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reziume

naSromSi gaanalizebulia marketingul 

komunikaciebi, rogorc bazris, saqonlisa 

da momsaxurebebis Sesaxeb informaciis 

Segrovebisa da wardgenisa da   savaWro 

molaparakebebis warmoebisa da gayidvebis 

organizaciis saSualebebi. ganxilulia 

marketinguli komunikaciebis kompleqsis 

elementebis ZiriTadi maxasiaTeblebi.

sakvanZo sityvebi:  komunikacia,  mar­

ketinguli komunikaciebis kompleqsi, orga­

nizaciis strategia, analizi.

Sesavali

marketinguli komunikaciebi warmoad­
gens Tanamedrove samyaroSi masobrivi komu­
nikaciis gansakuTrebul formas.  marketin­
guli komunikaciebis miznebia: organizaciis 
marketinguli politikis socialur-ekono­
mikuri amocanebis realizacia; bazarze 
saqonlisa da momsaxurebebis gatana da 
promouSeni; „socialuri moTxovnis“ Se­
qmna axal saqonelsa da momsaxurebebze 
da maTze moTxovnis Seswavla; samewarmeo 
wreebis, sazogadoebriv-politikuri da sam­
Tavrobo istitutebis saqmianobis Sesaxeb 

obieqturi informirebis uzrunvelyofa.
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stu doqtoranti

marketinguli komunikaciebis 

sistemis cneba da arsi

komunikacia da marketinguli komu-
nikaciebi

cneba „komunikacia“ sakmaod rTuli 

struqturisaa da moicavs minimum oTx Zir­

iTad elements: komunikators, komunikants, 

komunikaciis arxsa da Setyobinebas. nebi­

smieri komunikaciis mizans warmoadgens 

komunikatoris mier komunikantisTvis ax­

ali codnis gadacema mis Sexedulebebze, 

ganawesebsa da qcevaze gavlenis moxdenis 

mizniT.

marketingul komunikaciebs miekuTvneba 

bazris, saqonlisa da momsaxurebebis Sesax­

eb informaciis Segrovebisa da wardgenis 

saSualebebi da procesebi, savaWro molapa­

rakebebis warmoebisa da gayidvebis organi­

zaciis saSualebebi.

komunikaciis procesis modeli. f. kot­
leris1 mier SemuSavebuli da Cvens mier 

modernizebuli komunikaciis procesis 

klasikuri modeli warmodgenilia nax.1.

naxazi 1. komunikaciis procesis modeli

Котлер Ф., Армстронг Г., Сондерс Дж., Вонг В. Основы маркетинга - М, СПб.,  Издат. Дом "Вильямс" 2000. - 944 с.
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wyaro: Sedgenilia avtoris mier 
	y aRniSnuli modelis Sesabamisad, saW­

iroa Semdegi moqmedebebis ganxor­

cieleba:

	y Tvisebrivi maxasiaTeblebis gamovle­

na da miznobrivi auditoriis raode­

nobis gansazRvra;

	y sasurveli sapasuxo reaqciis gan­

sazRvra (m.S. raodenobrivi gamoxat­

ulebiT);

	y mimarTvis SerCeva (informaciis Si­

naarsi da xasiaTi, sareklamo argu­

mentebi);

	y informaciis wardgenis reJimisa da 

formis mimarT moTxovnebis gan­

sazRvra da maTi Sedareba infor­

maciis gavrcelebis misawvdomi 

saSualebebis Tvisebebsa da Sesa­

ZleblobebTan;

	y informaciis gavrcelebis saSuale­

bebis (K1, …, Kn) arCeva;

	y ukukavSiris arxebiT miRebuli in­

formaciis Segroveba da analizi, ko­

munikaciuri RonisZiebebis efeqtiano­

bis Sefaseba. 

tradiciulad, marketinguli komunika­

ciebis kompleqsSi Sedis:

	y reklama - mkacrad gansazRvruli dam­

kveTis mier ideebis, saqonlisa da mom­

saxurebebis arapirovnuli wardgeni­

sa da promouSenis nebismieri forma 

(amerikis marketinguli asociaciis 

ganmarteba);

	y pirdapiri gayidvebi - saqonlis zepi­

ri wardgena erT an ramdenime poten­

ciur myidvelTan saubris procesSi, 

misi Semdgomi gayidvis mizniT.

f. kotleri komunikaciebis kompleqss 

aseve miakuTvnebs gasaRebis stimulire­

bas - moklevadian mastimulirebel zo­

mebs saqonlis an momsaxurebis SeZenis 

an gayidvis waxalisebisTvis. komunika­

ciebis mniSvnelovan saSualebebs war­

moadgens savaWro-sareklamo literatu­

ra da sareklamo-sainformacio masalebi 

presisTvis (magaliTad, presrelizebi), 

konkursebi da premiebi masze, CaTvlis 

talonebi, kuponebi. Cven migvaCnia, rom 

ufro farTo gagebiT, amasve miekuTvneba 

praqtikulad yvvela elementi, romelsac 

SeuZlia raime saxis arsebiTi informaci­

is mowodeba produqciis, aseve Tavad or­

ganizaciis strategiisa da politikis 

Sesaxeb.

ganvixiloT marketinguli komunika­

ciebis kompleqsis elementebis ZiriTadi 

maxasiaTeblebi:

marketinguli komunikaciebis sistemis 

mniSvnelovan rgols warmoadgens rekla­

ma. reklamis mTavar funqciad ucxour 

literaturaSi gansazRvrulia myidve­

lis informireba, romelic astimulirebas 

moTxovnas konkretul saqonelsa da mom­

saxurebebze. nebismieri reklama unda gav­

igoT rogorc komunikacia, xolo momxmare­

blis an saqmiani partnioris informirebis 

funqcia gayidvis stimulirebis mizniT - 

reklamis mTavari funqciaa. reklamis fun­

qcias aseve warmoadgens gasaRebis jaWvebis, 

anu mwarmoeblidan an sabiTumo momwode­

blidan wvril biTumad, xolo Semdeg saca­

lo vaWrobaSi saqonlis da momsaxurebebis 

gadaadgilebis sistemebis ageba. bazarze 

gasvlisas, mewarmeebi iZulebuli arian 

eZebon erTmaneTi reklamis, ufro sworad, 

masmediaSi gakeTebuli gancxadebebis meS­

veobiT. 

	y pirdapiri gayidvebsa da gasaRebis 

stimulirebas udidesi potenciali 

gaaCnia bazarze da igi jerjerobiT 

praqtikulad ar aris gamoyenebuli. 

mxolod 1996-1997  wlebSi gaacnobi­

eres sawarmoebma maTi upiratesobebi  

bazarze saqonlisa da momsaxurebebis 

promouSenisas.
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pirdapiri marketingi perspeqtiulia, 

pirvel rigSi, maRalSemosavlian mizno­

briv auditoriasa da elitur momsax­

urebebze orientaciisas. gayidvebis pro­

mouSens (an gasaRebis stimulirebas) 

potenciuri efeqti gaaCnia saqarTvelo­

Si mTeli rigi fsiqologiuri mizeze­

bis gamo - gayidvebis gadatana TamaSis 

formaSi, konkursebi, viqtorinebi, testebi 

da gasaRebis stimulirebis sxva msgavsi 

formebi qmediTia saqarTvelos mosaxle­

obis xasiaTis erovnuli Taviseburebebis 

gamo, romlebic sruladaa asaxuli XIX 

saukunis dasasrulisa da XX saukunis 

dasawyisis filosofiis mier.  Tumca, mo­

gebas gamodevnebuli sawarmoebi da orga­

nizaciebi yovelTvis rodi icaven moral­

isa da zneobis kanonebs. amitomac Cven 

migvaCnia, rom gayidvebis promouSenisa da 

pirdapiri marketingis meTodebis gamoy­

eneba saqarTveloSi moiTxovs garkveuli 

sakanonmdeblo SezRudvebis SemuSavebas 

dasavleT evropis qveynebis magaliTis­

amebr.

„fabliq rileiSenz“ - es aris kerZo 

interesebisa da sazogadoebrivi sikeTee­

bis urTierTSeTanxmebis miRwevis procesi. 

misi mizania „konsensusis inJineringi“ anu 

urTierTgagebis miRweva. konsensusis Te­

oriis Sesabamisad, „fabliq rileiSenzs“, 

avtoris azriT, gaaCnia ori funqcia: sazo­

gadoebis informireba; sazogadoebis dar­

wmunebis xelSewyoba; maT warmodgenebze 

gavlenis moxdena.

qarTul enaSi mocemuli terminis ek­

vivalentTan yvelaze axlos dgas „sazo­

gadoebrivi komunikaciebi“.  Tavis mxriv, 

sazogadoebrivi komunikaciebi unda davyoT 

korporaciul (komerciul) da politikur 

komunikaciebad. sxvadasxva kvlevebSi gaana­

lizebuli sazogadoebrivi komunikaciebis 

statistika adasturebs Semdeg kanonzom­

ierebas: rac ufro metad aris damokidebu­

li biznesi an politika sazogadoebriv 

azrze, miT ufro metia dasabandebeli 

sazogadoebrivi komunikaciebis sferoSi.

avtoris azriT, sazogadoebrivi komu­

nikaciebi dakavebulia sawarmoTa xelmZR­

vanelebis mosazrebebisa da Sexedulebebis 

integrirebiT sazogadoebis Sexedule­

bebTan da, piriqiT. Tanamedrove sazogadoe­

baSi mimdinare mudmivi cvlilebebi maRal 

moTxovnebs uyenebs msxvil dawesebule­

bebs politikuri, ekonomikuri da social­

uri kuTxiT. fizikur pirebs uWirT orien­

tireba mudmivad cvalebad  gare garemoSi. 

sazogadoebrivi komunikaciebis erT-erTi 

amocana, Cveni azriT, aris calkeuli su­

bieqtebisTvis daxmarebis gaweva sazoga­

doebaSi orientirebaSi, swori informaciis 

miRebasa da sakuTari Sexedulebebis Camoy­

alibebaSi.

daskvna

erT-erTi winaaRmdegobrivi momenti 

gamoyofil marketinguli komunikaciebis 

kompleqsSi Semaval elementebSi, aris sx­

vadasxva avtorebis mier formebisa da in­

strumentebis areva. garda reklamisa (m.S. 

sasaqonlo, korporaciuli, socialuri da 

politikuri), marketinguli komunikaciebis 

formebs miekuTvneba pirdapiri marketingi, 

gasaRebis stimulireba, gamofenebi da kon­

ferenciebi, aseve sazogadoebrivi komunik­

aciebi (korporaciuli da politikuri ko­

munikaciebis CaTvliT).
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CONCEPT AND ESSENCE OF MARKETING 
COMMUNICATIONS SYSTEM

Elsa Vekua
Stu Ph.D

The paper analyzes marketing communications as means of gathering and presenting information about the 
market, goods and services, and conducting trade negotiations and sales organization. The main characteristics of 
the elements of the complex of marketing communications are discussed.

Key words: communication, marketing communication complex, Organization strategy, analysis.
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