxmarebamde da 

moxmarebis Semdeg diskursSi) , lxini, qato 

da bedniereba ra Tqma unda maTi SeZenis an 

moxmarebis Semdeg modis. 

ZiriTadi nawili 

bednierebis cneba, sakamod rTuli, 

bevri samecniero disciplinis Seswavlis 

obieqtia. bednierebis fenomens swavloben: 

fsiqologebi, filosofosebi, sociologe-

bi, anTropologebi da a.S. 

filosofosebi bednierebas antikuri 

periodidan moyolebuli dRemde swavloben 

(aristotele, seneka, avgustini, paskali, 

kanti, foierbaxi da a.S.). fsiqologiam bed-

nierebis fenomenis Seswavla XX saukunis 

dasawyisSi, biheviorizmis mimdinareobis 

farglebSi daiwyo (j.b. uotsoni). baxtinis 

mier iqna bednierebis, rogorc anTro-

pologiuri problemis Seswavla. ara erTi 

sociologis mier iqna, bednierebis, ro-

gorc adamianis emociis fenomenis Seswav-

la sazogadoebasTan mimarTebaSi. magaliT-

ad, iseTi mecnierebebis, rogorebic iyvnen: 

veberi, zimeli, parsonsi da sxv. 

“bednierebaa, roca is, rasac fiqrob, 

ambob da akeTeb, harmoniulad erwymis erT-

maneTs” -  ambobs mahaTma gandi.  ganmartebiT 

leqsikonSi bednierebis cneba, martivad 

aris aRwerili:  bedniereba es aris didi 

sixarulis, sruli kmayofilebis gancda.

amerikeli fsiqologebis mier moce-

mulia bednierebis gansxvavebuli gansaz-

Rvrebac: bedniereba aris ara is rac ada-

mians SeiZleba gadaxdes, aramed is, Tu ra 

interpretacias aZlevs is am movlenas. Se-

sabamisad bednierebis gancdasa da cnebaSi 

iWreba komunikaciis moTxovnileba da cne-

ba. reklama, rogorc viciT komunikaciis 

erT-erTi iaraRia. sainteresoa, ra roli 
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aqvs bednierebis fenomens, reklamaSi, ro-

gorc sakomunikacio subieqtSi da ra gav;e-

na aqvs reklamas, rogorc obieqts adami-

anebis mier bednierebis warmodgenaze? 

formis/arxis/matareblis mixedviT rek-

lamis bevri saxeobis CamoTvla SeiZleba: 

satelevizio, cifruli, radio, beWdvuri, 

gare reklama da a.S. 

Sinaarsis da miznis mixedviT reklamis, 

rogorc komunikaciis saSualebis sami Zir-

iTadi tipi SeiZleba gamovyoT: a) komerci-

uli xasiaTis matarebeli reklama. b) so-

cialuri xasiaTis matarebeli reklama da 

g) gardamali tipi, romelic komerciul 

miznebs emsaxureba, magram mkveTrad gamoxat-

uli socialuri xasiaTis matarebelia. 

reklamis gaxsenebisas, pirvel rigSi 

asociacia Cdeba komerciuli tipis rekla-

masTan. romlis komunikaciac pirvel rig-

Si produqtis dadebiTi kuTxiT gacnobas 

emsaxureba da pasuxobs kiTxvas, Tu ram-

denad kargia es produqti Cveni socialu-

ri cxovrebis ganxorcielebisTvis: gvimar-

tivebs cxovrebas, gvaniWebs siaomovnebas, 

Tu aucilebelia sociumSi warmatebisTvis 

an adamianis janmrTelobisTvis. amasTan, 

reklama rogorc wesi gadmoscems zRapris 

im jadosnur dasasruls „cxovrobdnen 

didxans da bednierad“, da mogviTxrobs so-

ciumisTvis sasurvel, saocnebo cxovrebaze. 

aqac isev daisev moqmedebs bednierebis anda-

zebis dixotomia: formula daaxloebiT ase 

gamoiyureba produqtis / servisis moxmare-

ba = bedniereba VS bednierebisgan daclili 

yofa produqtis / servisis gareSe. 

am dros reklamaSi SesaZloa gamovyoT 

ori tipis diskursi: erTi, romelic pro-

duqts / serviss aRwers (aqebs). am diskurs-

Si Sedis brendis identifikaciis sistema: 

vizualuri mxare, saxeli, logo, SefuT-

va da a.S. meore diskursi, romelic so-

ciokulturuli xasiaTis matarebelia. aq 

reklama informacias iZleva im socio-kul-

turul sferoze, socialur jgufze, Tu 

kulturul qcevebze (pattern), romlisTvi-

sac gasareklamebeli produqti aris gan-

kuTvnili, sadac am produqts mouwevs fun-

qcionireba. 

reklama - pirdapir Tu iribad iSviaTad 

Tu saubrobs mxolod produqtze / ser-

visze, rogorc wesi is gadmocems, rogor 

gabednierdeba adamiani am produqTan erTad: 

magaliTad, axali manqanis SeZena, TuCsacxi, 

kerZi, sagzuri Tu sxva.  ra Tqma unda bed-

nierebis modelebis gadmocema, mxolod 

saSualebaa imisaTvis, rom komerciulma 

reklamam Tavisi ZiriTadi sakomunikacio me-

siji gaaJReros - „SeiZine“, mouwodos adami-

anebs produqtis an servisis SeZenisken.

am mxriv gamonaklisia, reklamis meore 

tipi - socialuri reklama.  socialuri 

reklamis mizani Tavidanve aris dadebiTi 

socialuri anda kulturuli Zvrebis ga-

mowveva sociumSi. magaliTad socialuri 

reklamis kargi nimuSia - „Seikari Rvedis“ 

kampania saqarTveloSi. aqedanve Cans, rom 

droiT sivrceSi ganxilvis SemTxvevaSi, so-

cialuri reklamis sakomunikacio gzavnilis 

moqmedebis vada SesaZloa iyos an konkret-

uli socialuri proeqtis ganxorcielebis 

periodi an rogorc zogadad socialuri 

reklamis umravlesobis Sinaarsidan gamom-

dinareobs xolme, gaTvlili iyos sazoga-

doebis qcevis Secvlaze zogadad. magaliT-

ad qarTuli sociumis umetesobis Cvevad 

gadaqceuli da sociokulturaSi Canergili 

dadebiTi da sasargeblo  „Seikari Rvedis“ 

qceviTi stereotipi.  socialur reklamebs 

sul ufro metad ewodeba socialuri pro-

eqtebi, rac mis dadebiTi socialur cvli-

lebebis gamomwvev funqcias kidev ufro me-

tad usvams xazs.  

gardamavali tipis reklama. rogorc 

ukve aRvniSneT, am tipis reklamis mizani 

komerciuliTa, Tumca mkveTrad socialu-

ri diskursiT gamoirCeva da Sesabamisad, 

SeiZleba iTqvas ori kurdRlis madevaria. 

erTi ram cxadia, am tipis reklama, xSir 

SemTxvevaSi uCveulo da efeqturia. amis 

kargi magaliTia United Colors of Benetton-is 
sareklamo kampania, romlis inspiracia fo-

toxelovanis, olovero toskanis fotoe-

bia. daaxloebiT 1980 Sua wlebidan brendi 

faqtobrivad aRar iyenebs sareklamod saku-

Tar produqcias da iSviaTad mimarTavs momx-

mareblebis saxeebs. Tumca fotoebiT, Tavis 

lia metreveli, elene kakabaZe
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sareklamo kampaniebSi United Colors of Benetton -is 
sul ufro xSirad exmaureba Tanamedrobeo-

bis iseT problemebs, rogoricaa: rasizmi, 

socialuri uTanasworoba, ltolvilebi, 

omis msxverpli adamianebi da a.S. 

komerciuli reklamis tips, rom 

davubrundeT, rogorc wesi, am tipis rekla-

maSi apelireba xdeba bednierebis emociur 

mdgomareobasTan. amgvari sociolulturu-

li diskursi Semdegi saxisaa:  reklamaSi 

SeTavazebuli produqti / servisi adamians 

mianiWebs bednierebis gancdas Tanac ise, 

rom es gancda da gancdis mizezi miRebu-

li, aRiarebuli da mowonebulia im socium-

is mier, romelSic adamiani cxovrobs. amiT 

TviTon am produqtis momxmarebeli adami-

ani iZens sociumis dadebiTi gmiris imijs. 

aseTi gmiris (bednieri adamianis) zo-

gadi tipi Semdegi niSnebiT xasiaTdeba: 

eqstraverti, qarizmatuli, komunikabelu-

ri, momRimari, optimisti, Riaa samyaros-

Tan da sixaruls aniWebs cxovrebis mcire 

saCuqrebi, harmoniaSia sakuTar TavTan, 

Tavdajerebulia. produqtis an servisis 

SeZenisas, is bevr uxvad gamoxatavs dadeb-

iT emociebs, rac mas kidev ufro metad 

abednierebs. swored amitom xdeba xolme 

xSirad reklama produqti/servisa „mde“ da 

„Semdeg“ diskursis matarebeli. „Semdeg“ 

xSir SemTxvevaSi imdenad STambeWdavia, 

rom xSirad gvaxsenebs zRapris dasasruls 

„cxovrobdnen didxans da bednierad“ an 

„Wiri iqa, lxini - aqa (bednierebis SegrZne-

ba mas Semdeg, rac produqti an momsaxu-

reoba gvaqvs), qato iqa, fqvili - aqa (pro-

duqti gvaqvs)“. 

radikalurad da calsxad am tipis 

diskurss iyeneben ukve cnobili brende-

bi, romlebsac aRar WirdebaT momxmareb-

els mouyven produqtis Tvisebebis anda 

funqciebis Sesaxeb, brendebi romlis pro-

duqtic momxmarebelma ukve Zalian kargad 

icis. aseT dros adgils mxolod emocia 

ikavebs. amis kargi magaliTia Pepsi -s an Co-
ca-Cola -s sareklamo kampaniebi. saintereso 

sareklamo kampania qonda Coca-Cola -s, rode-
sac erT-erTi kolejis teritoriaze misi 

savaWro avtomatebi „bednierebis manqanebad“ 

gadaiqcnen da erTis magivrad ramdenime 

Coca-Cola-s, yvavilebs, saCuqrebs urigebdnen 

avtomatis mosargebleebs.   singapurSi ms-

gavsi avtomatebi mxolod Caxutebis Semdeg 

muSaobdnen. belgiaSi ki mxolod cekvac 

sakmarisi iyo. aseTi videoebis, virusuli 

gavrcelebis Semdeg, Coca-Cola -s am videoma 
YouTube - ze imdeni naxva qonda, rom bren-
dis dadebiTma gamoxmaurebam socialur me-

diaSi xuTjer gaizarda.

daskvna 

yvelaferi axali, kargad daviwyebuli 

Zvelia. adamianis ZiriTadi swrafa, gani-

cados bedniereba iseTive Zvelia, rogorc 

TviTon adamiani. rogorc filosofose-

bi da sociologebi miiCneven, swored es 

aris kacobriobis progresis erT-erTi ma-

moZravebeli Zala. swored bednierebaze 

apelirebs umetes SemTxvevaSi sareklamo 

kampaniebis diskursi. marTalia, reklama-

Si bednierebis gancdis gazomva ar xdeba 

individualur doneze, utopiuri iqneboda 

iseTi reklamis Seqmna, romelic erTeul 

adamianze iqneboda gaTvlili. Tumca aq 

SegviZlia davuSvaT ori mimarTuleba: a) 

erTi is, rom nebismieri adamiani, rogorc 

„socialurli cxoveli“, cxovrobs sazoga-

doebaSi da garkveuli sociumis stereoti-

pebis, qcebebis, Rirebulebebis, kulturis 

matarebelia, aqve unda aRvniSnoT rekla-

mis da komunikaciis specialistebis mier 

reklamis obieqtebis dayofa sxvadasxva 

samizne auditoriebad da konkretul so-

ciokulturul jgufs miekuTvneba da b) 

meore zogadsakacobrio saerTo Rirebule-

bebi. xSir SemTxvevaSi, brendebi, romlebic 

ukve wlebia moRvaweoeben da ar WirdebaT 

mosaxleobisTvis maTi produqtis an servi-

sis maxasiaTeblebis da funqciebis gacno-

bas, mxolod da calsaxad emociur rekla-

mas gvTavazoben, sadac mTavar rols ra 

Tqma unda bednierebis gancda asrulebs. 

magaliTad SegviZlia moviyvanoT Coca-Cola 
-s, Pepsi-s, Nike -s da sxva Zalian bevri cno-

bili brendis sareklamo kampanebi.  
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“Happiness” in advertising

Lia metreveli, professor of GTU
Elene Kakabadze, PhD student of GTU

Summary

Article shows that there might be some links between tales, aphorisms and commercials, mostly in is such 
commercials where emotion leads and plays the main role. It’s not a secret at all that “Happiness” is the main 
illusion that advertising shows to their consumers. Commercials tell us that if we’ll get their product or ser-
vice, we’ll get happiness, satisfaction, confident and social recognition. Article tell us about three main types 
of advertising: commercial, social and advertising with commercial purposes but social discourse. The role of 
happiness in commercial advertising and how this might influence on society and vice versa.

Tags: commercials, communications, happiness, society, discourse, types of advertising. 
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