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anotacia
urTierTobaTa marketingi  marketingis Tan­

amedrove formaa, romelic izidavs, inarCunebs 
momxmareblebs da zrdis maT kmayofilebas. isto­
riulad turizmsa da maspinZlobaSi marketerebi 
ar iSurebdnen Zalisxmevas axali momxmareblebis 
mozidvaze, Tumca bolo aTwleulebia isini miv­
idnen im daskvnamde, rom individualuri urTi­
erTobebi arsebul da yofil momxmareblebTan 
bevrad ufro ekonomiuria da momgebiani. mTavari 
Sedegi aris momxmareblis darwmuneba imaSi, rom 
is aris organizaciisTvis gansakuTrebuli. 

inovaciebis da axali teqnologiebis dan­
ergvasTan erTad, izrdeba urTierTobaTa mar­
ketingis roli da iqmneba e.w. loialurobis 
programebi. momxmareblebTan urTierTobebis 
damyarebis mizniT kompaniam garkveuli etapebi 
unda gaiaros. msoflio praqtikaSi maspinZlobis 
industriaSi kompaniebi iyeneben momxmarebelTa 
dakavebis strategiebs, urTierTobaTa market­
ingis mxardasaWerad. 

statiis mizania baTumis turistuli bazris 
magaliTze urTierTobaTa marketingisadmi sas­
tumroebis damokidebulebis Seswavla.  baTumSi  
sxvadasxva tipis sastumroebia warmodgenili. 
didia saerTaSoriso qseluri sastumroebis, 
kerZod Seratonis, hiltonis da redisonis roli 
baTumis, rogorc turistuli daniSnulebis 
adgilis cnobadobis amaRlebaSi. zemoaRniSnu­
li brendebi Cveulebriv iyeneben loialurobis 
programebs maTi momxmareblebis SenarCunebis 
da kmayofilebis mizniT. kvlevam moicva adgilo­
brivi erovnuli brenduli sastumroebi, raTa 
gamogvevlina maTi urTierTobaTa marketingis 
strategiebi da loialurobis programebis in­
strumentebi. 

sakvanZo sityvebi: urTierTobaTa marketin­
gi, loialurobis programa, sastumroebi, momx­
marebelTa dakavebis strategia, baTumis maspin­
Zlobis bazari 

ABSTRACT
Relationship marketing is a form of marketing that at-

tracts customers, retains them and enhances their satisfaction. 
Historically, tourism and hospitality marketers have put more 
emphasis on attracting new customers, but in the last few dec-
ades, the idea of nurturing the individual relationship with 
current and past customers has received greater attention. 
Most marketers now accept that it is less expensive to attract 
repeat customers that to create new ones and this is basic con-
cept behind relationship marketing. The key outcome of all 
relationship marketing efforts is to make individual custom-
ers feel unique and to make them believe that the organization 
has singled them out for special attention. 

Improvement in technology and innovation in loyalty 
programs have made it much easier to deliver on the prom-
ise of greater probability form reduce customer attraction. In 
order to build relationships with customers there are a num-
ber of steps that companies need to follow. In world practise 
hospitality companies use retention strategies to encourage 
relationship marketing.

The purpose of the article is to analyse the attitude of ho-
tels to relationship marketing in the case of Batumi hospi-
tality market. Different types of hotels represent in Batumi 
hospitality market. International hotel chains, such as the 
Sheraton, the Hilton, and the Radisson could make Batumi 
city popular and attractive destination among international 
tourists. These international brands generally use loyalty pro-
grams to retain and satisfy their customers. The research work 
involved Georgian hotel brands to find out and analyse their 
relationship marketing strategies and loyalty program tools.        
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Sesavali
warmatebuli sastumros organizaciuli 

struqtura agebuli unda iyos urTierToba­
Ta marketingis principebze da efuZnebodes 

piramidas, romlis saTaveSi dganan momxmare­

blebi, maT qveviT daqiravebuli personali da 

bolos xelmZRvaneloba. yovelive es person­

als saSualebas aZlevs advilad Sevides in­

teraqciaSi momxmarebelTan, martivad miiRos 

misTvis sasurveli gadawyvetileba da Seinar­

Cunos momxmareblis kmayofileba. warmatebu­

li sastumro strategiulad da kreatiulad 

unda moqmedebdes, mas unda amoZravebdes 

miznebi, riTac SeZlebs momxmareblebis dain­

teresebas, stimulirebas da maTi molodineb­

is gamarTlebas. momxmareblis kmayofile­

baze da molodinebze moqmed ara xelSesaxeb 

faqtorTa Sorisaa: momxmareblis Secnoba, 

registraciis dros personalis siswrafe, mi­

wodebuli momsaxurebis xarisxisa da fasis 

Tanafardoba, personalis qceva, wina xazze 

momuSave personalis enTuziazmi da profe­

sionalizmi, Tbili daxvedra da Tavazianoba. 

ganTavseba turizmis seqtoris mniSvnelo­

vani nawilia. aWaris turizmisa da kurorteb­

is departamentis informaciiT baTumSi - 276 

ganTavsebis saSualebaa, romelSic moiazreba 

rogorc dabal biujetiani, aseve ZviradRi­

rebuli ganTavsebis saSualebebi. baTumis 

cnobadobis gazrdaSi gansakuTrebuli roli 

Seasrula saerTaSoriso  qselurma sastum­

roebma - Seratonma, redisonma da hiltonma. 

dResdReobiT aWaraSi adgili aqvs rogorc 

Sida ise ucxoeli turistebis zrdis tenden­

cias. 2016 wlis statistikiT aWaras stumrob­

da 872 aTasi turisti, maTi 44% sastumroeb­

sa da sastumros tipis dawesebulebebSi iyo 

ganTavsebuli. momsaxurebis sferos mTavar 

problemas fasisa da xarisxis urTierT Tavse­

badoba warmoadgens, romlis daZlevaSi momx­

mareblebTan urTierTobis marketingis roli 

gadamwyvetia. aWaris turistul miznobriv 

bazrebs Sorisaa TurqeTi, ruseTi, ukraina, 
israeli, azerbaijani, irani, somxeTi da polo­
neTi. 

literaturis mimoxilva
momsaxurebis marketingi gasuli sauku­

nis 80-ian wlebSi marketingis yvelaze mzardi 
sfero gaxda (Berry and Parasuraman, 1993). gasuli 
saukunis 80-90-ian wlebSi Catarebuli kvleve­
bis mizans warmoadgenda naTlad daenaxaT 
fizikuri saqonlisa da momsaxurebis ganmasx­
vavebeli Tvisebebi, ramac uzrunvelyo is, rom 
momsaxurebis seqtors, maT Soris sastumro 
industrias aqvs sakuTari marketingi. (Booms 
and Bitner 1981, Berry 1983, Reicheld and Saaser 1990).  
sastumro industriaSi efeqturi momsax­
urebis marketingi moiTxovs maRali xarisxis 
momsaxurebis miwodebas, rac unda efuZne­
bodes grZelvadian, ormxriv momgebian ur­
TierTobebs, rac miiRweva momxmareblebTan 
axlo interaqciiT. 

gasuli saukunis 50-iani wlebidan market­
ingma ganvlo ganviTarebis sxvadasxva safex­
uri:   samomxmareblo marketingi (1950)  
industriuli marketingi (1960)  socia­
luri marketingi (1970)  momsaxurebis 
marketingi (1980)  urTirTobaTa market­
ingi (1990)  momxmareblebTan urTierTo­
bis marketingi (CRM – 2000)

uaxloes warsulSi marketingis menejere­
bi momxmarebelTan urTierTobas e.w. Cveule­
brivi, tranzaqciuli marketingis safuZvelze 
amyarebdnen. es iyo faqtiurad „erTjeradi 
tranzaqcia“ momxmarebelTan. tranzaqciuli 
marketingi, Tavis mxriv moicavs momxmare­
blebis saWiroebebis identificirebas, dak­
mayofilebas, Tumca is ar iTvaliswinebs maT­
Tan grZelvadiani urTierTobis damyarebas. 

Tanamedrove biznesi dResdReobiT mwvave, 
agresiuli konkurenciis winaSe aRmoCnda, ra­
mac ganapiroba momxmareblebTan grZelvadi­
ani urTierTobebis SenarCunebis aucileblo­
ba. 

urTierTobaTa marketingis gansaxorciel­
eblad mniSvnelovania momxmarebelTa Senar­
Cunebis strategiebis gansazRvra oTx doneze, 
rac iTvaliswinebs maTTan finansuri, socia­
luri, samomxmareblo da struqturuli kav­
Sirebis damyarebas. 

finansuri kavSiris dros kompania mudm­
iv klientebs sTavazobs dabal da stabilur 
fasebs, aseve gamoiyenebs e.w. bundling (dabali 
da maRal fasiani momsaxurebis erT komple­
qtad SeTavazeba), cross selling (urTierT dakav­
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Sirebuli momsaxurebis da produqtis SeTava­
zebis stimulireba) da up-selling  (maRal fasiani 
momsaxurebis SeTavazeba, misi sargeblianobis 
da unikalurobis darwmunebis gziT) meTodebs. 
meore doneze marketerebi cdiloben grZel­
vadiani urTierToba SeinarCunon socialuri 
da pirovnebaTa Sorisi kavSirebiT. momsax­
urebis miwodebisas gaTvaliswinebulia indi­
vidualuri saWiroebebi da yuradReba eqceva 
momxmareblebze zrunvas. turizmSi gansaku­
TrebiT gasaTvaliswinebelia momxmarebleb­
is urTierTqmedebis faqtori. Fairmont Resorts 
& Hotels-ma Seqmna internet programa „Every-
one’s an Original“ (yvela originaluria), raTa 
ganemtkicebina pirovnebaTa Sorisi kavSirebi 
da brendisadmi momxmareblebis loialuroba. 
stumrebisTvis programis platformas war­
moadgens socialuri media, kerZod Facebook da 
Twitter. forumi iTvaliswinebs konkursebs da 
gansakuTrebul sapromouSeno programebs da 
stumrebs ubiZgebT gaerTiandnen  Fairmont Pres-
ident’s Club-Si, romelic warmoadgens specialu­
rad Seqmnil programas individualuri samog­
zauro SeTavazebebiT, efeqtebiT da interse­
biT. klubis wevrebi sastumroSi registracias 
gadian calke magidasTan da maT sTavazoben 
ufaso internets da adgilobriv satelefono 
zarebs,  stumrebi aseve  fasdaklebebiT sarge­
bloben fitnes darbazis, golfis moednis da 
spas gamoyenebis dros. 

mesame doneze  finansur da socialur ka­
vSirebs emateba samomxmareblo kavSirebi. es 
midgoma moiTxovs momxmareblis individua­
luri saWiroebebisa da Tvisebebis karg cod­
nas. amasTan momxmarebels unda SevuqmnaT 
molodinis gancda. magaliTad The Ritz-Calton-s 
aqvs stumris kompiuteruli  istoriis profi­
li, romelic aTasobiT stumris ganmeorebiTi 
vizitebis Sedegad Seiqmna. sastumros TanamS­
romlebma ukve ician ra moswons stumars da ra 
ara. 

meoTxe doneze mniSvnelovania moxdes 
struqturirebuli midgomis gamoyeneba kom­
paniasa da momxmarebels Soris finansuri, 
socialuri da samomxmareblo kavSirebis dam­
yarebis dros. aseTi kavSirebis produqtiu­
lobis gasazrdelad mniSvnelovania Tanamed­
rove teqnologiebisa da inovaciebis gamoy­
eneba. bevr sastumroSi dajavSvnis da loia­
lurobis programebi erTad imarTeba. 

loialurobis programis SemuSaveba moi­

cavs rig etapebs (bermani 2006): 

l	 programis miznebis gansazRvra; 

l	 biujetis SemuSaveba, romelic moicavs 

sawyis sapromouSeno xarjebs, mimdinare 

sapromouSeno xarjebs, IT programas da 

misi momsaxurebis xarjebs, monacemTa ba­

zis Seqmnas da misi Senaxvis xarjs, loial­

uri momxmareblis dajildovebisTvis 

saWiro pirdapir xarjebs.  zogi kompania 

amcirebs sawyis xarjebs sawevros SemoRe­

biT. 

l	 loialurobis programis Seqmna. kompaniam 

unda gadawyvitos misi xelmisawvdomobis 

sakiTxi, kerZod is yvela momxmarebels 

SesTavazos Tu gansakuTrebul sabazro 

segments. sawevros safasuri SeiZleba 

gamoyenebuli iqnes naklebad loialuri 

momxmareblis dasafrTxobad.

l	 iqmneba momxmareblis dajildovebis str­

uqtura da etapebi. loialurobis pro­

gramis struqtura Hilton Hhonors-Si iyofa 

4 doned: Blue, Silver VIP, Gold VIP da Diamond 
VIP, romlis mTavar kriteriums 12 Tvis 

manZilze sastumroSi darCenaTa raode­

noba warmoadgens. 

l	 mexuTe etapze ganixileba sxva kompanieb­

Tan TanamSromloba. 

l	 meeqvse etapze xdeba loialurobis pro­

gramis organizaciuli sakiTxebis mogva­

reba, rac moiTxovs saWiro adamianur re­

surs. 

l	 meSvide etapze programis gansaxorcie­

leblad xdeba monacemTa bazis CaSveba. 

l	 merve etapze xdeba monacemTa bazis mar­

Tva da monacemebis srulyofa. informa­

cia kompanias saSualebas unda aZlevdes 

ganaxorcielos marketinguli da sapro­

mouSeno aqtivobebi da moaxdinos momx­

marebelTa segmentacia. sastumroebisT­

vis es martivia, radgan momxmarebelTa 

identificireba maTi vizitisTanave xde­

ba. 

l	 mecxre etapze xdeba programis warmatebis 

an warumateblobis Sefaseba

l	 meaTe etapze xdeba Sesworebebis Seta­

na, Tu loalurobis programa ar iZleva 

dasaxuli miznebis miRwevis saSualebas. 
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kvlevis mizani da Sedegebi
kvlevis mizans warmoadgenda momxmare­

blebTan urTierTobaTa marketingisadmi adg­
ilobrivi, brenduli sastumroebis  damok­

idebulebis Seswavla. amasTan gvindoda gagvego 

Tu ra programebs iyeneben isini da ra gansaku­

Trebul momsaxurebas sTavazoben mudmiv momx­

mareblebs. gamovikiTxeT baTumis rogorc saer­

TaSoriso qseluri sastumroebis ise adgilo­

brivi erovnuli brenduli sastumroebis war­

momadgenlebi. iseTi loialurobis programebi, 

rogoricaa HHonors (hiltorni), Starwood Preferred 
Guest (Seratoni) da Radisson Rewards (redisoni) 

aprobirebulia mTel msoflioSi da baTumis 

saerTaSoriso brendul sastumroebSi stumre­

bis xSiri vizitebis mastimulirebeli faqtori 

xdeba. 

zemoaRniSnul sastumroebTan momsaxurebis 

xarisxiT, fasiT, interieriTa da eqsterier­

iT axlos dganan iseTi adgilobrivi brendebi 

rogoricaa admirali, kolizeumi, piaca inni da 

oazisi, maT WrilSi aseve SegviZlia ganvixiloT 

Turquli sastumro brendi - divani. stumarTa 

registraciisas sastumroebi iyeneben iseT pro­

gramebs, rogoricaa Fidelio da  FINA, es ukanask­

neli qarTul programas warmoadgens. orive 

programa registraciis garda loialurobis 

programebis SemuSavebis SesaZleblobebs iZle­

va, Tumca qarTul realobaSi isini naklebad 

arian mibmulni safinanso sistemasTan. Sedegad 

sastumroebs ara aqvT saWiro sabiujeto resur­

si loialurobis programis Sesaqmnelad. isini 

martivad qmnian mudmivi momxmareblebis sias, 

risi safuZvelicaa stumarTa vizitebis raode­

noba, ZiriTadad es kriteriumi 5-dan 7 vizitam­

de meryeobs. Sedegad  loialur momxmareblebs 

ukeTeben 15%-30%-ian fasdaklebas, aseve sTava­

zoben nomris e.w. up-grade-s (ukeTesi nomris 

SeTavazeba igive fasad), ugzavnian siaxleebs 

eleqtronuli fostiT sxvadasxva SeTavaze­

bebis Sesaxeb. sastumroebi aRiareben, rom maTi 

Semosavali didadaa damokidebuli loialur 

momxmareblebze da rogorc gamokiTxvam aCvena 

maT SenarCunebaSi finansuri stimulatorebis 

garda did rols asrulebs pirovnuli interaq­

cia, megobruli garemo, Tbili damokidebule­

ba da maTze zrunva. mcire zomis sastumroebSi 

advilia stumarTa maxasiaTeblebis Seswavla da 
maTi gulis mogeba. 

momxmareblis kmayofileba ar aris mas­
Tan grZelvadiani urTierTobis damyarebis 
garanti, mas Tan unda axldes ndoba, ormxri­
vi valdebuleba da momxmareblis molodinis 
gamarTleba. yovelive amas Tan sdevs momxmareb­
lis mxridan dadebiTi rekomendaciebi da STabe­
Wdilebebi, romelsac is uziarebs Tavis axlo­
blebs da dRes ukve internetis saSualebiT amas 
igebs yvela potenciuri momxmarebeli.

momxmareblis mxridan ndoba asocirde­
ba sastumros momsaxurebis xarisxis mudmi­
vobasTan, personalis kompetenturobasTan, 
patiosnebasTan, pasuxismgeblobasTan, da mz­
runvelobasTan. beri (Berry 1983) miiCnevs, rom 
„ndoba loialurobis safuZvelia“. myidvelsa 
da gamyidvels Soris urTierTobaTa Seswav­
lisas erT-erT mniSvnelovan cvlads warmoad­
gens aseve ormxrivi valdebuleba (Wilson 1985), 
romelic beris da parasurmanis azriT (Berry 
and Parasuraman, 1991) sastumro industriaSi ga­
saTvaliswinebeli koncefciaa da grZelvadi­
ani urTierTobis damyarebis, ganviTarebis da 
SenarCunebis aucilebeli pirobaa. ndobasa da 
ormxriv valdebulebas emateba iseT cvladebi, 
rogoricaa dapireba da komunikacia, 

daskvna
amrigad, maspinZlobasa da turizmSi loia­

lurobis programebi sastumroebis saqmiano­
bis ganuyofeli nawili xdeba. 90-ian wlebSi re­
iCeldis da saaseris (Reicheld & Saaser) kvlevebma 
aCvena, rom momxmareblis loialurobis 5%-ian 
zrdas mivyavarT mogebis 25-85%-ian zrdamde. 
Tumca rogorc vxedavT maTdami qarTuli kompa­
niebis damokidebuleba ar gamoirCeva strategi­
uli da kreatiuli midgomiT. baTumis erovnul, 
brendul sastumroebSi wina xazze momuSave 
personals kargad esmis loialuri programe­
bis arsi da mniSvneloba, magram sastumroeb­
is marTvis araswori principebi da meTodebi 
jer kidev aferxebs urTierTobaTa marketing­
is yvela instrumentis danergvas praqtikaSi. 
fasis strategiebis SemuSavebaze metad dRes­
dReobiT mniSvnelovani unda gaxdes momxmare­
blebis loialurobis amaRlebis strategiebis 
SemuSaveba.
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